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Point of Sale 
Expenditures 
Hit $700,000,000 


New York, March 18—Dollar 
volume of point of purchase ma- 
terials increased about 63% be- 
tween 1949 and 1952, when display 
expenditures reached an estimated 
$700,000,000, according to industry 
spokesmen. And they look for the 
trend to register additional gains 
in 1953. 

One augury of this, according to 
these sources, is the inclination of 
supermarkets, big chains, drug re- 


A large part of this issue 
of ADVERTISING AGE is de- 
voted to point of purchase 
advertising. Stories and pic- 
tures dealing with the latest 
developments in the point of 
purchase field will be found 
throughout the issue. 


tailers and hardware stores to go 
more heavily than ever for point 
of sale help. 

There is also a strong shift to 
plastics in the manufacture of dis- 
play materials, but industry offi- 
cials said the shift will add to 
the total volume of point of pur- 
chase materials used, as well as 
the dollar volume, without cutting 
the market for lithographed ma- 
terials. 


® However, the trend to plastics 
will considerably curtail the use 
of wood, metal and glass displays. 
The price difference between 
plastics and wood, metals and glass 
(Continued on Page 39) 


THE NATIONAL NEWSPAPER OF MARKETING 


WCBS-TV Now Has 
a $4,500 Nighttime 
Rate for One Hour 


New York, March 19—New 
York, television’s most expensive 
market, is on the way to becoming 
even more so. 

WCBS-TV has announced what 
is expected to be the first of a 
round of spring rate rises. Effec- 
tive April 1, the hourly time cost 
scale goes from $4,000 to $4,500 
(Class A); from $2,500 to $2,750 
(Class B), and from $1,500 to $1,- 
750 (Class C). Current sponsors 
get six months’ protection. 

This brings the local rate for 
choice nighttime (Class A)—most 
of which is sold on a network basis 
—up to the figure which network 
sponsors pay for WCBS-TV. 

Announcement rates have been 
boosted even higher, with increases 
ranging up to 25% for some spots. 
Meanwhile, the station continues 
its package offer of a 45% dis- 
count for 12 daytime spots weekly. 

Set circulation in the country’s 
top video market has gone up 15% 
since the station’s last rate in- 
crease less than a year ago, WCBS- 
TV points out. 


s WNBT, which raised its Class A 
local rate to $4,250 in November, 
has set a new $275 participation 
price on nine of its Class C pro- 
grams. This is a jump of from $20 
to $75. However, advertisers who 
buy a minimum of three partici- 
pations get an extra one thrown 
in. 

The other two network owned- 
and-operated stations here do not 
plan any revisions at this time. 
WABD, DuMont’s key § station, 
which charges $2,200 an hour, has 
not had an increase since Novem- 
ber, 1951. WABC-TV’s current 
basic rate is $3,100. 


(Continued on Page 111) 


Federal Reserve Board Finds Consumers 
Planning More Major Purchases in 1953 


WASHINGTON, March 19—If the! 
Federal Reserve Board’s survey of 


consumer buying intentions is cor-| included in the final figures which 


rect, the manufacturers of automo- 
biles and consumer durables are in 
for a boom year in 1953. 

Preliminary results of the 
board’s annual survey of consumer 
finances—a survey of consumer 
saving, spending and earning ex- 
pectation—indicate that more con- 
sumers plan to buy new cars this 
year than intended to at this time 
in 1952 or 1951. Plans to purchase 
major household goods, especially 
television sets and furniture, were 
substantially more numerous than 
they were a year ago. 

Even refrigerators—which have 
been a soft spot in all recent sur- 
veys—appear little changed from 
last year, and plans to purchase 
new and used houses in 1953 ap- 
pear to be slightly more numerous 
than a year ago. 


® Today’s report is a partial sum- 
mary of the results of the 8th an- 
nual study on this subject, made 
for the board during January and 
February each year by the Survey 
Research Center of the University 
of Michigan. 

The preliminary findings are 
tabulated from 2,400 interviews in 


12 largest metropolitan areas. An 
additional 700 interviews will be 


will be discussed in a series of 
articles to appear in the “Federal 
Reserve Bulletin” starting in June 
or July. 

The bright sales outlook for 1953 
squares with a generally optimistic 
attitude revealed by consumers 
during the interviews. Eight out 
of ten consumers said they feel 
prices will stabilize or go down, 
and most non-farm families said 
they expect their money income to 
remain firm or to increase. 


® Asa result, the proportion which 
feels the time is appropriate for 
making major purchases has in- 
creased considerably since early 
1952. 

The board acknowledges that it 
does not have similar data for farm 
operators. 

In its report on the survey, the 
Federal Reserve Board said: “A 
factor evidently at work in shap- 
ing consumer attitudes throughout 
1952 and early 1953 was the sta- 
bility of consumer prices. 

“The BLS index of consumer 
prices rose less than 1% during 


(Continued on Page 8) 
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SUGAR TIP—Kirsch Beverages Inc., Brook- 
lyn, has added 20 New York area news- 
papers for this series on its year-old sugar- 
free soft drinks (AA, Dec. 29, ‘52). Grey 
Advertising is the agency. 


Admen Seek FTC 
Cooperation in 
Self-Regulation 


WASHINGTON, March 19—Federal 
Trade Commissioner Stephen 
Spingarn confirmed today that 
“hush hush” talks are under way 
to improve cooperation between 
the commission and advertising 
trade groups. 

He said the talks have not as 
yet resulted in any specific com- 
mitments, but that a preliminary 
meeting at the Union League Club 
in New York last week was “very 
promising.” 

The initiative apparently came 

(Continued on Page 110) 


~ National Advertisers Will Get 


Newspaper Local Rate Cards Soon 


‘Magic Chef's New 
Electric Ranges to 


Bow on Local Basis 


| St. Louis, March 18—Magic 
Chef Inc., producer of gas ranges, 
is going into production of a line 
of five electric ranges. 

The ranges will be introduced 
gradually, market by market, with 
full-page newspaper ads based on 
a contest promotion. Consumers 
will be asked to go to dealers, 
look at the ranges, and name them. 

Although no definite decision 
has been made, it is quite proba- 
ble, according to a company 
spokesman, that Magic Chef will 
begin in the southeastern areas, 
primarily in such markets as Mem- 
phis, Nashville and Birmingham. 
The company will take at least a 
year, perhaps two, before it will 
be ready to start national advertis- 
ing, although the new ranges will 
be mentioned in national ads for 
other Magic Chef products, Ap- 
VERTISING AGE was told. 


a In addition to newspapers, 
which will include co-op ads, Ma- 
gic Chef expects to participate in 
some co-op advertising in radio 
spots. Point of sale material is be- 
ing prepared. 

Krupnick & Associates is the 
agency. 

The top model of the Electra- 
magic ranges, as the line is called, 
is a 39” range with four seven- 
speed surface units, an automatic 
deep-well cooker, oven, warmer 
compartment and storage drawers. 
Approximate suggested price is 
$429.95. Other models of the ranges 
will sell at $299.95, $219.95, $199.95 
and $179.95. 


Last Minute News Flashes 


Washington Apple Growers Pick Pacific National 
SEATTLE, March 20—-The Washington State Apple Commission has 

appointed Pacific National Advertising Agency, Seattle, to handle its 

apple advertising. Twenty agencies had been seeking the account re- 


signed by J. Walter Thompson Co. 


last November (AA, Nov. 24, ’52). 


Pacific National also handles the advertising for the Washington State 


Fruit Commission. 


McCann-Erickson Gets Swift's Ice Cream Account 


Cuicaco, March 20—McCann-Erickson, which already handles part; 


of Swift & Co.’s account, including Prem and Brookfield butter, will 


add Swift’s ice cream account on 


July 1. Needham, Louis & Brorby, 


which presently handles this advertising, continues to direct advertising 
for several other Swift products, as well as handling the company’s 


public relations. 


Time Inc. Gross Income Hits $156,786,000 


New York, March 20—Time Inc. grossed $156,786,000 in revenues 
last year, a new high, and $7,214,000 better than 1951. Net profit was 
$7,750,475 as compared with $7,287,400 in 1951. The increase chiefly 
reflects increases in advertising income. 

Ad revenues totaled $113,310,000as compared with $104,770,000 
for 1951. Ad revenues from Life were up $4,147,000, although pages 
dropped from 4,052 in 1951 to 3,813 in ’52. Time gained $2,107,000 al- 
though ad pages were down from 3,807 in 1951 to 3,558 last year. For- 


tune gained 152 pages, going from 


1,434 to 1,586. 


Goodwillie Joins Stewart, Dougall 

New York, March 20—Stuart Goodwillie, formerly manager of busi- 
ness relations and national accounts for Sylvania Electric Products, 
has joined Stewart, Dougall & Associates, market, distribution and | present time, the account is serv- 


sales consultant company. 


(Additional News Flashes on Page 111) 


Hot Sprincs, VaA., March 20— 


_One of the oldest stumbling blocks 


in the path of advertisers and 
newspapers seemed to be overcome 
this week, as the Assn. of National 
Advertisers announced  that— 
working with the Newspaper Ad- 
vertising Executives Assn.—an ar- 
rangement had been reached to 


For other news of the ANA 
meeting see Pages 3, 90, 91 and 107. 


provide ANA members with local 
rate cards of nearly 600 NAEA 
member newspapers. 

In the past, newspapers’ local 
rate cards have frequently been 
unavailable to national advertisers 

This development topped several 
new media projects which the ANA 
revealed at its spring meeting. 

The ANA-NAEA arrangement 
came from a series of meetings be- 
tween John Moffett, Minneapolis 
Star & Tribune, and chairman of 
NAEA’s advertiser relations com- 
mittee, and George Mosley, v.p. of 
Seagram-Distillers Corp., chairman 
of ANA’s newspaper committee. 


s It was also announced that the 
Pennsylvania Newspaper Publish- 
ers Assn. has decided to cooperate 
in the project, and Theodore A. 
Serrill, general manager of PNPA, 
has sent along more than 50 local 
rate cards of member newspapers. 
Other state newspaper associations 
may follow suit. 

ANA is sending out these rate 
cards in a looseleaf binder to mem- 
bers so that new ones may be 
added. 

Mr. Moffett expressed belief that 
NAEA will be willing to continue 
to supply ANA with new cards to 
keep the service up to date. ANA 
members with sizable coopera- 
tive programs expressed their 

(Continued on Page 4) 


Nat'l Guard Will 
Invite Bids from 
3 to 6 Agencies 


WasuinctTon, March 19—The Na- 
tional Guard Bureau announced 
today that it is opening a com- 
petition for the selection of an ad- 
vertising agency to handle Na- 
tional Guard recruiting during the 
fiscal year beginning July 1. 

Agencies are invited to inquire 
at the information office, National 
Guard Bureau, Room 3-E-188, the 
Pentagon, Washington, prior to 
April 3. A briefing will be held 
here on April 7. On the basis of a 
questionnaire, the guard will in- 
vite at least three and not more 
than six agencies to make com- 
petitive presentations during the 
first week in May. 

The budget for the campaign de- 


/pends on congressional action on 


the 1954 defense budget. At the 


iced by Robert W. Orr & Associ- 
ates, New York. 
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Ed Weiss and Ed Weiss in Atlanta... 


ATLANTA, 


moved him to grave new thoughts 
of the future of advertising. 

Mr. Weiss, Grey Advertising 
Agency’s well-known director of 
merchandising, is scheduled to 
voice his reflections on the subject 
of robot retailing here tomorrow 
at the annual Atlanta Advertising 
Institute. 


found effect is to 
be felt by office 
workers, too, and 
by farmers. The 
effect on retailing 
and advertising, 
he believes, will 
be tremendous. 


® Warehousing 
and self-service 
store operations 
will be so much 
more economical, according to Mr. 
Weiss, that retailers “may be able 
to throw off a profit with mark- 
ups ranging from 7% for food to 
perhaps 15% for appliances.” 

And if distribution costs come 
down, “a lot of present-day tech- 
niques for advertising, merchan- 
dising and selling will have to be 
revolutionized.” 

There will be a fundamental 
trend toward “impersonal mass 
selling,” the agency executive be- 
lieves. (He makes it clear, how- 
ever, that he does not forecast a 
completely robot merchandising 
operation for all services and 
products—but only for some man- 
ufacturers, some retailers and some 
wholesalers.) 


E. B. Weiss 


® As for personal selling, he points 
out that, about 1925, chain stores 
came on the scene and since then 
have fostered impersonal selling, 


(Continued on Page 112) 


March 20—It’s not | 


delivered here 
Factory and warehousing ma-| tomorrow by Ed- 
chines run by punched tape in-| 
stead of people have only just. 
begun to affect business, Mr. Weiss | 


will say. A pro-| speech will be given at Emory Uni- 


One Blasts Tried-and-True Themes, — 
Other Tells Problems of Automation ...X°",%o","@ Zs7™ 2%" 


|first annual meeting here, elected 
AtTLantaA, March 20—“Get your officers and a 20 man board of 
only a fast-thinking machine that man’’—the sales stereotype show- directors, and adopted by-laws and 
will play chess better than most ing the girl in the arms of the man an organizational seal. 
chess players that has E. B. Weiss | 
thinking about automation. It’s odorant or cosmetic—does not de- | letter from Ax Waxman, president 
all the other moves toward a robot! serve a 
world he’s heard about that have! 


of her choice giving thanks to a de- 


major 
role in cosmetics 
advertising, espe- 
cially for Toni 


products. 
This is only 
one salvo in a 


general attack on 
“tried and true” 
ad formulas to be 


ward H. Weiss, 
president of 
Weiss & Geller, 


E. H. Weiss 


Chicago. His 


versity’s fourth annual Advertising 
Institute. 


# Mr. Weiss explains himself this 


| 
i 


way: Women, he says, are chiefly 
interested in strong reassurances | 
of their own femininity and in the | 
approval or respectful attention of | 
other women. 

“The admiring male _ glance, 
under many circumstances, is the 
least important copy appeal’ we 
found we could use, whether in 
print, radio or television commer- 
cials,” says the head of Weiss & 
Geller, which has the Toni home 
permanent account. 

Another stock formula Mr. Weiss 
attempts to dispose of is the “old 
and stubborn myth” that human 
nature never changes, 

“Human passions or instincts are 
generally recognized as unchang- 
ing,” he concedes, but points out 
that “the allowed expression of 
these passions or instincts does 
change. For example, the Victorian 
woman was only permitted to show 
her ankle. The mid-20th century 
woman appears in a Bikini bath- 
ing suit.” 


® The dominant social problems 
people face have changed rapidly 
in the past half-century, Mr. Weiss 
declares—from the conflict be- 
tween sexual impulses and social 
taboos associated with the 1890s, 
through the general feelings of 
(Continued on Page 108) 


New York's Independent Druggists Back New 
Promotion to Meet Chain Store Competition 


New York, March 18—Some 2,- 
500 independent druggists have 
put their heads together and come 
up with a plan for meeting compe- 
tition from chain stores and su- 
permarkets. Their not-so-secret 
weapon: Advertising and promo- 
tion. 

The cooperative drive is being 
spearheaded by the Pharmaceuti- 
cal Council of Greater New York, 
with the assistance of the Nassau- 
Suffolk Retail Pharmacists Assn. 
Their strength is measured by the 
fact that together the two groups 
represent the interests of more 
than 86.5% of the drug stores in 
this metropolitan area. 

S. Barnard Jeffries, professor of 
pharmaceutical business manage- 
ment of the Brooklyn College of 
Pharmacy, is masterminding the 
strategy for the campaign. He 
heads Drug Store Advertising As- 


sociates, an agency set up by the | 
Pharmaceutical Council to handle | 


its merchandising-advertising pro- 
gram. 


s The foundation of the program 


is the druggists’ signed pledge to: | 


1. “Display the association’s ad- 
vertising emblem prominently.” 
(This is a yellow, red, white and 
blue sticker identifying the store 


as “your neighborhood participat- 
ing drug store.’’) 

2. “Display prominently, pro- 
mote actively and stock the prod- 
ucts of any manufacturer parti- 
cipating in the program with the 
approval of the association’s com- 
mittee on advertising and mer- 
chandising.” 

3. “Post prominently the current 
advertising tear sheet tying my 
store in with the newspaper’s ad- 
vertising.”’ 

4. “Accept initial orders of ad- 
vertised merchandise for sale and 
display in such quantities as 
deemed reasonable by me for the 
purpose and in line with the rec- 
ommendations of the association’s 
committee on advertising and mer- 
chandising.” 


e After the retailers had agreed 
to answer the call to arms, the 
council then moved to line up 
wholesalers as additional forces. 
Among the recruits are McKesson 
& Robbins, Towns & James, Schief- 
felin & Co., Ketchum & Co., Pro- 
gressive and Long Island Drug Co. 

Their assignment was to assist 
\in the distribution of dealer aids 
to support advertised merchan- 
dise. They were also asked to 


N. Y. Food Plan Men 
Organize, Consider 
Industry-Wide Assn. 


The group also was invited, in a 


of the Approved Freezer Food Plan 
Dealers Assn., Los Angeles, to co- 
operate in “quickly establishing a 
national association that will in- 
clude every phase of the freezer- 
frozen food industry.” 
gested consolidation with the oth- 
er food plan dealers’ groups which 
have been formed in Detroit, Bos- 
ton, San Diego and other cities. 


® The association heard also from 
Hugh R. Jackson, president of the 
Better Business Bureau of New 
York, who asked it to cooperate in 
reviewing the bureau’s current 
advertising and selling standards 
for food plans, in handling cus- 
tomer complaints and in preparing 
literature on food plans for public 
distribution. 

The president of the group is 
Harvey Farber, president of 
Amana Products Corp., freezer dis- 
tributor and food plan operator. 
Secretary is Ted Brody, of Utility 
Appliances, also a food plan opera- 
tor. 


Servel Tries a 
New ‘Food Plan’ 


EVANSVILLE, IND., March 17—A 
new-type “food plan” for freezer 
owners will save the consumer 
25% on food purchases regardless 
of the brand she selects or the store 
she patronizes. That is the claim 
of the sponsor, Servel Inc., maker 
of home freezers and other refrig- 
eration products. 

The 25% saving applies to $100 
worth of food for purchasers of 
Servel’s 9’ or 11’ models, The pur- 
chaser of a 15’ model saves 25% on 
$150 worth of food, while the 22’ 


He sug-| 


model brings with it a 25% saving 


eo 


SPREADS WHEN COLD—Kraft Foods Co. 
used oublicity pictures like this, as well as 
the plastic cakes of ice, as store displays 
to publicize the idea that the company’s 


new Parkay margarine when 


cold.” 


“spreads 


on $200 worth of food. 


s According to the plan terms, 
wher: a customer buys a freezer 
she may designate one or more of 
her favorite shops. The Servel 
dealer then sends a check to the 
food merchant or merchants for 
the 25%, along with an explana- 
tory letter and a food coupon book- 
let. The food merchant thus gets 
his full profit on the food he sells, 
and the consumer gets the added 
savings of buying during special 
sales, says Servel. 

The freezers, each of which also 
carries a $250 insurance policy 
against food spoilage, made their 
debut in the Servel home appliance 
line this year. 


Schlein Names Sneider Co. 


Samuel E. Schlein Inc., New 
York manufacturer of Westbrook 
clothes for men, has appointed A. 
M. Sneider & Co., New York, to 
handle advertising. Plans call for 
business and consumer publica- 
tions. Initial insertions will appear 
in Esquire’s Apparel Arts and 
Men’s Wear. 


STOR*AD 


COMING DISPLAY—This is one of the drug store window displays designed by 


Haugan Advertising for use by retail drug stores throughout the U. S. 


Haugan Develops New Window Displays 


New Yor«, March 17—A series 
of multiple product displays, de- 
signed to increase sales at the re- 
tail drug store level in 7,000 outlets, 
will be introduced next month by 
Haugan Advertising. 

Called National Stor-Ad, the 
setup provides for designing, pro- 
ducing, and installing display ma- 
terial in 89 metropolitan market- 
ing areas under direct supervision 
of regional control centers. 

The retailer is given advance 
buying and selling information on 
each participating product and he 
agrees to the installation and 
maintenance of the display materi- 
al in his store for a period of two 
to eight weeks. 


(Continued on Page 6) 


Stor-Ad brings to the retailer 


for Drug Stores in 89 Marketing Areas 


an opportunity to merchandise na- 
tionally advertised products to 
compete with neighboring chain 
stores or supermarkets. At present, 
Haugan has set up five display 
periods during the year, omitting 
the December holiday season. 


s “National Stor-Ad provides a 
medium similar to other advertis- 
ing mediums for drug product 
manufacturers to buy production, 
distribution and installation of 
store-wide display material 
through one national organiza- 
tion,” A. S. Haugan, president and 
general manager, said. “We are 
geared to assume responsibility for 
every detail at sizable savings over 


| 


Get Nearly Half 


Advertising Age, March 23, 1953 


mm TV Time Sales 


Jump; Networks 


WASHINGTON, March 17—U. S. 
advertisers last year spent $288,- 
800,000 on television time, an in- 
crease of 38.8% over their TV time 
purchases of 1951, according to 
the 1953 Telecasting Yearbook just 
issued here by Broadcasting Pub- 
lications Inc. 

Network advertising, up 39% 
over 1951, accounted for 47% of 
the total 1952 time sales volume, 
the yearbook reports. Spot adver- 
tising, which rose 38% over 1951, 


local advertising, which was 37% 


f|jover the year before, contributed 


24.4% of the total. 


® The report also points up the 
fact that the networks have seized 
the lion’s share of TV’s 1,000% in- 
crease in time sales volume since 
1949. In that year, network time 
business was practically on a par 
with spot and local advertising in 
annual volume. 

(All figures in the analysis are 
for time sales only, and do not in- 
clude costs of talent, the report 
states. Talent costs, it says, are 
estimated by some sources to equal 
or even exceed time costs.) 
Among network accounts, food 
and food products advertisers were 
still first among client groups in 
1952 time purchases, though their 
lead was down considerably from 
1951. Telecasting Yearbook esti- 
mates that food clients bought $33,- 
800,000 of time (figured at the 
gross, one-time rate), to account 
for 18.7% of all network billing. 
In 1951, they did 20.2% of all bill- 
ing, the report shows. 

Biggest gain in billings was reg- 
istered by the advertisers of soaps, 
cleansers and polishes, whose $21,- 
000,000 worth of 1952 time came 
to 11.6% of the total gross. Their 
1951 share was only 5.3%. 


® Other big network advertising 
groups and their reported spend- 
ings include: 

Smoking materials—$28,400,000, 
or 15.7% of the 1952 total. This 
compares with 14.1% of the total 
in 1951. 

Toiletries and toilet goods—$24,- 
800,000, or 13.7% of the 1952 gross, 
compared with 12.9% in 1951. 

Automotive accessories and sup- 
plies—$15,400,000, or 8.6% of ’52 
billings, as against 5.3% the year 
before. 

The share of network billing 
claimed by advertisers in other 
fields than the above shrank con- 
siderably, the report shows, from 
42.2% of the total in 1951 to only 
31.7% in 1952. 


Harper Named Kilgore A. M. 


John D. Harper, formerly adver- 
tising manager for Electro-Voice 
Inc., Buchanan, Mich., has been 
appointed advertising manager of 
Kilgore Inc., Westerville, O., man- 
ufacturer of plastic housewares, 
toy cap pistols and caps. In ad- 
dition to directing advertising, 
sales promotion and merchandis- 


public relations. 


Schuster Joins McCormack 

M. D. Schuster, general man- 
ager of Hoffman Radio Corp., Los 
Angeles, has become v.p., director 
and partner of McCormack Co., 
San Francisco, Hoffman TV dis- 
tributor in that area, effective 
May 1. W. L. Stickel, Hoffman na- 
tional sales manager, succeeds Mr. 
Schuster. 


Y&R Appoints Don Quinn 

Don Quinn, for 18 years chief 
writer of “The Fibber McGee and 
Molly Show,” has joined Young & 
Rubicam, Hollywood, as_ super- 
visor of all comedy shows of that 


individual product campeaigns.” 


agency. 


provided 28.6% of the total, while , 


ing, Mr. Harper will assist with 
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Gold Seal Offers 
New Goldie Shine 
in Three Markets 


Bismarck, N. D., March 17—A 
former bootblack is behind a new 
product being put on the market 
by Gold Seal Co. 

Called Goldie Shine, the new 
product is a shoe-shine kit de- 
veloped by Lawrence Schneider of 
Fargo, who shined other people’s 
shoes when he was a kid and his 
own when he was in the Navy. 

Shoe-shining always seemed like 
a messy job to Larry Schneider so 
he came up with an idea for mak- 
ing it easier. Harold Schafer, pres- 
ident of Gold Seal, put up the 
money for developing the product 
and is now marketing it in three 
cities. 

Schneider’s shoe-shine kit con- 
sists of a duster, polish and buffer 
in one disposable cellulose pack. 
Polish is applied by breaking a 
small gelatin capsule in the mitt 
against the shoe; the mitt is re- 
versed to buff the shoe and then 
thrown away. 


® Goldie Shine packs come six to 
a box which retails for 29¢. Colors 
available are brown, black and 
neutral. 

Goldie Shine, which joins Glass 
Wax, Snowy Bleach and Wood 


Cream furniture polish as a Gold) 


Seal product, is being introduced 
in Minneapolis-St. Paul, Miami 
and Mr. Schneider’s home town of 
Fargo. 

Full-page newspaper ads, placed 
by Campbell-Mithun, 


other week to introduce the new 


kit, and TV programs have been) 


National Advertisers Chided for 
Failure to Produce Fresh Ad Copy 


purchased in Miami and Minne- 
apolis. Spot radio is also being 
used. 

To emphasize the non-messy as- 
pect of shining shoes with Goldie 
Shine, Gold Seal has engaged 20 
young men from the marketing 


classes of the University of Miami | 


to shine shoes for customers of 


Miami stores carrying the product. | 


The boys all wear white shirts to 
demonstrate their assurance that 
they won’t get dirty shining shoes 
with Goldie Shine. 

Mr. Schafer told AA that future 
plans for the product will depend 
entirely on the results obtained in 
the three markets now being used. 


Tonnele to Handle 
Hunter and Wilson, 


Frankfort Brands 


New York, March 17—Advertis- 
ing, sales and promotional activity 
of Hunter and Wilson whiskies— 
both handled by Kenyon & Eck- 
hardt—will be operated as a sepa- 
rate unit within the Frankfort Dis- 
tillers Corp., beginning April 1. 

Laurent J. Tonnele, formerly 
division manager in charge of sales 
in the 17 closed states, has been 
switched to head up the Hunter- 
Wilson combination as v.p. and 
general manager. 

Ellis D. Slater, Frankfort presi- 
dent, said an “increased market 
potential for the Hunter and Wil- 
son brands now makes it desirable 
to devote more specialized atten- 
tion to the sales promotion and dis- 
tribution of these whiskies.” 

Mr. Tonnele’s goal will be to 
boost consumer demand “through 
development of more comprehen- 
sive programs” for Hunter and 
Wilson. 


Nielsen Gains 4 Clients 


A. C. Nielsen Co., Chicago, has 
gained four new clients for its 
radio and television index services. 
Receiving the TV index will be 
E. I. du Pont de Nemours & Co., 
Wilmington; Fuller & Smith & 
Ross, Cleveland, and Hutchins Ad- 
vertising Co. Rochester, N. Y. 
Erwin, Wasey & Co., New York, 
will receive the radio index. 


the Gold) 
Seal agency, are running every) 


a 


REVOLUTIONARY NEW WAY 
TO SHINE SHOES HERE IN 
HANDY THROW-AWAY PACK 


Sensational Goldie Shine Gives Shine a Minute; 


m6 Quick Shines per Box! 
Duster, Polish, Buffer 


Bin Each Disposable Pack 
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GOLD SEAL’S LATEST—Campbell-Mithun is running editorial-type copy like this in 
a newspaper test for Gold Seal Co.’s new Goldie Shine. 


ANA Speakers Tell 
_ Hot Springs Assembly 
_ to Jack Up Creativity 


Hot Sprincs, Va., March 20— 
Stepping up the creative quality 
of advertising held a top seat at 
the Assn. of National Advertisers 
meeting here this week, with the 
emphasis on fresh copy. 

Charles L. Whittier, who recent- 
ly retired as v.p. of Young & Rubi- 
cam and head of Y&R’s creative 


ANA Meeting 


department, reproached the ad- 
vertisers for their lack of interest 
in fresh creative thinking. He 
talked about six criteria for ad- 
vertisements, calling them the I- 
test. Here they are: 

1. Idea—have a forceful selling 
idea. 

2. Immediate impact—a high de- 
gree of immediacy for the reader. 

3. Illustrations—that advance 
and enhance the sales story. 

4. Incessant interest—holding 


readers from start to finish. 


piece is formed from metalized acetote. It 
was made by R. R. Kellogg Advertising Serv- 
ices, Los Angeles. 


5. Information—complete enough 
to satisfy reader curiosity and 
sounding exclusive to your prod- 
uct. 

6. Impulsion so strong each ad 
will give every reader a longing to 
own or go to see the product. 


# He reminded the audience of 
four facts and a question. 

1. “Each of you has wide, di- 
verse...responsibilities. But con- 
sumers are not concerned with 
your complex managerial prob- 
lems.” 

2. “The only contacts consumers 
have with you and your companies 
is through your advertisements.” 

3. While ads are only one phase 
of comprehensive marketing plans, 
\“to consumers they are the most 
| important phase...” 
~ 4. In making a bid for consumer 
preference, “too many advertise- 
/ments underbid—or pass. A large 
percentage of advertisements can 
be improved, can be made to pro- 
duce a greater return for your ad- 
vertising dollars.” 

Then the question: “Isn’t your 
| paramount managerial responsibil- 
ity to see that this improvement is 
made?” 


;@ In similar vein, Mrs. Lucille 
|Goold, v.p., Hewitt, Ogilvy, Ben- 
|son & Mather, took the opportunity 
|to compare advertisements of the 


|past with current production by| 
“What's | 


the same companies. 
wrong with the old frontiers in 
advertising?”, she asked. 

| “Today’s ad-makers have superb 
tools to work with,” she conceded. 
“We have new methods of re- 


search.. fantastic new color pro-. 


cesses. ..improved reproduction in 
all media. . miracle products to ad- 
vertise...But what of the ads 
themselves?” 

She declared that the ads don’t 


IT’S METALIZED—This Blatz point of sale compare well with the ones used 


Dean Tells ANA How to Set Up Ad 
Budget by ‘Profitability Approach’ 


Chicago Auto Dealer 


Offers $10,000 Policy 
with Each Used Car 


Cuicaco, March 17—Cole-Find- 
er Inc., reportedly the largest Mer- 
cury dealer in the country, came 
out last night on its local “Vic 
Perry Sidewalk Interview Show” 
over WBBM-TV, CBS outlet, with 
a unique offer. 

Purchasers of any used car from 
Cole-Finder will receive a full 
paid insurance policy guaranteeing 
that if they are killed in an acci- 
dent, either while driving the oar 
or as a pedestrian, their benefici- 
aries will receive the grand sum 
of $10,000. 

The special offer does not apply 
to purchasers of new cars, because, 
according to the car dealer, “you 
don’t have to offer anything to sell 
a new car.” 


s This means that in addition to 
being a car dealer, Cole-Finder has 
become an insurance broker. The 
policy is obtained through Con- 
tinental Casualty Co. 

Cole-Finder, a relatively new 
company, may be on its way to be- 
ing the biggest car dealer in Chi- 
cago, perhaps in the country. It 
now employs a staff of Andy Frain 
guards to handle the crowds which 
flock to its showrooms at 2700 N. 
Cicero Ave. on weekends, 

The company was founded about 
four years ago by Irwin Cole and 
Irving Finder, both formerly com- 
manders in the Navy. 

Irving Rocklin, head of Irving 
Rocklin & Associates, Cole-Finder’s 
agency, told ADVERTISING AGE that 
the auto dealer started using tele- 
vision about three years ago, and 
ascribes the company’s phenom- 
enal growth to this medium. In 
addition to the Vic Perry program, 
which telecasts nightly at 10 p.m., 
it sponsors a movie every Saturday 
afternoon on television. 

The auto dealer also uses radio, 
newspapers and direct mail. Its 
radio advertising includes com- 
mercials on the Daddio Daly disc 
jockey show over WAIT every 
morning. 

Mrs. Marjorie Lovinger, account 
executive for Cole-Finder, gets a 
lot of credit from the agency head 
for dreaming up the promotions 
which have marked Cole-Finder’s 
success. 


Hazel-Atlas Expands Ads 

Hazel-Atlas Glass Co., Wheel- 
ing, W. Va., has launched an ex- 
panded campaign to promote its 
Atlas fruit jars throughout the 
1953 canning season. The company 
will use newspapers in 26 states, 
plus 17 farm and six trade publi- 
cations, with 200-line ads in the 
newspapers and the farm publi- 
cations. Full pages and half pages, 
some in color, will appear in trade 
publications. H. B. LeQuaite Inc., 
New York, is the agency. 


Savage Heads Addison Lewis 

Erle B. Savage Jr., executive 
v.p. of Addison Lewis Co., Minne- 
apolis agency, has been elected 
president. Mr. Savage succeeds 
Addison Lewis, agency founder, 


board. Preston K. Covey, research 
jand media director, has been 
/named v.p., and all other officers 
have been re-elected. 


} 


AFA Adds Five Members 

Five companies have been 
\elected to sustaining membership 
in the Advertising Federation of 
‘America, New York. They are 
'the Duluth Herald & News-Trib- 
une; Haire Publishing Co., New 
| York; WSPB Inc., Sarasota, Fla.; 
Ohio Valley Advertising Corp., 


in the past, and she noted that | Wheeling, W. Va., and Statesman 


(Continued on Page 109) 


Newspapers, Boise. 


Hort Sprinocs, Va., March 19—The 
possibilities of setting up an ad- 
vertising budget by a “profitability 
approach” were carefully ex- 
plained to the Assn. of National 
Advertisers spring meeting here 
today by Joel Dean, head of Joel 
Dean Associates. 

In Mr. Dean’s approach, budget- 
setting begins with the simple 
thesis: “Advertising expenditures 
are justified to the extent that 


ANA Meeting 


they cause increases in sales which 
add enough to corporate profits 
to warrant the outlay.” It entails 
two measurements: (1) The ef- 
fect of advertising on sales, and 
(2) the effect of sales on corporate 
profits. 

He pointed out that in classic 
charts as advertising expenditures 
increase, the amount of sales in- 
crease attributable to advertising 
becomes progressively smaller, 
presumably because initial adver- 
tising attracts the most susceptible 
customers. Subsequent advertis- 
ing must be more intense to at- 
tract less susceptible customers. 


® Accordingly, added advertising 
outlays to sell smaller numbers of 
units become increasingly expen- 
sive on a unit basis, since price 
and incremental production cost 
remain the same. Contrasting 
curves can be plotted for the re- 
lationship of advertising expen- 
ditures and sales and the relation- 
ship of sales and profit; beyond the 
point where the lines intersect (in 
Mr. Dean’s example) there is an 
absolute reduction in profits. The 
(Continued on Page 83) 


Heinz Plans Special 
Page-Plus-a-Column 
Magazine Campaign 


PITrsBURGH, March 18—H. J. 
Heinz Co. will launch a series of 
page-and-a-column ads pushing 
its baby food line in baby and 
child care magazines May 1. 

Franklin Bell, director of adver- 
tising and public relations of the 
food packer, said the full page 
will highlight quality of Heinz 
baby foods and a single column 
on the adjoining page will “do 
some good, hard selling” on an in- 
dividual food variety. 

“Stylized photographs of babies 
will tie the two ad elements into 
a unified advertising appeal,” said 
Mr. Bell. 


s The opening ad will feature the 
company’s strained orange juice 
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in the single column, plus the free 
offer of a nutritional guide titled 
“Strained Foods for Baby’s Care.” 
Also offered in the opening ad 
will be a “spill-proof” tumbler, 
designed to help mothers teach in- 
'fants to drink from a cup, for 25¢ 
and six Heinz baby food or cereal 
labels. 
| Maxon Inc., Detroit, is the Heinz 
‘agency. 
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ANA Arranges for National Advertisers 
to Get Newspapers’ Local Rate Cards 


(Continued from Page 1) ‘sales promotion manager, appli- 
pleasure at the move. ‘ance and merchandise department, 
A book on point of purchase General Electric Co. 
advertising will be published next) 
year by the Assn. of National Ad- s The ANA also adopted a state- 
vertisers acting with the Point of ment recommending that radio and 
Purchase Advertising Institute. TV stations accept commercials of 
separate manufacturers under joint 
s Murray Koff, assistant to the sponsorship in behalf of related 
v.p., Seagram-Distillers Corp., is Products. Edwin W. Ebel, General 
chairman of the ANA’s display Foods’ ad director and chairman 
manual subcommittee, and Mr. Of ANA’s radio and TV steering 
Koff said the manual will cover Committee, said a number of sta- 
planning and executing display tions now refuse joint advertising 
campaigns, along with administra- °f, Say, @ pie crust mix and a pie 
tive, creative, mechanical and_ filling ingredient. 
legal phases of the medium. “This type of advertising,” he 
The chairman of the ANA dis- Said in a prepared statement, “is 
play steering committee is Carl J. 29 important current trend of mer- 
Smith, assistant manager of sales Chandising, and refusals on the part 
promotion-advertising department, °f some stations are against the 
Shell Oil Co. With him and Mr. best interests of consumers, deal- 
Koff on the committee are David €rs and station owners, as well as 
Bland, advertising director, G.| Sponsors. We have every reason to 
Krueger Brewing Co.; W. Parlin hope that stations will see the rea- 
Lillard, sales promotion manager, 50M and equity in this statement. . .” 
General Foods Corp. (newly 
named to head the Perkins Prod- # ANA also issued a statement at- 
ucts Co. division as president); H.| tacking the purchase of space in 
R. Meeker, advertising production programs, yearbooks and other ir- 
manager, Colgate-Palmolive-Peet | regular publications as “highly un- 
Co.; George Phillips, advertising economical for advertising pur- 
manager, Cluett, Peabody & Co., poses and an inefficient way of 
and A. L. Scaife, advertising and.making contributions.” 


George Oliva, National Biscuit 
Co. director of advertising and 
chairman of the ANA magazine 
steering committee, pointed out 
that the association doesn’t oppose 
solicitations as such, but thinks 
such contributions should not come 
from advertising dollars. 

The statement noted in part the 
following defects in these publica- 
tions: (1) Their use “tends merely 
to duplicate in a minor and hap- 
hazard way the planned cover- 
age. ..through regular media”; (2) 
there are many of them, and the 
use of some means requests from 
others; (3) while space rates seem 
low, considered in terms of circu- 
lation and readership they are “ex- 
tremely costly” compared with es- 
tablished media; (4) special prep- 
aration costs often increase the 
outlay, thus making the “contribu- 
tion” more expensive to the adver- 
tiser, and less rewarding to the 
sponsor. 


s ANA will publish another analy- 
sis of magazine rate and circula- 
tion trends this summer, covering 
consumer and farm publications 
with circulations of 200,000 net 
paid or more in 1951, and 1951 ad- 
vertising revenue of $1,000,000 and 
more. ANA published its last report 
on the subject in 1949, and the 
1953 report will cover about 59 
magazines. 


Advertising Age, March 23, 1953 


At long last, it appears that newspapers are going to let national 
advertisers see local rate cards. That’s some of the hot news from the 


Assn. of National Advertisers 


A few agencies can bid on the National Guard account 


Which <d Weiss d’ya read? Well, here’s a chance to read what both 


are talking about down in Atlanta 


Carter Advertising in Kansas City catalogs its agency services, in 56 


pages of sensible business promotion copy 


Things are certainly looking up for media reps. All of a sudden, two 
Ohio agencies set up Reps Clubs in their offices, with plenty of serv- 


ices and comforts 


TIT erTTTrerrrre Pages 26 and 100 


There seems to be plenty of new merchandising ideas these days. AA 


rounds up a half-dozen of the latest on 


Maybe Gamble-Skogmo has found just what the retailer has been look- 


ing for to pep up sales—an “egg riot” sale 


Four years of pretesting printed advertising have shown Richard Crisp 


of Tatham-Laird that consumers read ads with a 
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READ WER LIFE STORY! 


accounts. 


tising office nearest you. 


XK WORKBASKET SUBSCRIBER 
QUESTIONNAIRE SURVEY REPORT 


Meet Mrs. W. B.* and find out why we think THE WORK- 
BASKET Magazine is the best advertising buy in the Women’s 
Field for foods, home appliances, soaps, cleaning supplies, furni- 
ture, rugs, sewing machines, needlework and a host of other 


Read her life story! Find out who she is, where she lives, what 
she buys, how she buys, etc. It will pay you to meet Mrs. W. B.* 
Get your FREE copy of the NEW WORKBASKET SURVEY — 
39 pages of interesting facts and figures! Call or write the adver- 


*Mrs. W. B. is Mrs. Workbasket Subscriber. 


LINEAGE GROWTH 


_ CIRCULATION GROWTH 


NOW 1,500,000 


1953 


FIRST 


3 { JANUARY 
FEBRUARY 
MARCH 

MONTHS 


advertising offices: 
NEW YORK — 489 Fifth Avenue, Phone: Murrayhill 2-2492 


FIRST 
3 MONTHS 


1951 fl 
ADVERTISEMENTS 


CHICAGO — 360 N. Michigan Avenue, Phone: Andover 3-6929 
DETROIT — 1005 Park Avenue Bidg., Phone: Woodward 2-7298 


PASADENA — 234 E. Colorado Street, Phone: Ryan 1-9155 


2401 Burli 
FLORIDA — P. O. Box 1280, DE LAND, Florida 


This publication is under a spe- 
cial sub-committee composed of 


Frank Pamentel, Schenley Indus-. 


tries; R. L. Condit, Procter & Gam- 
ble Co.; M. F. Healy Jr., Personal 


Products Corp., and Alan Wolcott, | 


General Electric Co. 


Fifth Edition of National 
Ad Investments Book Issued 
Figures quoted in last week’s 
issue of AA on “1951 Ad Expendi- 
tures in Four Media” are from the 
5th annual edition of “National 
Advertising Investments,” copy- 
righted by the Publishers Infor- 
mation Bureau. The book, com- 
piled from PIB service material 
and published by Leading Nation- 
al Advertisers Inc., is being re- 


jleased this week. 

“National Advertising Invest- 
ments” shows total expenditures 
| by 2,318 advertisers in magazines, 
|\Sunday newspaper sections, and 
\radio and TV networks. It lists 
all advertisers—by company and 
product—spending $25,000 or more 
last year. 


R&R Gets Angostura Account 


Angostura-Wuppermann Corp., 
New York, has appointed Ruth- 
rauff & Ryan, New York, to direct 
advertising and promotion of An- 
gostura bitters. Present plans are 
to continue Angostura’s cartoon- 
type ads on a more intensive scale 
in newspapers and magazines. 
Robert W. Orr & Associates is the 
previous agency. 


Whaley TAX\POSTERS 


Move with and into the crowds with 


And 


Taxiposters. Your colorful displays are 
where the crowds are . . 
theatres, hotels, train and air terminals. 
There are no stagnant locations—no lulls. 


. the stadium, 


Taxiposters are surprisingly eco- 


nomical. Your advertising message costs 
but a mere penny per poster traveling five 
to seven miles. Write today for rates 


and availabilities. 


The Outdoor Aduertising Easiest lo See 


may 
eae 
Ne een neh 


WM. E. WHALEY COMPANY 


136 So. Fourth Ave. 


Louisville, Ky. 


| 
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PSN D> Oat . ...equally important is the fact that 
—— asia = ae \ ye Herald Tribune readers are people dynamically 
\ \ ; od \ Nw : interested in living better and in the 
\ C ~ ¢ Ny ’ things that mean better living! When you put both 
e (pee =. * .. > ii means and buying motive together ...you have 
| ys 4 ) an audience of best customers... for goods at all 


61st of a series 


New York Herald Tribune women 
readers spend more than $230,000,000 
@ yeer for clothing and accessories! 


s " 
we Cle, 


Boone, ! ‘“ 
“tO tey /, 
' 


~S 


Herald Tribune Customers 
have the WANTS 
and the MEANS... 


> 


Exceptional ability to buy is only one 
of the factors that make the Herald 
Tribune Quality Market a must on any schedule 


\ 

P> 

o 
p) 


price levels... who buy five billion dollars BIG —the 
Herald Tribune Quality Market! Find 


out —today —all the details on how 


this market can boost your profits! 


Herald Tribune families buy 
90,000,000 bottles of beer and ale 
a year for home consumption. 


2 Moda 
J go lber gull Tike 


Herald Tribune families’ 
homes and apartments hove 
2,900,000 rooms. 
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Dempsey to ‘House Beautiful’ 

Tom Dempsey, formerly New 
England and New York state 
sales representative of Minnesota 
Mining & Mfg. Co., has joined the 
New York sales staff of House 
Beautiful. 


Petry Appoints Geddes 
John Geddes has left CBS Radio 
spot sales to join the TV staff of 
ward Petry & Co., New York, 
radio-TV station representative. 


IT’S IN THE BAG 


when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictoriai 
mogs. and newspopers reach 
top circulotions because of 
them. SINGLE PRINTS or 
money-saving sub. eovail- 
able. Write for FREE Proof- 
book No. 11. 


EVYE*CATCHERS, Inc. 


207 E. 37th St., N. Y. City 16) 


New York's Independent Druggists Back New 
Promotion to Meet Chain Store Competition 


(Continued from Page 2) 
stamp their bills with messages 
plugging the program and to in- 
struct their representatives to 
make personal checks on active 
support at the store level. 

With the retailers and whole- 
salers alerted for action, the coun- 
cil—through Drug Store Advertis- 
ing Associates—moved in to make 
a pitch to the key man—the man- 
ufacturer. He was invited to par- 
ticipate, by paying a share of the 
cost (with other manufacturers), 
as a co-sponsor in the advertising 
campaign. Radio, TV and newspa- 
pers are to be used. They pay me- 
dia cost plus a merchandising fee. 


The radio phase of the drive 


_has already started on WOR, New 


York, with three sponsors—Col- 
gate-Palmolive-Peet Co., Bostwick 


| Laboratories and Carbona Prod- 
ucts Co. Each product gets a one- 
‘minute announcement on “Tello- 
| Test,” a telephone quiz, which is 


aired Monday through Friday at 
3:45 p.m., EST. The advertiser 
pays $125 a spot—$25 extra for 
the merchandising service—but a 
minimum purchase of two spots is 
required. 


s The product commercials are 
interspersed with institutional 


messages advising listeners to 


“buy in your neighborhood drug 
store.” At other times throughout 
the day the station is airing gratis 
commercials designed to promote 
the work and community service 
of the neighborhood druggist. 
Colgate came into the promo- 
tion, Mr. Jeffries said, with co- 


operative funds. He explained that | | 
this company, from which the av-| 
erage New York druggist buys di- | 


rectly, extends 3% of the total 
purchase price of certain merchan- 
dise to retailers for advertising 
purposes. 

“We, as the agency for the coun- 
cil, were able to use these funds 
for our cooperative program after 
the drug stores signed post cards 
assigning this budget to us,” Mr. 
Jeffries said. 

In a week or so a full page ad 


It’s Wizard 


Copyright 1945, The New Yorker Magazine, Inc. 


° e a . . ” 
“Well, sir, he was the most astonished magician you ever saw in your life. 


Many retailers tell 


us that the results they 


get from their New Yorker advertising are 


nothing short of magic. One reports a sale of 


$30,000 worth of merchandise from one ad- 


vertisement—another $12,500 and still an- 


other $7,200. 


Small wonder that in 1952 The New Yorker 


carried more retail advertising than any 


other magazine by a wide margin. 


There’s one reason for 


this overwhelming 


choice. The New Yorker makes the cash reg- 


isters ring. It sells quality in quantity to the 


top customers of America’s top stores. 


THE 


NEW YORKER 


No. 25 WEST 43xp STREET 
NEW YORK 36, N. Y. 


SELLS THE PEOPLE OTHER PEOPLE 


FOLLOW 


FOR HONEY GRAHAMS—National Biscuit 

Co. salesmen will be putting up displays 

like this in retail stores during April, when 

Nabisco will give its sugar honey graham 

crackers “the biggest campaign any gra- 

ham cracker has ever received,” the com- 
pany says. 


bearing the signature of the Phar- 
maceutical Council of Greater New 
York is expected to appear in the 
Journal-American. Specific prod- 
ucts have not been selected for 
this as yet. 

The drug store group currently 
is shopping for a local TV pro- 
gram—a movie, with live commer- 
cials and introductions by a per- 
manent host. Rybutal, Johnson & 
Johnson, Serutan and Pepsodent 
are among the brand names con- 
sidering participation in this 90- 
minute weekly program, Mr. Jef- 
fries reported. He emphasized that 
the manufacturers’ agencies get 
their usual commission on this 
combined store and product pro- 
motion. 


Terry to Minneapolis-Moline 


Robert Terry, formerly member 
of the farm machinery division of 
the National Production Authority, 
Washington, has joined Minneapo- 
lis-Moline Co., Minneapolis, as 
market research director. 


Wars Joins McCann-Erickson 


Emory Wars, formerly creative 
group head with Morse Interna- 
tional, has joined the New York 
office of McCann-Erickson as a 
copywriter. 


Vogel to Stewart Dougall 


Raphael Vogel, formerly with 
Ford, Bacon & Davis, New York 
engineer, has joined the research 
staff of Stewart Dougall & Associ- 
ates, New York sales consultant. 


WNOV-TV, Raleigh, to Bow 


WNOV-TV, Raleigh, N. C., has 
set April 15 as the tentative date 
for the station’s first test patterns. 
Channel 28 will be used by the 
new u.h.f. station. 


Lists 2,272 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 
—lists them alpha- 
betically and in 99 
market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $10.00. Seut on approval. 
BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


BACON’S 
PUBLICITY 


CHECKER 
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Young people are like adults...except in one important 

respect. Like adults, they want to be strong and 

healthy, smart and popular (add other successful 
advertising appeals) . . . but they’re much more receptive, more easily 
told and sold. Equipped as they are, with both the wants and the where- 
withal, they constitute a mighty market today . . . and promise to be 
continuing customers tomorrow. Incidently, their hold on their parents’ 
heart-strings gives youngsters a mighty grip on the family purse- 
strings, too! 


There's probably a proper place for your product in their favorite 
reading material . . . the comics books! 
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Robert Burns Cigars to Y&R 
Young & Rubicam, New York, 

in addition to handling White 

Owl advertising, has been ap- 


pointed by General Cigar Co., New | 


York, to direct advertising for Rob- 
ert Burns cigars and cigarillos. 
Previously, Donahue & Coe, New 
York, had the account. 


Nesco Inc. Appoints Bogan 

Nesco Inc. has appointed John 
E. Bogan sales manager of its 
electrical appliance division. Mr. 
Bogan, formerly merchandising 
|manager of Hotpoint Inc., Chica- 
go, will make his headquarters at 
Nesco’s executive offices in Mil- 
waukee. 
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integrated that 
considers them as 


The QUAD.CITIES are so closely 


the U.S. Census « 
ONE metropolitan i 
a 


area of nearly 1/4 million people. 


WHBF :: 


TELCO BUILDING, ROCK ISLAND, ILIINOIS 


: Represented by Avery-Knodel, Inc. 
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General Mills Denies 
Decision to Change 
Cake Mixes Agency 


MINNEAPOLIS, March 20—Gen- 
eral Mills today denied a wide- 
spread rumor that it is withdraw- 
ing its cake mix account from 
Dancer-Fitzgerald-Sample. 

“We have made no decision,” 
declared S. C. Gale, General Mills 
v.p. and director of advertising 
and public service. 

“General Mills will be 25 years 


old next June,” he said. “In con-! 


sequence of that fact, we are mak- 
ing a very thorough audit of the 
company—including its advertis- 
ing.” 
| There has been talk that D-F-S 
\is losing the account, which re- 
|portedly totals $3,500,000 in bill- 
|ings, and that three other agencies 
|have been trying to land it. 

= Mr. Gale confirmed that James 
Webb Young has been retained as 


an .ndependent consultant to re- 
view the advertising program as 
part of the “general overhaul’ of 
General Mills operations now in 
progress (AA, Jan. 12). The re- 
view “may or may not” bring a de- 
cision affecting the cake mix ac- 
counts, Mr. Gale said. 

Perhaps significantly, Cliff Sam- 


uelson, advertising manager for) 


the big milling company, last De- 
cember told an American Market- 
ing Assn. audience in Chicago that 
the company had made a mistake 
in spending much money to tell 
housewives that its cake mixes of- 
fered a quick, easy way to make 
a cake—then suddenly realized 
that the basic name of the prod- 
uct, “cake mix,” already had made 
that clear to the women. 


McKinnon to Lipman, Wolfe 


Colan McKinnon, formerly ad- 
vertising manager of Hoffman 
Sales Corp., division of Hoffman 
Radio Corp., Los Angeles, has 
been appointed advertising mana- 
= Lipman, Wolfe & Co., Port- 
and. 
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STRIKING POWER 
at GOO miles an hour 


Here you see reassuring defense on the line—a gleaming row of Boeing B-47 Stratojets, 
the world’s fastest known bombers. 


They’re built to meet the stresses of over-ten-miles-a-minute speeds, with engineer- 
ing tolerances of one-and-two-thousandths of an inch. But B-47’s are rolling off 


production lines at Boeing Airplane Company on schedule. 


Since 1942, advertising has been keeping Americans informed on each of 
Boeing’s great strides in the sky—for peaceful transport and for the 
thunder of defense. 


N.W. AYER & SON, INC. Philadelphia + New York 


Chicago + Detroit « 


San Francisco + Hollywood + Boston + Honolulu 


Advertising Age, March 23, 1953 


Consumers Planning 
More Purchases in 
1953, FRB Reports 


(Continued from Page 1) 
1952 in contrast to 4% during the 
previous year and a rise of about 
8% in 1950. 

“An additional factor in buying 
intentions this year is the more 
lenient credit terms available com- 
pared with a year or two ago. Also, 
more consumer intentions to buy 
durable goods early in 1953 than 
in early 1951 or 1952 are a re- 
flection of higher current levels of 
income and employment.” 


® The report said increases in in- 
come in 1952 were widely distrib- 
uted with prices relatively stable. 
The proportion of consumers who 
feel their financial situations have 
improved is somewhat larger than 
it was in any previous postwar sur- 
vey. Liquid asset holdings as re- 
ported in early 1953 are widely 
distributed among all income 
classes, as was the case in all pre- 
vious surveys. 

The survey showed that 25% of 
all consumers had incomes in ex- 
cess of $5,000 in 1952. This com- 
pares with 22% in 1951, 19% in 
1950, and 16% in 1949. The per- 
centage in the $3,000 to $5,000 
bracket was steady at 32% for 
the three most recent years, while 
the “under $3,000” group dropped 
to 43% from 46% in 1951, 49% 
in 1950, and 55% in 1949. 


# Asked to compare 1952 earnings 
with 1951, 48% said their earn- 
ings increased, 32% reported no 
change, 16% are making less, and 
4% don’t know. On future expecta- 
tions, 36% hope to increase their 
earnings in 1953, 32% see no 
change and 9% expect to be mak- 
ing less a year from now. 

The most dramatic table re- 
sulted from the question on ex- 
pected price movements. 

Only 16% expect higher prices, 
compared with 53% a year ago, 
and 77% two years ago, when 
the Korean buying spree was at its 
height. On the other hand, 31% 
look for price reductions, compared 
with only 7% last year and 3% 
two years ago. 


® Queried on their own financial 
position, 38% consider themselves 
better off than a year ago, 32% 
feel no change, 27% think they 
are worse off, and 3% don’t know. 

Comparable figures for the same 
question in 1952 were 33%, 29% 
and 35%; in 1951 they were 32%, 
29% and 37%. 

As to the wisdom of buying at 
this time, 33% said it is a good 
time to buy; 28% voiced pros and 
cons on the subject, and 39% still 
feel it is a bad time to buy. 

Last year the answers on this 
question were 22% “good,” 26% 
“maybe,” and 52% “bad.” Two 
years ago the breakdown was 33% 
“good,” 18% “maybe,” and 49% 
“bad.” 


FOR HIRE! 
THE TOP SALESMAN 
IN THE DAKOTAS 


No other salesman can motch 
our twice-a-month call fis? of over 
100,000 live farm spenders! 


‘DAKOTA 


FARMER 
Dakotas Own Magazine 


‘ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertising Manager 
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TAN 


gw Learn how these and other recent Carter and 
Galantin developments can help you present and 
demonstrate your product with a fresh, dramatic 
impact. Learn how we can build these ideas into 
a complete and forceful promotion for you. 


Write or phone for details. 105 W. Monroe Street, Chicago 
See them at our Booth 21 and 22—POPAI Symposium 


P.S. Be the fi 
rst in your field to profit by the mass use of talking display 
s. 
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NBC Promotes Dresser 

Charles Dresser, account ex- 
ecutive wit 
in New York, has been promoted 


to central division TV sales mana- | 
ger for NBC spat sales with offices | 


in Chicago. 


Associated Names Dickhaus 

John Robert Dickhaus has been 
named art director and manager 
of the art department for Asso- 
ciated Advertising Agency, Cin- 
cinnati. 


fas tubs off deon. 
FOR THE GRAPHIC ARTS A MUST 
Mine A size for every purpose. Sold 
by Stotionery, Artist Supply on’ 
Photogrophic Deciers every- 

where 
UNION RUBBER & ASBESTOS CO. 
TRENTOW, wd 


NBC-TV spot sales 


Nines tes 


fa 4 


SLIDING GLASS DOORS 
AND WINDOWS 


s 


to work in this demonstrator model. Made of steel with full-size builders’ bronze 
hardware, the model's sliding panels feature selling points of the product. With a 
handle added it can be used as a portable demonstrator for sales trips. 


| 
} 
SLIDE DEMONSTRATOR—Slide-View Steel Door Co., Los Angeles, puts its product 


Forbes Named Ad, Sales V. P. 


William A. Forbes has been ap- 
pointed v.p. in charge of advertis- 
|ing and sales of Atlantic Coast 
‘Fisheries Co., Boston. 


Lenel Perfumes to Waters 


Lenel Perfumes, New York and 
Dallas, has appointed Norman D. 
Waters & Associates, New York, 
to handle its advertising. 


Advertising Age, March 23, 1953 


Good Business Planning Needs More Than 
Market Research, Politz Tells Marketers 


Cuicaco, March 18—Market re- 
search, like the slide rule, will 
never replace creative planning, 
but it shouldn’t be neglected by 
the modern business executive, a 
research expert declared here last 
night. 

Alfred Politz, head of the New 
York research firm bearing his 
name, told the Chicago chapter of 
American Marketing Assn.: “If one 
applies the results of self-criticism 
and abandons the dogmatism that 
very often goes with the concept 
of the business genius, one might 
look for research as a sort of a 
‘synthetic genius’ to be made avail- 
able at will...” 

Answering the perennial com- 
plaint of research critics, Mr. Po- 
litz said: “I think that Wrigley or 
Henry Ford would not have in- 
creasea their success by employing 
consumer research. This may 
sound as if there were no justifi- 
cation left for recommending con- 


know 


Two great surveys mean we can tell you puh-lenty! WITHIN SIXTY DAYS we will have 
yeady the First Annual Consumer Analysis of the Cincinnati Market, a great deal of which 

will also appear in the Consolidated Consumer Analysis for sixteen markets. The Consumer 
Analysis shows Greater Cincinnatians’ brand purchases. 


NOW READY is the Sixteenth Annual Payroll Poll, a detailed study, based on actual reports 
from manufacturers, of per-worker wages and salaries, total employment, total payrolls, and 
day-to-day payroils, both for the current and preceding year. 


We will be delighted to accept reservations now for the Consumer Analysis. Please write to the 
Times-Star office nearest you. And if you have not been receiving the Annual Payroll Poll and 
the Monthly Supplements, a note to our nearest office will speed them to you. 


in cincinnati...it’'s the TIMES-STAR a 


LeapeasaiP 


WEW YORK 17: 60 E. 42nd St.; CHICAGO 1; 228 N. LoSalle St.; WEST COAST: John E. Lutz Co., 435 N. Michigan Ave., Chicago 11 


sumer research. Such a conclusion 
is illogical and incorrect.” 


s He pointed out that a “business 
genius” such as Wrigley or Ford 
with “a gift for sensing the con- 
sumer’s susceptibility to his propo- 
sitions” is likely to have moments 
of uncertainty over whether his 
decisions are correct. Research, he 
said, can help eliminate these 
doubts by testing the data leading 
to the decision. 

Even the genius must base his 
decision on his observations of the 
situation facing him, said Mr. Po- 
litz. 


“The observations of a single 
man cannot go any farther than 
his sensory or literary contacts,” 
he asserted. “Consumer research 
widens the observable area by em- 
ploying more legs, more eyes and 
more tongues and in the aggregate 
more brains than the genius has 
availible. It applies tests under 
specific conditions, the outcome of 
which can be observed, while the 
genius, at best, can only guess.” 


= Comparing a research program 
with an insurance policy, he said 
application of good consumer re- 
search can do only one of two 
things—either permit a business 
man to use his intuition “on a 
higher knowledge level,” or con- 
firm that his judgment is correct. 
In the latter instance, he said, re- 
search is paid for as a risk remov- 
er in the sense that an insurance 
policy is paid for in a situation 
where an accident did not take 
place. 


However, Mr. Politz stressed that 
research must clear its own rela- 
tionship to creativeness: Before re- 
search, there must be a creation 
to analyze. 

“Only after imagination provides 
us with a variety of ideas, can we 
subject these ideas to a critical in- 
vestigation,” he said. “An over- 
estimation of scientific thinking 
and analysis can turn science into 
the most disastrous killer of pro- 
ductive imagination. 


ws “The slide rule technician, who 
memorizes formulas and draws 
conclusions based upon formal 
statistical training as if it was a 
substitute for intelligence and 
thought, often finds himself with 
ludicrous conclusions. . . 

“Without a knowledge of adver- 
tising, its purposes and problems, 
no useful advertising research can 
be undertaken,’ Mr. Politz de- 
clared. “The problem of motivation 
research is not to find motives on 
the part of the consumers, but to 
find those motives which are con- 
trollable and likely to influence a 
purchase. 

“Market research must apply 
scientific methods to meaningful 
problems as posed by advertisers 
and business men, who primarily 
want to sell their products or serv- 
ices. It can use statistical and psy- 
chological techniques, but it can- 
not and must not be constricted 
and confined by them. It must be 
scientifically correct and creative 
and practical.” 


Foley to Olmsted & Foley 


Foley Mfg. Co., Minneapolis, has 
appointed Olmsted & Foley, Min- 
neapolis, to handle advertising and 
promotion for its full line of kitch- 
en utensils. Previously, Batten, 
Barton, Durstine & Osborn, Minne- 
apolis, handled the kitchen utensils 
account. 


Eddy to Cole & Weber 


Robert E. Eddy has joined Cole 
& Weber (formerly Mac Wilkins, 
Cole & Weber) as executive art 
director of the agency’s Seattle of- 
fice. A veteran of 20 years in 
commercial art, Mr. Eddy operated 
his own agency in Southern Cali- 
fornia. 
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How 


these figures 


compare with the 
Richmond 1952 Totals 


Norfolk-Portsmouth 
Total Newspaper Advertising 
Lineage 


77,905,967 


(Media Records) 
Total Richmond Newspaper 
Advertising Lineage—68,302,110 


(Media Records) 
& 


Norfolk-Portsmouth General 
Newspaper Advertising Lineage 


7,844,813" 


Richmond General Newspaper 
Advertising Lineage, 7,421,126* 
*These figures include only the general display adver- 
tising lineage plus gasoline and oils, new cars, 


trucks and tractors as shown in Media Records. 
* 


Total Population— 
Norfolk So. Norfolk Portsmouth 
233,079 22,500 87,521 


343,040 


Norfolk Chamber of Commerce estimate, December, 1952 


Total Population Richmond, 237,330 


Richmond Chamber of Commerce estimate, Feb., 1953 


Norfolk City Zone 


385,111 


ABC Report 12 Months En a: December 31, 1952 


Richmond City Zone, 257,995 
ABC Report 12 Months ending September 30, 1952 
> 


Total-Norfolk City and 
Retail Trading Zone 


970,821 


ABC Report 12 Months ending December 31, 1952 
Total Richmond City and Retail 


Trading Zone, 426,128 
ABC Report 12 Months ending September 30, 1952 


DEPARTMENT STORE SALES 


Jan. 1953 Year Ending 
Jan. 31, 1953 
Norfolk - Ports. + 13.8 p + 12.3 p 
Richmond — 1.0 + 45 


p. preliminary (Federal Reserve figures) a 
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This Will Help Advertising 


We haven’t done much talking in this column about the promo- 
tion which advertising agencies do for themselves, and most of the 
talking we have done has been critical—critical of the quantity and 
the quality of advertising agency self-promotion. 

This week we’ve discovered some agency promotion that we believe 
deserves a spot of praise, and we're glad to pass it out to Carter Ad- 
vertising Agency for a brochure called “Creative Advertising Creates 
Sales.” 

Carter Advertising Agency employs about 25 people, is located 
in Kansas City, and is a member of National Advertising Agency Net- 
work. It developed the brochure of which we speak to serve as the 
“first knock on the door” in the solicitation of new business. 


What intrigues us about the Carter booklet is the fact that it comes 
closer to being a “complete catalog” of Carter products and service 


than any agency promotional material we happen to have run across 
recently. In the first place, it is a 56-page brochure, produced by off- 
set and plastic bound. In the second place, while its tone is by no 
means unduly modest, still its general impression is of a complete 
exposition of facilities and talents, rather than a “hard sell.” 

The booklet, naturally, is aimed at the kind of relatively small and 
inexperienced advertiser who doesn’t know all there is to know about 
advertising and advertising agencies. After a couple of introductory 
pages, it gets right into a detailed and down to earth discussion of 
“what you can expect as a Carter Agency client”; then it moves into 
specialized activities of the agency, a detailed pictorial presentation 
of the physical facilities and the personnel, a record of the agency’s 
growth, list of clients, etc. It ends up with five case histories indicating 
what it has done for clients and some discussion of media commis- 
sions, fees and billing procedures which a good many small advertisers 
will find quite interesting. 

What we especially like about the booklet is that, whether it sells 
Carter service or not, it will be good for advertising. It makes the 
agency sound like a business organization, and advertising like a 
sensible and reasonable business. 


Watch That Humor, Bub! 


Publication last week of a story about how Regal Amber Brew- 
ing Co., San Francisco, is kidding beer advertising talk in its own 
advertising, serves as a reminder: Maybe it is time to issue our an- 
nual warning to advertisers who may be thinking of sailing off into 
the wide blue yonder of humor in their advertising. 

This is no criticism of Regal Amber. Its current campaign sounds 
like more fun than a barrel of monkeys, and we wouldn’t be sur- 
prised if it moves a lot of beer. And we're positive that it is the kind 
of thing that gets unusual enthusiasm from every one connected with 
the product. 

Neither is this a criticism of the use of humor in advertising. It is 
simply a warning that humor is harder to do well than straight sell- 
ing copy; it is harder to sustain; and it may very well backfire, or mis- 
fire. 

The company which uses humor or whimsy or satire and does it 
well gains added attention, added good will, and, frequently, added 
sales. But the road is a dangerous and rocky one, strewn with the 
bones of would-be humorists who would have been a lot better off if 
they had played it safe and followed a much more conventional route 
to the prospect’s pocketbook. 

It may not seem so exciting, or get such admiring glances from the 
girls in the office or the boys around the luncheon table, but there is 
still a lot of good hard selling appeal in straight, earnest, believable 
advertising that gets a product benefit story over without any beating 

around the bush or competition with the professional gag writers. 


| 
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‘sume an 
role in our economy over the next 
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Rough Proofs 


| 


| 

| “Back in the days when we had 
| to crank our cars to start them,” 
'says Holiday, “neither the auto nor 


| America was geared for pleasur- 


—The Keglined Merchandiser, issued by American Can Co. 
“Good heavens, Joe, look! Cans of beer and ale.” 


What They're Saying 


1953 Sales Myths 

Nearly everyone primarily con-| 
cerned with sales seems to believe | 
that 1953 will have to be a year of | 
real selling effort. With that in 
mind, we think it is both appro-. 
priate and timely to expose two. 
or three of the more popular sales | 
myths. | 

Take the one about weddings as 
an example. Most people would 
guess that perhaps a quarter of our 
population “merges” in the bridal 
month of June. Actually, accord- 
ing to marriage statistics of the 
U. S. Bureau of Census, less than 
12% walk to the altar during that 
month. Next come May, August 
and September with 10% each, fol- 
lowed closely by other months to 
hit a rock-bottom of 5.6% in Feb- 
ruary. 

This means, of course, that sell- 
ing innumerable things to the 
“marriage market” is a year ’round 
job with two main promotions 
geared to the May-June and Aug- 
ust-September high points in the 
marriage curve. 

Another popular sales myth is 
that about a fifth to a fourth of all 
merchandise is moved at retail 
during December. The Department 
of Commerce, Federal Reserve 
Board says the figure is around 
11%. Only jewelry, it seems, ex- 
ceeds 20%. 

Perhaps the most persistent of 
all such myths is that selling is a 
waste of time during July and 
August when “everybody is on 
vacation.” If you’re a betting man 
you would safely wager that less 
than one-twentieth of our popula- 
tion is away from their homes 
during any month of the year. 


-~The York Trade Compositor, pub- 
lished by York Composition Co., 
York, Pa. 


Job Ahead for Marketing 
Marketing will be forced to as- 
increasingly important 


not have now the huge backlog 
of deferred demands that helped 
us over the transition period after 
World War II. We must create new 
demands. 


—Arno Johnson, v.p. in charge of re- 
search, J. Walter Thompson Co., 
speaking at a forum sponsored by 
Eastern Industrial Advertisers’ in 
Philadelphia. 


“Wicked Goslin’ 

What sort of thing is it that 
boys and girls should not be per- 
mitted to learn in the schools? 

Well, the California senate 
named a committee to investigate 
the dismissal of Dr. Willard Gos- 
lin as superintendent of schools at 
Pasadena. The committee found 
that one of the principal charges 
against Goslin was true: He per- 
mitted the use of a text book 
called, “American Democracy To- 
day and Tomorrow.” 

“The use of this text in our high 
school classroom today,” the com- 
mittee said, “constitutes a menace 
to the principle of individuai free- 
dom of thought and action.” 

And why? Because, for one 
thing, the book “praises farmer- 
owned cooperative oil wells and 


cooperative insurance companies.” 


—The Cooperative Consumer, Feb. 
27 issue. 


Let FDA Alone 

While it is too early to indicate 
how Congress will react to the pro- 
posal to dismember the Food and 
Drug Administration, by placing its 
food work in one agency and trans- 
ferring its drug regulation and con- 
trol to another, the drug industry 
should make a militant attempt to 
prevent any such drastic action un- 
til and unless the need for it, and 
the benefits to come from it are 
shown beyond doubt or dispute. 

It is common knowledge that 
FDA has, over the years, been 
strikingly successful in the admin- 
istration and enforcement of the 


/years because the maintenance of 
a sound industrial economy will | 
depend primarily on our success 


‘people... Advertising and selling 


in selling a substantially higher 
standard of living to the American 


| are needed as never before to build 
'markets that can absorb our pro- 


duction and provide employment | 
when defense slows down. We do| 


Food, Drug and Cosmetic Act. It 
has been seriously devoted to the 
aims and objectives of the law, and 
has labored intelligently and with- 
out restraint to make it well serve 


| the public interest. 


To tear FDA apart to serve some 
obsession or gratify some hunch, 
'would be shortsighted in the ex- 


| treme. 
—Drug Trade News, March 16 issue. 


able living.” 


That’s too pessimistic. Nobody 


| got as much pleasure out of crank- 
_ing a car as the fellow who ended 
/up with his arm in a sling. 


“Berle now has a higher rating, 
but no_ sponsor,” reports’ the 
world’s greatest advertising jour- 
nal. 

Even millionaire advertisers 
occasionally complain of the high 


| cost of living. 


Arthur Godfrey says his hip 
operation will make a new man of 
him, but his enthusiastic sponsors 
are hoping the surgeons will leave 
him the same old Godfrey. 


“When teacher speaks,” says 
State Teachers’ Magazines, “26,- 
000,000 kids are listening.” 

Though at this time of year they 
have at least one eye and one ear 
turned toward bat meeting ball. 


Nell Owen, the Texas gal who 
was selected by “Our Miss Brooks” 
as the country’s prettiest school 
teacher, oughtn’t to have much 
trouble keeping her class in order 
from now on. 


Acushnet is using an “educa- 
tional” approach to “the 3,500,000 
golfers who plan to take five 
strokes off their scores this sum- 
mer.” 

Most of those who succeed will 
do so by the simple method of 
learning how to sink those five- 
foot putts. 

° 


Who will be the lucky golf 
equipment advertiser first able to 
announce proudly that he helped 
Ike to get his golf score down un- 
der 90? 

* 


“Magnavox seeks the best adver- 
tising manager in America.” 

Go ahead and apply for the job, 
even if you think you’re only the 
second best. 

. 


Judging from some recent news 
stories, pirating advertising art 
seems to be a field offering great 
opportunities for the daring and 
adventurous, especially if they are 
working with limited budgets and 
ditto imaginations. 


. 

Bogus typesetting practices 
okayed by Supreme Court, the 
story says. 


Everything about it is bogus, ex- 
cept the good money paid to the 
typesetters for producing it. 


Anchor Rubber Co. and LaResis- 
ta Corset Co. continue to trade 
legal blows over the “falsie” bra, 
a cunning device which is making 
men even more skeptical of what’s 
poetically referred to as feminine 
chartas. 


An Trish writer in Life, bewail- 


ing his country’s race suicide, ad- 
| vises young men to look at famous 
|paintings of beautiful women. 
|None of them wore “falsies.”’ 

Copy Cus. 
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ADVERTISING PAYS BETTER WITH 
EXTRA POWER FROM THE 
eer 


66 e ° " 
seq)" Dimension in 
“sme DELAWARE VALLEY 


‘asi ill Phil ; sh @ oreo, over | 
Seiten siesrey | = THE GREATER PHILADELPHIA MARKET 
a Today, the first four factors establish Delaware Valley as the market 
ye you must not miss. Here 1% billion dollar industrial expansion brings 
a a prosperity to 1% million families For tomorrow, the essential 
wanvraeTarine : 4 “5th Dimension’’—the Growth Factor— points the way to greater 


DelaWere Valley is World’ on ; 
Delaware Valley advertising results at even less cost. And to sell this 


whole great and growing Valley, new advertisers keep flocking to 


THE PHILADELPHIA INQUIRER month after month. 


4 STABILITY 


Diversified industry” 
means steady employ- 
ment, fewer fluctuations ~~ 
“3 in labor force... always 
i. =. sure market 


Capacity and potential 
for dynamic expansion 


me J 4 Ys f 


; 


R} 
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Che Philadelphia Pngquirer 


Constructively Serving The World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. 
Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: 
FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 + 1127 Wilshire Bivd., Los Angeles, Michigan 0259 
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INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


| Appoints J]. Walter Thompson 


General Air Conditioning Corp., 
‘Los Angeles maker of range, sink 
|and refrigerator combinations, has 
| appointed J. Walter Thompson Co., 
| Los Angeles, to handle its domestic 
and foreign advertising. Anderson- 
McConnell, Hollywood, previously 
had the account. 


Central Yarn Names Schorr 
Central Yarn and Dyeing Co., 
Gastonia, N. C., dyer of cotton and 


synthetic textile yarns, and its af-| 
filiated Pyramid Mills Co., maker | 
of Hy-Gieam, crochet cotton, have 
named Norman A. Schorr & Co., | 
New York, to direct their publicity | 
and public relations. 


Burke Shifts to Boston 

William P. Burke, in the Chi- 
cago office of the New York Times, 
has beer shifted to Boston as ad- 
vertising director. Mr. Burke suc- 
ceeds Edgar Pool, who has re- 
signed. 


New 


KGUL-TV 


off and flying today with 
top CBS Television and local programming .. 
and the highest power 
in Southwest television (235,000 watts) 


wn 


GALVESTON-HOUS 


combined, the 15th-largest metropolitan market 
area in the United States, 
phenomenally rich and fast growing... 
even by Texas standards 


is represented by 


CBS TELEVISION SPOT SALES 


who'd like to tell you more about KGUL-TV 
and nine other top-audience stations (in nine of your top-money 
TV markets, including the four largest) .* 


*CBS Television Spot Sales also represents 
wess-tv, New York, wcau-tv, Philadelphia, wror-tv, Washington, 
warty, Charlotte, wmMsr-Tv, Jacksonville, waBM-TV, Chicago, 
warM-tv, Birmingham, Kst-tv, Salt Lake City, KNxT, Los Angeles, and 
cTPN, the CBS Television Pacific Network. 


Advertising Age, 


GIANT EGG-—Lithographed in full color, 
this 30” high Easter display for Hallmark 
allows placement of actual greeting cards 
on steps and in paw of bunny. Copy canopy 
is supported by two red and white foil- 
covered dowel rods. That’s a gold mesh 
net over the opening in front of the gal 
bunny. Thomas A. Schutz Co., Chicago, 
created this. 


Pharmaco Signs for 


2 ABC Radio Shows; 
Scholl Signs Pettitt 


New York, March 18—Pharma- 
co Inc. has assumed sponsorship of 
two ABC-AM programs _ twice 
weekly. 

The company is presenting the 
Tuesday and Thursday broadcasts 
of the daytime drama, “When a 
Girl Marries,” plus Don Gardiner’s 
10-minute noontime newscast on 
the same day. Time was bought 
through Doherty, Clifford, Steers 
& Shenfield. 

On the Mutual network, Scholl 
Mfg. Co. will sponsor a five-min- 
ute newscast with Ed Pettitt start- 
ing March 29 at 4:55 p.m., EST. 
Donahue & Coe is the agency. 

Meanwhile, CBS Radio has sold 
another Galen Drake stanza. The 
busy story teller will start a new 
program April 19 at 1 p.m., EST, 
for Jackson & Perkins Co. to ad- 
vertise roses and chrysanthemums. 
Maxwell Sackheim & Co. handles 
this account. 

Another Columbia advertiser, 
William Wrigley Jr. Co. has 
dropped “Life with Luigi” in favor 
of “Yours Truly, Johnny Dollar.” 

Other CBS news: Andrew Jer- 
gens Co. (Robert W. Orr & Associ- 
ates) has added 16 additional mar- 
kets to the hookup for Marlene 
Dietrich’s “Time for Love.” In- 
cluded are some big TV markets, 
among them Pittsburgh, Richmond 
and St. Louis. 


2 to Rick Marrus Associates 


Hollis Press Inec., New York 
manufacturer of creative point of 
purchase displays, has appointed 
Rick Marrus Associates, New York, 
to handle trade advertising. Nu- 
Show Displays Inc., New York 
maker of mannequin wigs, has 
named the agency to handle direct 
mail. 


Art Activities to Bumberg 


Art Activities, New York, spon- 
sor of the new Conni Gordon show, 
“You Can Paint Originals,” has 
appointed Jay Gabriel Bumberg 
Advertising, New York, to handle 
advertising in all media. The show 
made its debut recently over 
WPIX, New York. 


Ver Standig Names Stanley 


M. Belmont Ver Standig Inc., 
Washington, has named Howard 
Stanley v.p. in charge of its cre- 
ative department. For the past five 
years he has been general manager 
and sales manager of WEAM, Ar- 
lington, Va., radio station. 


Oiljak Names Kenyon-Baker 


Oiljak Mfg. Co., Montclair, N. J., 
contract manufacturer to industry, 
has appointed Kenyon-Baker Co., 
Newark, to handle advertising. 
Business and trade publications, as 
well as newspapers and direct 
mail, will be used 


Gehnrich Associates Moves 


Gehnrich Associates, New York 
agency, has moved to new quarters 
at 24 State St. 
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Here's Why More Pittsburghers 
Now Shop the POST-CAZETTE 
For AUTOMOTIVE VALUES 


1. MORE AUTOMOTIVE ADVERTISING— The Post-Gazette carried 
more automotive advertising in 1952 than any other Pittsburgh daily 
newspaper .. . 54 per cent more than the Sun-Telegraph and |7 per 


cent more than the Press. 


2 @ MORE NEW CAR ADVERTISING — The Post-Gazette carried more 


new car advertising in 1952 than any other Pittsburgh daily newspaper 


. . - 87,754 lines more than the Sun-Telegraph and 74,266 more lines 
than the Press. 


3. MORE LOCAL AUTOMOTIVE ADVERTISING —The Post-Gazette 
carried more of this linage than both other Pittsburgh dailies com- 


bined in 1952! Included is all automotive display advertising placed 
by Pittsburgh retailers and department stores. 


Yes, Something Is Happening in Pittsburgh 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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WFMY-TV Appoints Miss Diaz 
Lolita Diaz has been appointed 
assistant promotion manager of 


Being too thrifty 


may put you in a poorhouse 


s+ ** ESPECIALLY when you apply your 
thriftness to free, or robot-set ads. 
JAY P. Don’t depend juston luck. Act now! 


WALK advertising typography 
11 £. HUBBARD ST., CHICAGO 11 © MO 4-6134 


WFMY-TV, Greensboro, N. C. She 
formerly was sales promotion as- 
sistant with Norfolk Newspapers 
Inc. and WTAR and WTAR-TYV, 
Norfolk. 


Girardin Heads Radio-TV 

Ray Girardin, formerly program 
director of WEEI, Boston outlet 
for Columbia Broadcasting System, 
has been appointed radio-televi- 
sion director with H. B. Hum- 
phrey, Alley & Richards, Boston 
and New York, effective April 1. 


Aten Rainier 


Using 


3 Home Laundry 3 


‘BENDIX 


av'Omaric 


yas! 


Birmingham News Co. Boosts 
Bradley to V.P., Manager 


Harry B. Bradley, business man- 
ager of the Birmingham News 
since 1945, has been elected gen- 

eral manager of 
' the News and the 
Birmingham 
Post-Herald and 
v.p. of Birming- 
ham News Co., 
operator of the 


newspapers and 
WSGN and 
WSGN-FM. 


He joined the 
News as local ad- 
; vertising mana- 
Harry B. Bradley ger in 1925. In 
1934, he became 
advertising director of the News 
and the former Age-Herald, serv- 
ing in that post until his 1945 ap- 
pointment. 


Rollman & Peck Gets Brewer 

Rollman & Peck, Cincinnati, has 
been named to handle advertising 
for Burkhardt Brewing Co., Akron. 
Burkhardt’s advertising formerly 
was handled by Fuller & Smith & 


THe AD-VER-TIS-ER, Inc., Fort WaYNeE, INDIANA Ross, Cleveland. 


Department Store Sales... 


Advertising Age, March 23, 1953 


Sales Upsurge Anticipates Easter 


WASHINGTON, March 17—De-| 
partment store sales, which have | 
been holding a slight edge over| 
1952 for most of this year, moved | 
up fast in the week ended March | 
7, according to the Federal Re- 
serve Board. 

For the March 7 week the gain 
over a year ago was 8%. Part of 
this was due to the fact that Easter 


comes a week earlier this year|| 


(April 5). But the gain was still 
impressive, especially since it in- 
cluded some durable goods lines. 
Fine weather was also held to be 
a factor. 

The Atlanta, Dallas and San 
Francisco districts held their lead- 
ership in big store sales, closely 
challenged, however, by the Bos- 
ton and Kansas City districts, 
which showed week’s increases of 
13% and: 12%, respectively . 

For the year reported so far (10 


COO 


food baskets. 


10 HOUSEWIVES 
prefer The Press. 


prefer The Press. 


medium in the market. 


[Il bet: 


your mother 


reads The Press 


Everywhere these days buyers 
are checking values for the biggest 
dollar stretch before they fill family 


shop their newspaper first. 7 OUT OF 


more to choose from. 


They know, for instance, that al] grocery store 
advertisers—independents and chain groups alike— 
Realize, too, that new products, 
new brands, new savings come to them first in 
The Press--the foremost pre-selling food 
Yes, their favorite 
newspaper keeps them up-to-the-minute informed 
in this business of buying food. Little wonder 
they meet so often on common shopping ground. 


Invariably they 


here in Cleveland 
It gives them 


More food product advertisers meet in The Press every 
week, They know that it displays more, meets more 
people, means more profits. 


MARKET INFORMATION FOR ADVERTISERS: 


CLEVELAND HOME INVENTORY — a 2% cross-section of food products on hand | 
and buying habits . . . CLEVELAND CONSUMER PANEL — 500 typical Cuyahoga © 
County families in monthly reports... . ee 


GROCERY DISTRIBUTION STUDY — annual commodity check of independents 
and chain stores . . . CUYAHOGA COUNTY LIST OF FOOD OUTLETS .. . 


The leader in this $458,874,000 food market— 


“DEPARTMENT STORE 


"SALES INDEX 


1947-49 equals 100 


Week to Mar. 7, ’53*....p95 
Week to Mar. 8, ’52*....88 
Week to Feb. 28, ’53*....93 
Week to Mar. 1, ’52*....85 
Week to Feb. 21, ’53*....85 
Week to Feb. 23, ’52*....83 


*Not seasonally adjusted. 
pPreliminary. 


weeks), the big stores continued 
their lead over last year at the 3% 
pace first established in January. 

A year-to-date report from 
Michigan shows strong recovery 


from the auto-making depression ° 


of a year ago. Detroit sales climbed 
11% above those of last year, while 
other Michigan cities showed gains 
up to 38%. 


% Change from '52 
Mo. Week 


of Ended 

Federal Reserve Jan. Feb. Mar. 

District, Area and City 28 7 

UNITED STATES ................ 3 9 x 

Boston District ................. 4 9 13 
Metropolitan Areas 

New Haven 12 11 


Lowell-Lawrence .......... 19 a 27 
Cities 

Downtown Boston ......... 3 5 15 

Springfield ................ 2 7 7 

Providence ................ —2 25 1 
New York District .... —_—s — 2 
Metropolitan Areas 

III sbeidtidonnidiaiphshavekenssenes 4 r2 6 

eee 9 22 10 

SIL cesaxsoaintesnmouiamasnes 14 —2 22 
Cities 

I TIE. senrscieniescivecneuse —6 —10 —1 

IIE sciinias ctcndicguneccenseenlcs --2 a 11 
Philadelphia District ........ 1 r33 3 

ity 

Philadelphia _..................... —8 r36 —2 
Cleveland District ............ 2 11 6 
Metropolitan Areas 

BE Shisinesuitiatintrinennsine 16 24 

Cincinnati 18 —6 

Columbus ....... 23 10 

, 12 15 

BE elibicntbginmcinesinenvvmatscnes 13 —2 
Cities 

Cleveland 5 11 

Pittsburgh — 5 —1l 
Richmond District ............ e3 = =«r34 3 
Metropolitan Areas 

(eee 0 43 5 

Baltimore .............. “ ws 27 2 
Atlanta District —. 14 


Metropolitan Areas 


Birmingham ..................... 1 ° 8 
TacKSOnNville .........00...:000004 1 17 2 
\ | eee 11 ril4 9 
Atlanta ............ 4 7 
Augusta .......... 7 1 —1 
New Orleans 8 bd 29 
Nashville ....... — 33 34 
Chicago District ................ 1 il 


Metropolitan Areas 


9 
IED | Seshistansdpeteseconmictiores 9 7 
Indianapolis - 15 13 
a * 17 10 
Milwaukee .... is 9 2 
St. Louis District ................. 0 ri2 7 
Metropolitan Areas 
Po) CS eae 1 7 8 
Louisville pan 12 5 
St. Louis 14 a 
Memphis ae 8 15 
Minneapolis District ........ 3 7 5 
Metropolitan Areas 
Minneapolis-St. Paul .... 1 8 5 
Minneapolis City ........ 0 7 6 
= Ee Eee 2 9 5 
Cities 
Duluth-Superior .............. 3 4 6 
Kansas City District ........ 1 10 12 
Metropolitan Areas 
en 0 11 5 
Topeka —5 11 ° 
Wichita ..... —2 7 19 
St. Joseph —10 9 —15 
Oklahoma City - 10 14 
,, eee 6 9 8 
City 
TEE —2 11 19 
a 10 12 
Metropolitan Areas 
II. “steacterictileibioschidovintentciny a 20 14 
Sa 13 4 5 
Fort Worth ........ SALES 3 5 1 
IN: codtcetiiennuinniboheisesies 11 9 18 
4 eae —2 10 3 
San Francisco District ... 10 r3 12 
Metropolitan Areas 
Los Angeles. .................. 8 12 13 
Downtown Los 
IEEE « dvcdutnnddunsnsicsiins —2 11 7 
Westside Los 
a 4 10 12 
fre 2 4 10 
San Francisco-Oakland 6 —16 6 
San Francisco City... 6 —20 1 
Oakland City 2.000... 3 —9 16 
I retire ica caaninentesslt 12 14 9 
Salt Lake City .............. 8 —4 14 
INT sintcctcibsibispaniaéiesiciaienies 7 0 14 
Spokane sinstiianaiels 8 14 
c—Corrected. 
r—Revised. 


*Data not available. 


John C. Dowd Names Knox 

John B. Knox has been ap- 
pointed v.p. in charge of merchan- 
dising for John C. Dowd Inc., Bos- 
ton agency. He has been president 
of R. H. White, Boston household 
furnishings manufacturer, for the 
past five years. 
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Dealer, Advertiser 
Get Equal Billing 


on Dualite Clocks 


Cincinnati, March 19—There is 
a cooperative point of sale oper- 
ation here which well illustrates 
the growing prominence given to 
dealer imprints. It is the “place- 
ment clock program” of Dualite 
Displays Inc., maker of advertis- 
ing signs and clocks. 

Dualite’s basic medium is an 
electric illuminated clock unit (see 
cut). In the Dualite program, ad- 
vertiser and dealer share the cost 


of the clocks, 
name gets equal billing with that 
of the national advertiser. 

But it is the dealer who makes 
the point of purchase decision, 


and the dealer’s 


placing the clocks where he 
pleases within his own trading 
area. This may include such key 
-~places as the fire house, the town 
hall, the bus station, the bowling 
ailey, the local ice cream em- 
porium and other non-competitive 
retail outlets. 


® Dualite points out that it is up 
to the dealer to judge the locations 
for traffic visibility, just as the 
outdoor advertiser does. It is also 
up to him to handle repairs and 
maintenance. 

“If the dealer sees that for some 
reason or other the unit has been 
removed,” says Dualite, “he picks 
it up, cleans it and re-places it 
in another good spot.” 

Dualite specializes in small-lot 
custom imprinting. The company 
states that several dealers have 
bought more than 500 clocks on 
this basis since it opened shop late 
in 1947. This means that each 
dealer has invested over $2,500 as 
his share of a particular dealer- 
advertiser program, Dualite says. 


WILLIA 
MONROF 
One of WDIA's 
many famous 
personalities 


Borden Selects WDIA 
For Silver Cow 
Evaporated Milk 


Yes, to sell the great Negro segment of 
the Memphis Market, it’s WDIA for the 
Borden Silver Cow Evaporated Milk 
schedule. Thus Borden gains complete, 
dominating coverage of the 562,212 
Negroes in WDIA‘s 27 Nielsen counties. 
YOU should do the same for your prod- 
uct. Join the list of blue chip accounts 
including Coca-Cola, Bayer Aspirin, 
Kools, Folgers Coffee, Tide, Purex and 
Comet Rice, and many more. Get the 
full WDIA story today! 


City: Memphis, Tenn. Months: Dec. 52—Jan. 53 
Time Sets WOIA 8 c 0 
TAT. 132 07 0 182 140 
Time Seis WIA EE) h6F US Ul 


fatP. 132 07 115 86 72 18 
Hote: WDIA's share Saturdays: 21.9; 
jays 38.5) 


mempois WDIA TENN. 


John E. Pearson Co., Representative 
Dora-Clayton Agency, Southeast 


'Plans Mount Evans TV Outlet 


KFEL-TV, Denver, plans sum- 
mer construction of an experi 
mental station atop 14,260’ Moun 
Evans, thus ing video re- 
ception on Colorado’s western 
slope. The station has increased 
its transmitting pewer by 5,000 
watts. 


Gummed Industries Drives 


Gummed Industries Assn. has 
launched a three-month campaign 
in 15 business publications in ship- 
ping and related fields to pro- 


mote gummed sealing tape, to 
culminate with “Perfect 
Month” in May. Geer, DuBois & 
Co., the agency, is sending 1,500,- 
000 insert folders to association 
members for individual direct mail 
promotion. 


Two to Hicks & Greist 


Donald Stone, formerly with the 
advertising department of i 
chael’s Bros., and Dix Layton, for- 
merly with Locke, Johnson Ltd., 
Toronto, have joined the copy 
staff of Hicks & Greist, New York. 


_Atlas Baby Carriage Drives 


Atlas Baby Carriage Co., New 
York, will use newspapers, tele- 
vision and business publications 
in the New York area for its 
| Spring campaign. The media sched- 
ule will be announced shortly by 
| William Wilbur Advertising, which 
handles the account. 


Albert E. Sloan Names Graham 

Hilliard S. Graham, formerly 
sales promotion manager for Hy- 
land Electrical Supply Co., Chi- 
cago, has been appointed north- 


Advertising Age, Merch 23, 1953 


western sales manager for Albert 
E. Sloan Inc., Chicago direct mail 
promotional and merchandising 
consultant for furniture, jewelry, 
appliance and department stores. 


Shank Joins Mutual Shoe 


Philip G. Shank, formerly sales 
manager of the Physical Culture 
division of Selby Shoe Co., Ports- 
mouth, O., has been appointed 
sales manager of the Foot Flairs 
division of Mutual Shoe Co., Marl- 
boro, Mass. He succeeds Spencer 
S. Scheiderman, who has resigned. 
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Advertising Age, March 23, 1953 


Management Group 
Offers Business Men 
‘Self Analysis’ Kit 


New York, March 16—There’s 
a new “business efficiency sur- 
vey kit” on the market which costs 
$75 and is “guaranteed” to save 
$1,000. 

Many companies, says Joseph 
A. Alexander & Staff, management 


engineers, have felt the need for niques of the management en- panies employing from 25 


management consultants but have 
kept away from them because of 
high costs. As a solution, Alexan- 
‘der has designed a self-analysis 
system enabling a company to 
conduct a survey without the as- 
sistance of an outside staff. 

The survey kit is designed to 
function through the combination 
of two ingredients, Alexander ex- 
|plains: The business man’s own 


gineer. 

The kit is composed of two 

rts: 

1. A 42-page direction booklet. 
eontaining full instructions and 
means for evaluating fin ings. A 
sample of each form used is in- 
cluded. 

2. Supplies—all forms and check | 
lists to be used. These sre sup-| 
plied in varying amounts Jepend-' 


people. 

Some of the points covered by 
the survey are hidden danger 
points, wasteful practices, profit 
opportunities, 
quacy, personnel administration, 
distribution and sales, insurance 
protection, cost and expense trends, 
economical work allocation, etc. 

Finally, should the survey not 
result in a $1,000 saving, Mr. 


‘intimate knowledge of his com- ing upon the size of the c mpany. Alexander will supply his serv- 
|pany and the specialized tech-| The kit is ideally suited for com- ices gratis and promises to turn 


to 500 


up the saving. 


March 1953 


Portfolio 
DDT in Sardinia 113 


Drawings by a Sardinian-born artist, 


Costantino Nivola, show how U.S. 


Italian scientists freed the island from 


malaria. 


Short Stories of Enterprise 
Dinner at Leone’s 160 
Vet’s Venture 180 


Kurt Orban: Foreign Trader 187 


Copper Brite Cleans Up 193 
Tobey’s Aluminum Trucks 


202 


“Free Trade Is Inevitable” 


The old cry of the liberal economists is being revived 
by some hardheaded American businessmen. - 


Bethlehem Steel and the Intruder i 


Smack in the middle of “Bethlehem country,” 


U.S. Steel’s new Fairless Works has 


means a fight, how fit is Bethlehem? 


started operations. If this 
by Richard Austin Smith 


~What’s Your Problem? 106 


In choosing new management methods, most companies 
rely on hearsay, guesswork, or professional consultants 


haphazardly selected. 


by Perrin Stryker 


New Influences in the Stock Market. 10s 


How the market has been affected by the increasingly 
heavy purchases of shares by pension funds and investment trusts. . 


by Irwin Friend 


The Product That Sells 11 


It may not be essential to have a genuinely different and 
superior product. It may not even solve your sales problems. 


But it helps. 


How Hard Do Americans Drink? 12 


While our criti¢s try to persuade the world that 
Americans are drunkards, the record shows that U.S. drinking habits 


have been changing dramatically. 


by Gilbert Burck 


Technology: The Year of the Transistor 12 


Electronic equipment, civilian as well as military, is 
about to be freed from the limitations of the vacuum tube. 


by Francis Bello 


and 


FORTUNE’s Perspective 


Who Says the Budget 
Can’t Be Cut? 89 


FORTUNE’s Wheel 68 


FORTUNE Portrait 126 
White of the New York Central 


For acknowledgments see page 62 


A Taxpayer’s Guide to “Business 
Entertainment” by J. K. Lasser 92 


The Pentagon and the Korean Shell 
Shortage by Charles J.V.Murphy 93 


How to Recognize a Recession 95 


The Banker in the Budget Bureau 1 


If anybody can find out where all the money goes, it’s 
the new budget director, Joe Dodge. 


by Duncan Norton- Taylor. 


A monthly ~——— on 
economic outlook 


People 55 
Labor 7% 


Copyright 1953 by TIME INC. 


Business Roundup 23 


Products & Processes 39 
Noteworthy developments 


Businessmen in the news 


What's behind the labor news 


All rights reserved 


the 


management ade-) 


19 


New Harkerware Bows 

Harker Pottery Co., East Liver- 
pool, O., has appointed Fred Tobey 
Associates, New York agency, to 
handle store promotion and pub- 
licity for its new Russell Wright 
designed Harkerware. The dinner- 
ware will be introduced through 
|R. H. Macy & Co., New York; J. L. 
| Hudson Co., Detroit; G. Fox, Hart- 
ford, Conn.; Maison Blanche, New 
Orleans; Joseph Horne Co., Pitts- 
burgh; Burdine’s Inc., Miami, 
Hecht’s, Washington; Dayton Co., 
Minneapolis, and Carson Pirie 
Scott & Co., Chicago. 


Genske to Barnes Advertising 
Roger W. Genske, formerly ad- 
vertising manager for the Hansen 
Glove Corp. and the Phoenix Prod- 
ucts Corp., Milwaukee, has joined 
Barnes Advertising Agency, Mil- 
waukee, as account executive. 


Anderson Joins Easy Washing 

Anders Anderson, formerly re- 
gional sales manager for the Ben- 
dix home appliances division of 
Avco Mfg. Corp., South Bend, Ind., 
has been appointed merchandise 
consultant for Easy Washing Ma- 
chine Corp., Syracuse. 


5 AWARDS 


to 
WESTINGHOUSE 
STATIONS 


in B.A.B.’s contest on 


“RADIO 
GETS RESULTS” 


APPAREL 
Award to KEX, Portland, Ore. 


Advertiser: Hermanek’'s 


FINANCIAL 
Award to KYW, Philadelphia. 
Advertiser: Bache & Co. 


FOOD PRODUCTS 
Award to WOWO, Fort Wayne. 


Advertiser: Tidy House 
Products Co. 
FOOD STORES 


Award to KEX, Portland, Ore. 


Advertiser: Schumacker’s 


MISCELLANEOUS 
Award to KDKA, Pittsburgh. 
Advertiser: Don T. Atkin Co. 


For real results. . for spot action 
.. in five of the nation’s most 
important market-areas, see Free 
& Peters for availabilities on 
Westinghouse stations! 


WESTINGHOUSE 
RADIO STATIONS 


WBZ: WBZA-KYW-KDKA 


__ WOWO-KEX-WBZ-TV 
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Wheaties’ Miniature Auto Licenses Offer 


r™ ee ee ee Oe Expected to Be Huge Success as Premium 


F We have available for you complete market i MINNEAPOLIS, March 18—Gener-| plus a bonus for the District of | 


| 
D-CITY ‘ al Millis, long a leader in the pre- | Columbia. 
data on the QUAD-CI metropolitan area. mium field, thinks its newest one; The national campaign began | 


Agencies find these folders useful for inclusion may turn out to be among the most | last week with full color ads in | , 
| ge popular box top rewards ever of-|Puck—The Comic Weekly and} 
: with media schedules to clients where the fered. other Sunday comics. Others are 


The premium is a set of minia- scheduled to follow. The agency is 

QUAD-CITIES are on the list or to be discussed. H ture metal auto license plates. One- | Knox-Reeves Advertising. 
Cr> sixth of actual size, they are in 
every other respect exact dupli- | 8 According to R. L. Sturgis, in 
cates of state auto plates. charge of cereal advertising for 
In test offers, each box of Wheat-| General Mills, the miniature plates | 
ies has carried one of the plates| “look, from all indications, like | 
a taped on it. Now, with the start|one of the biggest premium pro- 
Lipateh g) la of national advertising on the pro- | motion successes in General Mills 

ker ie ie motion, a box top and 25¢ will get | history.” 
Notional Representative : , a set of 12 regional plates, or for a Results of the preliminary pro- 
$1 and four box tops all 48 plates, | motion already are significant, he | oygsixty ACTUAL $1ZE—General Mills 
thinks its newest premiums, miniature |li- 
cense plates, will prove one of the most 
successful it ever used. This is a Wheaties 
package. 


revealed. A grocer in Sioux City, 
Ia., reported it had tripled his 
Wheaties sales. A shoe store opera- 
tor filled his window with the lit- 
tle plates and reported that his 
window traffic jumped 300% and 
his business 25%. 

The plates on the package deal 
were so popular that many stores 
reported youngsters tearing down 
displays to find the desired plates. 

Mr. Sturgis said the surprising 
thing about the promotion is the 
way it has caught the attention of 
adults, who use them to decorate 
amusement rooms. 

Police officials in Los Angeles 
and Philadelphia have asked for 
sets of the plates to acquaint pa- 
trolmen with out-of-state licenses, 
while a number of auto clubs and 
auto sales agencies are displaying 
them in their offices. 


¢ 


LICENSE PLATE fotener 


“ ROCK ISLAND - mount - 


The Early Birds —circa 1933 


Restaurant Ad Booklet 
Cites § Case Histories 


Actual advertising case histories 
of five different restaurants with 


SPONSORS SAY... 


“We are beginning our 4th year with The Early Birds. 
A lot of credit is due them for the increase in our $50 000are ao bo gr —_ sate Bes 
grocery products each year. entitled “Making Restaurant Pro- 
MORTON FOODS: O. C. Turner, Vice Pres. motion Pay.” Copies are being 
a . . distributed to members of the Na- 
We will soon enter our 5th year on this venerable tional Restaurant Assn. from its 
j os Thot we've grown to be the Southwest's leading headquarters at 8 S. Michigan 
‘ ? hevrolet Truck dealer is assuredly due 1 t to this Ave., Chi " 
WITH 2327 performances Abie’s Irish Rose set a record fine group." Ce ‘The Sane ofen discusses promo- 
continuous run on Broadway. EARL HAYES CHEVROLET CO.: Earl F. Hayes — BF nome a in a 
° * * s an er media, gives pointers on 
March 24th The Early Birds of WFAA will begin their 24th “‘While we had to wait three years to get on The Early effective planning and discusses 
year —their 7,305th consecutive broadcast of this comedy- Birds to advertise Aunt Jemima Flour, we have been the various merits of doing the ad- 
variety breakfast show, 45 minutes a day, six days a week well pleased with the results." vertising job alone or hiring an 
until last September when Sunday was added. THE QUAKER OATS CO.: agency. 
Project The Birds’ performances into audience, multiplied J. B. Farris, Mgr., Sherman Flour Sales ea a? 
by the immensity of this station’s coverage and the high rating “The fine manner in which you have so effectively ee Prospects, History ’ 
of this program (7.1 Pulse Dec.-Jan. ’52, only exceeded in this placed our products before the public is a contributing ; . ie in then ¢ 
market by WFAA’s 8 A.M. newscast) ...and you’ve an im- _ factor in our increased sales.” ee ee, eae ceetinen tn 
’ y will continue to 
mense figure. IRELAND'S CHILI CO.: G. D. Ireland increase, but will syphon out 
But no digits reveal The Birds’ hold upon this large seg- “We are proud to be the oldest continuous program je tng Marte pie ag gt = 7 
ment of life, nor the inbred morning ritual of clicking on advertiser on The Farly Birds. This program has done a oe nnn eae o 
° ¥ ~ioep as Gg _ . detailed look at the history and 
Migeaee The Early Birds and the breakfast coffee pot — except per- rap seetavny~g job in the promotion of Mennen's sales current situation of the industry 
~ haps the sales figures of The Birds’ sponsors — so convincingly in that area, provided in a new pamphlet, “An 
as these advertisers’ fixed hold upon their time...or the THE MENNEN CO. leonard V. Colson, Adv. Mer. Industry Is Born.” 


i j iti The pamphlet reprints an article 
hopeful line in waiting. written by E. W. Williams, editor 
Py; of Quick Frozen Foods, and pub- 

lished in the magazine’s March is- } 


VT TT sue. Copies can obtained from 
ki the magazine at 82 Wall St., New 
oy York 5. 

Se = | 

\. | NBC Forms Film Division 

¥s “— ; D A .¢ A 5 National Broadcasting Co., New i 


York, has formed oy film — 
“a as its third principal operating di- 
ae NBC-TQN AFFILIATE vision. The other two are the net- 
[4 works division, embracing radio 
and television network organiza- 
tions, and the stations division. 
Robert W. Sarnoff, v.p. in charge : 
of the new division, will report 
directly to Frank White, president. | 
Carl M. Stanton, manager of net- 
work TV programs, has been 
named director of the film divi- 
sion. John Rayel, talent and pro- 
gram coordinator, succeeds Mr. 


Hack Berry and 
Little Willie 

have emcee'd 

The Early Birds for 
eight years 


Lak en BEWARE OF WOMEN SPIES! 


Bo : — : 
iii signeanen ase: A . ian vie gle" rk pln, - ee — Knight Joins Jimmy Fritz 
: ees * > -@ nik: i __ Paul Knight has joined Jimmy 
fa” Lo “et Las Fritz & Associates, Hollywood i 
z os, heen } f 2 tt " a j}agency, as director of radio and i 
nibs, ia — —_— Fk (% P< | television. He formerly was pro- 


PETRY & CO., NATIONAL REPRESENTATIVES © RADIO SERVICE OF THE DALLAS MORNING NEWS | ducer-director for KHJ-TV, Los 


ALEX KEESE, Stetion Monoger © EDWARD Angeles. 
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For each adver ising dollar you spend, LOOK 


delivers more readers in refrigerator-owning 


families than any of the other big magazines 
in the weekly field... Life, Post or Collier’s. 


LOOK makes your ad dollars work harder. 
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More than 20 million readers every issue... 


one of the largest magazine audiences ever assembled. 


GARDNER COWLES, 


y 
4 i 
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7 Religious Leaders | 


| 


to Air Commercials _ 
Promoting the Bible 


New York, March 17—Easter | 
finery isn’t the only thing that will | 
be promoted this year. Publisher 
Thomas Nelson & Sons is putting 
$100,000 back of a seasonal cam- 
paign for the revised standard ver- 
sion of the Bible. The drive is 
aimed at the Easter market 
through magazines, newspapers, 
spot radio and religious and busi- 
ness publications. 

Seven religious leaders will 
broadcast a total of 184 four-min- 
ute and 30-second Easter radio 
messages in seven markets. Fhey 
will read the gospels in the re- 
vised standard version, and will 
give a commercial recommending 
this Bible. 


® The religious leaders are Bish- 
op William C. Martin, president 
of the National Council of the 
Churches of Christ, who will 
broadcast 23 times in Dallas-Ft. 
Worth; Dr. Ralph Sockman, 24 
times in New York; Dr. Gerhard 
W. Grauer, 34 times in Chicago; 
Charles P. Taft, 26 times in Cin- 
cinnati; Bishop Glenn R. Phillips, 


34 times in Denver; Dr. Stanley |. 


Stiver, 17 times in Wheeling, W. 
Va., and Dr. Edwin MacNeil Po- 
teat, 26 times in Raleigh, N. C. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Dayton Rubber Names Waters 


Dayton Rubber Co., Dayton, has 
appointed Norman D. Waters & 
Associates, New York, to handle 
summer promotion for Koolfoam 
pillows. Advertising will start in 
June with four-color insertions in 
Better Homes & Gardens, Bride’s 
Magazine, Ladies’ Home Journal, 
and Living for Young Home- 
makers. The July and August mag- 
azine and summer newspaper 
schedules have not yet been an- 
nounced. 


Aszling to General Foods 


Richard Aszling, formerly with 
Earl Newsom & Co., has joined 
General Foods Corp., New York, 
as manager of corporate press re- 
lations. 


* 
YOUR 


MAILING LISTS 


caa make or break your 


DIRECT MAIL 


ADVERTISING CAMPAIGN 


Benefit from 25 years experience 
in selecting the right lists. 


THIS SERVICE COSTS YOU NOTHING 


Here is how you get it: 


Send us a sample of your mail- | 


-ing piece. 


Tell us the scope of your plans. 
If you have a national or near 
national market, we will set up 
a testing schedule for you as 
large or as small as you need 
to sell merchandise, services or 
subscriptions. 


If you have no sample ready, 
tell us about yourself on your 
letterhead. Include a brief de- 
scription of your offer and your 
selling price. 


The cumulative experience of the 
largest mailers in the country is 
available to you. Use it by calling 
or writing Miss Ames today. 


NAMES UNLIMITED, INC. 


Arthur Martin Karl, President 
352 Fourth Ave., N. Y. 10 * MUrray Hill 6-2454 
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Lewis Edits ‘Argosy’ Seiberling Promotes Walbeck | will handle Dennix Products,| Ward-Griffith Appoints Three B 
Howard J. Lewis, formerly man-| John J. Walbeck, assistant man- Granco Products Inc., Phillips; wore Griffith Co., newspaper pf 
aging editor, has been promoted to| ager of advertising and merchan- | Tube Co., and Jore & Co. These representative, has appointed C. C. 1r 

editor of Argosy, New York. He|dising for Seiberling Rubber Co. accounts moved with Mr. Becker Pendray Detroit manager. He suc- 
succeeds Jerry Mason, who has re- Akron, has been promoted to man- to the Gero Agency. ceeds Jack F. Kent, who will be- | 
signed. James B. O’Connell, for-|ager of passenger tire and tube come general sales manager in the 19) 
merly fiction editor of Argosy,|sales. He succeeds John R. Lotze, Pyblisher Names Burtt New York office. R. F. Murray br 
has got anes oe aay! 3 — deceased. Associated Architectural Publi- |@S been appointed to the Detroit En 
ture, another Popular publication. cations, Los Angeles, publisher of S@les staff. ' 
Becker Joins George Gero Architectural Products and Archi- th 
Hotfman Promotes McCabe Harold Becker, formerly with) tectural Handbook, has appointed Hemp Joins West-Marquis ar 
Hoffman Beverage Co., Newark, | Hoyland-Lewis, has been named to| George Burtt Agency, Hollywood,| Peter L. Hemp, formerly with Er 
has promoted chael McCabe head the newly opened New York to handle advertising. A direct|Guy-Lee Advertising, Palo Alto, Bi 
from marketing director to gen-| office of George Gero Advertis-|mail campaign will precede a/|Cal., has joined the Seattle staff 
eral sales manager. ing, Paterson, N. J. Mr. Becker! newspaper promotion. of West-Marquis. 
o 
os 


arter member national councti of 
* ware mailing list brokers * 


MM The “PUBLIC” 


ol 
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Ball : bought about 560,000 liros in the; breaks down the advertising of 30 
in 2 abcut 30,000 es in “vo New| veyed, can be obtained fsom the 
pace Used in New England Newspapers |i, oe papers, to third. bureau, 516 Statler Office Bldg., 
Boston, March 19—The leading) last fall in a major effort to boost Boston 16. 
htc newspaper advertiser among|its New England beer sales. This; # The leading newspap » adver- 
rewers competing for the New/ accounts for its commanding linage| tiser among New Engian: brews, 
England market was P. Ballantine| lead over Schaefer, which ranked! Naragansett beer and «le, was Koenig Names Ray-Hirsch Co. 
& Son, Newark, which bought more| second with slightly less than 1,-| backed by 563,000 lines ir 30 news-|, Harry hr Be pee ly! Lie] 
than 1,500,000 lines in 37 of 48/ 000,600 lines used in the same) papers in the region—up narkedly | 75 2PPpInteS Bay ae ee tor 
area dailies surveyed by the New| number of papers. from 1951 when it used only nine L'Estrona hormone facial cream 
England Newspaper Advertising| Liebmann Breweries, with New | newspapers for a total »f 22,416) and skin oil. A campaign, starting 
Bureau here. England sales for its Rheingold | lines. with commercials on the “The 
Ballantine campaigned heavily | beer concentrated in Connecticut,} Copies of the repor'. which} Continental” radio show, will in- 


lin PUBLIC SERVICE 


PUBLIC :—“‘Of, pertaining to, or affecting 
the people at large, or the community.” 


— Funk & Wagnalls New 
College Standard Dictionary 


A hospital in a neighboring community, in urgent need of a rare type of 
blood, asked Storer Station WMMN, Fairmont, W. Va., to make an appeal 
for donors. 


The station immediately began broadcasting one-minute announcements. 
After only three of these announcements had gone on the air, the hospital 
called and asked that they be stopped. Reason: the waiting room of the 
hospital was jammed with 50 people who had answered the appeal. 


77 66 


Yes, 50 “people at large,” “people of the community,” every one of them 
having the rare blood type needed, had paused in the midst of their daily 
pursuits and had gone to the hospital to offer their blood. Because of their 


immediate response, the lives of at least six people were saved. 


The prompt action of Station WMMN in broadcasting the appeal is typi- 
cal of the services rendered the community by every one of the Storer sta- 
tions, dedicated since 1927 to “Broadcasting in the Public Interest.” 


The seven radio and four television stations of the Storer Broadcasting 
Company pledge their wholehearted and responsive support to every cause, 
drive and campaign that will serve “the people at large, or the community.” 


“The Public Service Stations” 


WSPD-TV = WIJBK-TV -~ WAGA-TV ed KEYL-TV 
Toledo, Ohio Detroit, Mich. Atlanta, Ga. San Antonio, Texas 


Ww - We-;- WK - WA - WA ~~ ws = 


STORER BROADCASTING COMPANY 


Fairmont, W. Va. Toledo, Ohio Detroit, Mich. Atlanta, Ga. Wheeling, W. Va. Miami, Fla. Cincinnati, Ohio 


TOM HARKER, V.P., National Sales Director 
NATIONAL SALES HEADQUARTERS: 


488 Madison Ave., New York 22, Eldorado 5-7690 * 230 N. Michigan Ave., Chicago |, FRanklin 2-6498 


23 


clude direct mail to the trade, as 
well as point of sale material for 
drug stores and cosmetic counters 
of department stores. 


Gardner to Daniel & Charles 

Gardner Corp., New York, man- 
ufacturer of children’s snowsuits, 
|has named Daniel & Charles, New 
| York, to handle advertising and 
|public relations. Plans call for 
'full-color advertisements in Sun- 
| day newspaper sections, store aids 
;and promotional material. 


Puget Sound 4A’s Elects 


Jerry Crollard, Ruthrauff & Ry- 
an, has been reelected chairman 
of the Puget Sound Chapter of the 
American Assn. of Advertising 
Agencies. Other officers elected 
are Roy H. Wensberg, Bozell & 
Jacobs, vice-chairman, and Frank 
Welch, Honig-Cooper Co., secre- 
tary-treasurer. 


MPA to Meet May 18 


The Magazine Publishers Assn., 
New York, will open its two-day 
annual meeting—its 34th—on May 
18 at The Greenbrier, White Sul- 
phur Springs, W. Va. 


House & Garden readers 


are home-owners... 


3% 


own their homes 


We 


rent 


Subscriber survey, 1951 
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WICC-TV, Bridgeport, Bows Day-Brite Promotes Whitehead 

WICC-TV, Bridgeport, Conn.,| James F. Whitehead Jr., former- 
second u.h.f. station in Connecticut, | ly general sales manager, has been 
has begun operations, using Chan- | promoted to v.p. in charge of sales 
nel 43. It is affiliated with Ameri-|of Day-Brite Lighting Inc., St. 
can Broadcasting Co. Philip Mer-| Louis maker of fluorescent fix- 
ryman will head the new outlet. (tures. 
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REACHING MASSES OF CONSUMERS 
in the U.S. Armed Forces 
ALL OVER THE WORLD 
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rich market. Send for New Market 
Book — it’s yours for the asking! 
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N. J. Commission 
Gives Educational 
TV Stations a Push 


TRENTON, N. J., March 18—Edu- 
cational television, which received 
a cold water dousing in New York 
recently, is getting better treat- 
ment from New Jersey. 

The New Jersey Commission on 
Educational Television has recom- 
mended that the state finance the 
construction of a video station at 
| Rutgers University in New Bruns- 
|wick. This experimental outlet 
should be the nucleus for a broad 


|program of educational television | 
|with six stations for New Jersey, 


| the commission urged. 

| A couple of weeks ago, the New 
| York temporary Commission on 
|Educational Television advised 
against building a 10-station net- 
| work of educational stations. The 
New York group was of the opinion 
| that the facilities of existing com- 
‘mercial stations could be used for 


|educational purposes. In addition, | 
|'the New York commission said| 
private funds are available for) 
the construction of stations for) 
educational purposes. | 
s The New Jersey commission, | 
headed by Dr. Elmer W. Engstrom, | 
a v.p. of Radio Corp. of America, | 
estimated that an appropriation of | 
$615,350 would cover the cost of} 
cecnstruction and operation of the 
Rutgers station for a year. 

An additional appropriation of 
$190,096 was recommended to con- 
tinue research in educational tele- 
vision programming. 

This estimate was less than half 
that made by the New York group, 
which put the average construction 
/cost of a small station at $600,000 
and operating expenses at $825,000, 
j for a total of $1,425,000. 


‘EDUCATORS URGED BY 
WALKER TO GO INTO TV 
Boston, March 17—Paul Walker, 
Federe] Communications Commis- 
sion chairman, last week warned 
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The Sunday Oklahoman 
single-handedly delivers the 
biggest market in the South- 
west. Because it reaches more 
people, it selis more people. 
So, for BIG sales results in a 
BIG market, use this BIG 
medium ... the BIGGEST 
in the Southwest. 
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Advertising Age, March 23, 1953 


BIG ROCK—Bond Diamond Co., Newark, is 
using this lithorgraphed cardboard counter 
display created and produced by Einson- 
Freeman, Long Island City. Display is 11” 
wide, 7” deep and 14” high. It permits 


use of actual Bond diamonds in tray 
“flocked’’ to resemble gray velour. 


potential educational broadcasters 
here that, if they repeat the mis- 
take they made with radio, the 
U. S. will lose the full force of 
“the newest and greatest instru- 
ment for the perfecting of our 
democracy.” 

In a speech delivered during 
Boston University’s Founders Day 
observances Friday, Mr. Walker 
predicted that TV is “destined to 
be our dominant medium.” He 
urged educators to accept the chal- 
lenge and opportunity offered them 
by the government and “not suc- 
cumb to the temptation to remain 
so immersed in their routine 
budgetary and other administrative 
tasks...” 

While commending educators 
for their enterprise with FM ra- 
dio, he declared there is no “in- 
definite period to delay action” 
in utilizing “precious [TV] chan- 
nels.” 


s He disclosed that. of 242 chan- 
nels reserved for educators, two 
stations will begin broadcasting 
shortly, 12 others have received 
construction permits and eight 
more have applications pending. 

After June 2, when commercial 
applicants may petition for any 
unassigned channels now reserved 
for educators, “the commission 
mey decide on a_case-to-case 
basis its dispotion of these peti- 
tions,”’ he said. 

Martha A. Gable, assistant di- 
rector in charge of educational TV 
in the Philadelphia public school 
system, said that the claim that 
educational TV could be more ef- 
ficiently and economically handled 
by commercial stations is true 
only “up to a point.” 


s She declared that in Philadel- 
phia, where “probably more time 
has been donated [to educators] 
by commercial stations than in 
any other place...many station 
representatives. ..have advised the 
educators to establish their own 
station. 

“The full support and assistance 
of the commercial stations has 
been offered,” she added. 

She asserted that educators have 
“no intention to compete” with 
commercial telecasters, whose 
“main object is to entertain and to 
sell.” For this reason, she felt that 
educational stations ‘‘can secure the 
blessing” of their commercial 
counterparts. 


ABC Promotes Materne 

William M. (Bud) Materne, na- 
tional spot sales manager of the 
owned radio stations of American 
Broadcasting Co., New York, has 
been promoted to national sales 
manager of the network’s owned 
radio and television stations. 


Ocean City Promotes Zorek 


Ben C. Zorek, on the executive 
staff since June, 1952, has been 
promoted to advertising manager 
of Ocean City Mfg. Co. and Mon- 
tague Rod & Reel Co., Philadelphia. 
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What makes a newspape 


Listen: 


The small explosion of the seismograph crew 
sends fingers of sound down, down a mile, 
two miles, into the Williston Basin below 
the prairie to find the new wealth. 


The sound returns, saying: Oil. 


It riffles the wheat fields astride the 
broad Missouri of the North, where 


the world’s largest man-made system of 
lakes will soon hold back the spring flood. 


It mixes with the roar of the earth-movers 
as they change the face of the plains into 
dams for water conservation, irrigation 
and electric power. 


*; Wafting through the Buffalo grass, it makes 

og the fat Dakota Herefords lift their white faces 
from the good grazing. It touches, one after 
another, the buttes of brown, coeal-like lignite, 
where 300 years of fuel lie untapped for America. 


Over the lakes and forests of Minnesota, 

to the East, it punctuates and gives added 
meaning to another sound of new wealth: the 
crush-crush of the taconite presses, busy 
with the miracle of creating priceless, endless 
iron reserves from yesterday’s worthless rock. 


At Duluth, the long-boat skipper hears both, _. 
and thinks of new cargoes besides ore and grain. 
Taconite in black, iron-rich pellets. Oil, in 
tankers. Across the inland seas, for years ahead. 


In lush central Minnesota and western 
Wisconsin, the farmer can hear these sounds 
above the clank of cream cans and 

the contentment of his corn-fat hogs. 


- At Minneapolis, the columns of mill and factory 
and elevator echo these sounds. Millers and 
industrialists, bankers and grain and bond-house 
men listen ... and plan for more business. 
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What makes a newspaper great? Its very need to 

grow, to keep pace, to match the giant strides of the 
fabulous region it serves. Today the Minneapolis 

Star and Tribune are read and respected in homes es 
all over America’s Upper Midwest. Today only four eo 
cities in the United States have Sunday newspapers tad 
with larger circulations than the Minneapolis i 
Sunday Tribune. | 


Cd 


Minneapolis 
Star «xd Tribune 


EVENING MORNING & SUNDAY 


~- §20,000 SUNDAY - 490,000 DAILY 


‘JOHN COWLES, President 
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Picture seismograph crew setting off 
depth charge probing for oil near Williston, N. 1). 
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Dayton, March 17—Media rep- 
resentatives are having an easier 
time of it in Dayton—at least 
when they call on Hugo Wagen- 
seil & Associates. 


When you Remember 
ed WM. F. RUPERT 
RECENT Compiler of NATIONAL 
LISTS OR 5-3523 


Media Reps Get Plush Treatment 
from Wagenseil Agency in Dayton 


This week the agency opened from 


a room for the reps and provided 
more than a hook upon which to 
hang a hat. Dubbed the “Media 
Reps Club,” the room has the best 
features of an office and a public 
library. 

There is desk space, comfortable 
chairs, and magazines. Also avail- 
able is free telephone service; a 
city map showing principal plants; 
a list of manufacturers and their 
sales and advertising managers; 
bus, rail and airline schedules, 
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/ and a list of good restaurants. 


(@ “As far as we know, it’s the 


first place of its kind,” said Hugo 
Wagenseil, head of the agency. 


| “Reps have been having a tough 


time in Dayton—-trains and planes 
most points usually arrive 
here early in the morning. There 
are neither places to go nor things 
to do until later in the day.” 

He told Apvertisinc AcE that 
media reps make about 200 calls 
a month at the agency offices and 
that several visitors have com- 
mented, “We’ve got nothing to 
worry about now.” 

Other agencies seem to like the 
idea, too, Mr. Wagenseil said. He 
predicts that the “club room” plan 
will spread. 


® To make things still easier for 


the men trying to pick up the) 


agency’s industrial and consumer 
ads, a room is reserved in the 
Biltmore Hotel each Tuesday and 
Wednesday—-days when most me- 
dia reps arrive—until canceled by 
the agency. 


The hotel situation is especially 
tight in Dayton because of the 
number of defense plant contact 


people who arrive about the same. 
time to make calls at the Wright 


Field research center and other 
Air Force fields. 

A final touch applied to the me- 
dia men’s “club room” is a regis- 
tration sheet so the visitors may 
check up on who’s in town and 
compare notes, if they are inter- 
ested. 


HENING HAS GOOD WORD 
FOR REPS, AD MANAGERS 

PHILADELPHIA, March 17—The 
often down-trodden advertising 
manager and the space salesman 
are given a shower of orchids by 
Hening & Co., this city, in its 
new issue of “Profits and Proofs,” 
the agency’s house organ. 

The agency advises its clients 
and prospects to see all space men 
and to take another and a new 
look at their ad managers. 


The ad manager “has an en- 
cyclopedic mind in which a knowl- 
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...SARRA MAKES THEM 


Sarra’s team of experts are creative 
advertising men. They take their cue 
from the TV or Art Director and make 
the shots as he calls them... with 
technical skill and imagination that 
dramatize the product’s story. 


Whether your assignment is for TV 


commercials or photographic 


illustration you can be sure that every 
detail will be planned and executed 
to assure fine reproduction and 


bring buying action. 


Sarra’s representatives are also 
advertising men. They understand your 
objectives and see to it that Sarra’s 
creative and technical staff make the 


ARRA=— 


SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


shots ...as you call them. 


Advertising Age, March 23, 1953 


,edge of marketing, advertising, re- 
search techniques, public rela- 
'tions, the graphic arts, the fine 
arts and a few thousand other 
things are stored for use in his 
daily tasks.” 

In addition, the Hening house 
organ points out that the ad man- 
ager also gives himself to complete 
dedication to his company with 
little appreciation of the time fac- 
tor as it applies to himself. 


s Then it goes on to tell clients 
that they could and should obtain 
reprints describing the various 
duties of ad managers and their 
compensations in order to appreci- 
ate them all the more. 

As for the space representative, 
Hening & Co. points out that 
agencies and advertisers actually 
avail themselves of only about 
half the services and help these 
men can offer. 

“Sure, the rep is concerned 
about getting business from you, 
but if you’ll let him he can also 
give you facts that can prove in- 
valuable in the sale of your prod- 
ucts,” the agency concludes. 


GOOD NEWS, TOO. FOR 
INDUSTRIAL SALESMEN 


JENKINTOWN, Pa., March 18—To 
many an_ industrial salesman, 
banging on unsympathetic portals 
may have been discouraging, but 
there is a ray of comfort. 

Standard Pressed Steel Co. loves 
him. In fact, this company has just 
brought out a booklet titled “We 
Love Salesmen.” 

The vest-pocket-size booklet is 
done with humorous cartoons in 
two colors. It is given to all sales- 
men calling on the SPS purchasing 
department. 

Also, Standard Pressed Steel’s 
own salesmen throughout the 
country will be dropping it on the 
desks of other purchasing agents 
to show how things are done here 
at their home plant. 

A center-spread map in the 
booklet shows how the plant can 
be reached by automobile, where 
the special visitors’ parking lot 
is and its position in relation to 
the entrance of the purchasing de- 
partment. 


® According to the booklet, “We 
love salesmen here at SPS. They 
maintain our vital supply lines, 
exert themselves to meet our spe- 
cific needs, help to keep us posted 
on new materials and products. 
And we love salesmen because— 
well, maybe we flatter ourselves, 
but we like to think we’re sales- 
men, too, here at SPS.” 

To allow salesmen with unre- 
lated products an opportunity to 
save time, the booklet lists gen- 
erally what the company buys to 
produce its Unbrako socket screw, 
dowel pins and pressure plugs, 
Flexloc locknuts, Hallowell steel 
shop equipment and also aircraft 
specialties. 

And there is a list of key men 
‘in the purchasing department and 
| their jobs. 


National Gypsum Names Elgin 


' James D. Elgin, formerly ad- 
_vertising and sales promotion man- 
_ager for the Toastmaster products 
| division of McGraw Electric Co., 
| Elgin, Ill., has been appointed di- 
| rector of advertising and sales pro- 
| motion for National Gypsum Co., 
| Buffalo. 


| 
_Leaves Easy Washing Corp. 
Charles F. McCandless, director 
of management research and plans 
for Easy Washing Machine Corp., 
Syracuse, has left the post to serve 
|as marketing consultant for com- 
'panies in the central New York 
area. 


‘Bell Heads Victoria Press 


| G. Maxwell Bell, president and 
_ publisher of the Calgary Albertan, 
‘has been appointed president of 
Victoria Press Ltd., publisher of 
the Times and Colonist, Victoria, 
|B. C., newspapers. He succeeds 
| H. T. Matson, who has resigned. 


Meas 330% sare fee OMe ON > Ri? cee on rs kent BS rl er th : Aa ie tin aaa nee ‘ De! CR MM ny RE een ES AN oe be eras bt ERY YA GPED ot ah PELE NG yn aie fae ait << te eid ay - Se, Se ey ee Sores. 4 eee ye ected — ites Some eyes BESS, 
ASR SS We pe oe A ACRE hy ets TD ae es eee ee Tee < ee ae ae ead Seat SO oa, i ian js OS Shige Sigh gh dees oo UE a a ie > aes Pe oy ee EL dy, 4 iba tee Neate ata Se ee ne 
Pita) hig W ee sage Seis Vy cee zich A ad eects nr See cea (2, PMO lak SRS eeT Rae 5 4h | se Oe elie SAN He, Bet So aah nea Pe ey my Ce ee Seg RR BS a ae ae ae air pee eee oak coe 9 aL ec ieee 
ae een ars Siegen ee Ce Be : i ac? Re A aye seo: eek coe Shceeaee meade 0S ct een Ree Beas ada o> se” 1k aera he. al ampere Wie ea VP Mees ea teat 2 ia eginre: 5 3 
ii 8 ie ere : : Se ee Be ok hy - ey in ts SER 2s sn Be Pais pegs ae . gee . Reesk ed Pa pak oes: OES wa Burak ee Ea es B Sees cee i plea eee Se Fe) Ja her Brae uu sheen re Site - 
weg Se Gee rac See y ¥ oe: eRe os EC a Mee ee eee ES A ee ee Cee i Ree A Rar: aan ‘9 Be aoe PPR ah leds Stes Fee Bh teeiee « ee & ? ae a Z asa Sane ar : 
saath 4 2 4 ae ee ABS Sim Ws ene ees tEloreg ent By ee i i . i : 4 : Gos ay ees 
ie et ; oe Ole gees eee ONS : 74 reapeet, Sie ae ee ae nT At ries Be ca era ‘ Nae Sep A ee ee aS i ee tee a See eR 
we ‘ et : rg es 5 : 2 Jee i: fae ae: fie a eer hag 50 SRE aye ees a sf ee Wily se Poet ox ie i agh oA. : i eT a j Tea gg tee le 
ett eee er ee, ge Oey ae ee eee ye een, ie a ee | dames 
> Vane ° a 1d ' “ — gE oe a ES 
ae Ug : , ome 
a Ri: " se Sit TE OT lg ‘ " 
t Ts 
ars 
ea e 
| Pe 
co pO 
eid 
hes | 
a 
ee | 
sea ’ 
| ee 
PL, a | 
a 
‘ 
er a ae 
Sc Sa 
Solin wy ee 
eas Fes 2 
eer: 
; ee BS he 
i = ; 
. ed 4 
a Peete ; Zits G 
ss ce ‘ ip es a 
ee ya . 
ae ay DEALE 
ge a A 
“slaetey © sce i AMNIER RE = 7s A oTSeN < pe hn ee | nit Se 
ae rat ig 4, th 
ae ate : alge, ry 
yes 
eee 
Feeae seine -_—_-_ooeoeoeeee----- -----——-——--—-—-——-————O ee SSSSSSSESeSeSeSeSe 
ie 
a fees ; ; + 
tk: a, hy , atl Be ie Cas > 
= Ss oe ee oe iy A } 
f ‘ a es iy Sw na 
: eal a re nd . 
cath ae ie 0 3 «gt Gee. 
: ‘3 a # x a 4 "e 2 
* conan _ +" | a P bol : fe . e 
ar diate ae os oe a 4 ae a ae ae. 
AGS . oF 4, io, ae a . Ss 1 hg 
Paes na ctis ¢ i ss Sey is a Ae fs, 
; Ye, ¥ : tae 8s 
: “ a “4 b>. , a 
ie ae S eon hy? 4 =} abil | 
ae ae F MOLE 
, oe te te Ee ee ~ Mee. 
oo ae . ed ee tt aes 
Jeg ciate ; toe tes ng, Og 
‘ % : m ‘ . a * po 
Sane METH ae eR ae i 
es hae Sp —— “| } 
% ®. 5 ety ‘ : ae Oe gs Sa +e 3 
“Sy ee iy e ae oe rps deg | 
aa ere ; Pe . 2 | 
es é i? * ae } 
3 : q - F i“ ae | 
ee igo RA a See — a 
: s c n he Fas g am } 
eee the y iS ee ae “3 a , | 
hehehe! is cs ad — | 
r mee se ” * 5 "a 
ig ae an a a 
; , : “s “a i 
By : . ’ @ ‘oe 
A ™ th Nee 
et: re ‘1 ate : 
Be |e 4 % | 
ee ie aa ee | 
Mieke oe  f ea “ial * | 
es , 3 > 
‘a a | 
at rg 
ae -“ ae | | 
ey ee 3 - ’ | 
a a oa 4 
Reet ee 5 3 ’ | 
F < -_ © = an 
peice i § : 4 ve 7 
rag 7 cir as . phy 
one Br ‘ 
+ des th ¢ | 
i ag | 
= eS ig 
Pe a | 
™ “ »% | 
ee, _ | 
; ty 
nie é w 
Rous. 4 
By 
é = 0 T ¥ 3 I 
a " | 
aca Ps) 
ae . 
: pete t 
eae : 
ie eat 
ye yaa | 
ails i 
ager 5 
eae 
PS oa ¥ 
Se 3 
err 
, te “ 
Fe aa i 
é ‘ba 
: : PO r 
ote a 
ieee ; 
Bins 
; 
: ks | Po | 
ae: 
ae 
airs H 
ata: Te 
Sieh 
Prone 
ROO ey 
a 
>. > * 
| po | | 
& - | 
: ye e 
a ee oe 
("Ss : a . 
oe an 
’ ae ” 
Ae 
eee 
eee e wii ; ; si : 
: ie Re OS Rig ye ss RB al Hic eee te 2. See pe Om are ieee Be Me es” en sleet PR ciate Fie a as gh BAe ptt (rine ee ULE ues Bi ot he & Oe Ce Pee ses WAR ate Stee Se ml emis 2 wt ig May ka NAIR SOE te OTD, - ee aS ym :. ct Sieg) 
eds SA 4 Yor ise eR esau? Gere ay & ‘ meee AY r pe ee bane pnts Ns a & Fg pes. bn Vea yee Taig Cr zt eit | sais ae Br. ead , ve innit ss ! ; ? ty 


interest 


IS 
HNTHUSIASM!- 


OS A Oe Ee: i Ee SE: A ES AE SUE A EA SO A SD RE, ER SR Re A OS eas ma a ee a: Se A ca EE Re AN, a A SS SO, AE A OS 


Yhe 
AME RICAN WEEKLY 
creates KNTHUS [ASM 


“Greater than any expectations!” 
is the frequent report of manufacturers concerning the results 
of their advertising in The American Weekly! 


"Enthusiasm is interest raised to a buying pitch! 
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H. C. Bloomingdale, 
New York Retailer 
Since 1905, Dies 


New York, March 17-—Hiram C., 
Bloomingdale, 77, v.p. of the 
Bloomingdale Bros. division of 
Federated Department Stores Inc., 
died Sunday night after a long ill- 
ness. 

Mr. Bloomingdale, together with 
two brothers, took over the man- 
agement of the department store 
here in 1905, following the death 
of their father, Lyman G. Bloom- 


| utive, died March 13 at the home 


| of his parents at Caribou, Me., 


after an illness of several weeks. 
| Born in East Orange, N. J., he 
(was graduated in 1936 from Har- 
vard College where he won the 
Boylston Medal and was class ora- 
tor. His career in advertising was 
interrupted by World War II, dur- 
ing which he served in the U. S. 
Marine Corps. 

Returning to advertising after 
the war, he became a v.p. of Fed- 
eral Advertising Agency and later 


became assistant to the president 
of Geyer, Newell & Ganger. About 
a year ago, Mr. Sullivan opened 
his own advertising consulting 
service. 


JOHN S. WILSON 

Nracara Fatus, March 17—John 
S. Wilson, sales manager of Spi- 
rella Co., corset manufacturer, for 
25 years, died March 7. After leav- 
ing the Spirella concern he oper- 
ated the Niagara Hosiery Co. of 
Canada. 


Lithographers to Meet 

The Lithographers National 
Assn. will hold its 48th annual 
convention at the Edgewater Beach 
Hotel, Chicago, June 16-18. At 
that time winners of the third 
Lithographic Awards Competition 
will be selected. 


‘Almanac’ Names Davenport 


Grier’s Almanac, published by 
Grier’s Almanac Publishing Co., 
Atlanta, has named J. G. Daven- 
port Associates, Los Angeles, as 
its representative. 


Advertising Age, March 23, 1953 


Alden Joins Geoffrey Wade 


John J. Alden, formerly with 
Foote, Cone & Belding, Young & 
Rubicam, and McCann-Erickson, 
has joined the creative staff of 
Geoffrey Wade Advertising, Chi- 
cago. 


Kaye-Halbert Corp. to Brooks 

Kaye-Halbert Corp., Culver City, 
Cal., television set manufacturer, 
and previously a direct advertiser, 
has appointed Brooks Advertising 
Agency, Los Angeles, to handle its 
advertising. 


ingdale, founder of the stores. To-| 
gether, the brothers were leaders 
in a movement aimed at bringing. 
accuracy to retail advertising and | 
truth to copy about merchandise | 
and values. 

For the last four years, Mr. 
Bloomingdale had been in poor 
health, which kept him from active 
participation in the department 
store’s management. 


BENJAMIN BUTTERWORTH 
Brooktyn, March 17—Benjamin 

T. Butterworth, 83, who spent 21 

years in the advertising depart- 


ment of the New York Times, died | 


yesterday at Crown Heights Hos- 
pital. He retired from the Times in 
1936, leaving the post of retail ad- 
vertising manager. 

Born in La Porte, Ind., Mr. But- 
terworth came to New York at the 
age of 22 and joined the advertis- 
ing department of the Brooklyn 
Eagle. He joined the Times in 1915. 


E. RAY McCLOSKEY 

BINGHAMTON, N. Y., March 17— 
E. Ray McCloskey, 61, promotion 
manager of WNBF and WNBF-TV, 
died March 10. 

He entered the advertising busi- 
ness as a copywriter for Sisson’s 
in 1914 and later became advertis- 
ing manager of the local store. In 
1940 he took over promotion of 
the radio station and in 1949 as- 
sumed the promotional duties of 
the television station. 


HARRY N. GOLDBERG 

PHILADELPHIA, March 18—Harry 
N. Goldberg, 48, president of 
Wayne Advertising Agency, died 
March 12 at his home. 

A graduate of the University of 
Wisconsin, Mr. Goldberg joined 
Fairchild Publications, New York, 
in 1928 and later became manager 
of the publisher’s Philadelphia of- 
fice. He founded the Wayne agency 
in 1941. 


A. GILMAN SULLIVAN 


New York, March 17—A. Gil- 


man Sullivan, 37, advertising con- 


sultant and former agency exec- 


Appointed by Fruehauf 


E. Q. Smith has been appointed mana- 
ger of the Fruehauf Trailer Company 
plant at Avon Lake, Ohio. Getting 
ahead in business like Mr. Smith are 
thousands of regular Wall Street Jour- 
nal readers throughout the nation— 
executives and their aides who make 
or influence decisions on planning, 
production, selling and buying. What 
an advertising medium! 
(ADVERTISEMENT) 
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M&H to Petesch, Hecht 


M&H Laboratories, Chicago 
maker of wax and paint products, 
has appointed Petesch, Hecht & 
O’Connor, Chicago, to direct ad- 
vertising on all lines. Radio and 
consumer and trade publications 
will be used. 


Lightolier to Auerbach 

Alfred Auerbach Associates, New 
York, for the past seven years 
publicity and merchandising con- 
sultant for Lightolier Inc., Jersey 
City manufacturer of lamps and 


lighting fixtures, has  * 
pointed to handle jo 
addition to direct mail, insertions 
in magazines, newspapers and pro- 
fessional and business publications 
are scheduled. Previously, Al Paul 
Lefton Co., New York, had the 
account. 


Miss Smith to Horton-Noyes 


Florence Smith, formerly radio 
and television time buyer at Hew- 
itt, Ogilvy, Benson & Mather, has 
joined Horton-Noyes Co., Provi- 
dence, R. I. 


Folding Box Group 


for Best Cartons 


Cuicaco, March 19—A\ ard win- 
ners in the 1953 Carton “ompeti- 
tition were announced 


week. The annual conte +, 
sored by the Folding P 
Assn. of America, drew 
tries, or 63% more than | 
competition. 


spon- 
per Box 
‘516 en- 
st year’s 


ere this 


Entries were divided into four 


/separate classes, and awards were 


Makes 1953 Awards | 


made within each class. They 
were: 

Class A—Technical Superiority 
of Printing. 

Class B—Technical Superiority 
of Construction. 

Class C—Best Potential New 
Volume Use for Paperboard. 

Class D—General Superiority 
According to End Use. 

Nine of the 20 first-prize win- 
ners are shown on Page 100. De- 


The IRON AGE is voted No. 1 in metalworking year after year by both readers 


and advertisers . .. it’s the big book in America’s biggest industry. 


: Advertisers and agencies bought 7336 pages in The IRON AGE last year... 
; nearly 1000 pages more than in the next weekly—a decisive preference vote. 


The IRON AGE delivers more papers into the metalworking market ...35,500 


every week ... more than any other standard size metalworking magazine. 


Despite its progressive controlled circulation policy, The IRON AGE’s paid cire 
culetion keeps climbing, now at 24,100 ... 530% greater than the next weekly. _ 


The IRON AGE wins mest readership studies, regardless of who makes them ; 
.»« advertisers, agencies or other publishers — but a renewal percentage of 


81.02% is the mos? solid proof of reader preference by far. 


The newer, brighter RON AGE, as fast-paced as the fastest general news- _ 
weekly, continues to set the pace for vigilant business journalism, dynamis 


news coverage and technical competence for metalwarking management. =~ 


The cost of « hard-hitting, dominant schedule in The IRON AGE is low... the 
lowest in cost per thousand of all standard size papers in the industry; lowest 


for what your dolier brings back in buying power coverage, in plant cover- 
age — in me coverage-in-depth that this —- alone con give you, 


tails on these nine winners are as 
follows (starting at the top of the 
picture and reading from left to 
right): 

Class D, beverages—Crosse & Black- 
well “Cocktailer,"’ made by Guilford Fold- 
ing Box Co. 

Class D, carriers—Birds Eye orange 
juice carrier, made by Robert Gair Co. 

Class D, soap—Fels Naptha carrier, 
made by Container Corp. of America. 

Class D, miscellaneous—Super Ebonettes 
rubber glove container, made by Gardner 
Board & Carton Co. This carton also won 
Ist award as best display container in 
Class B. 

Class D, food—Little Leslies salt dis- 
penser, made by Andre Paper Box Co. 

Class D, cosmetics and personal acces- 
sdries—Courtley's “Red Letter Day” car- 
ton, made by Wilkata Folding Box Co. 

Class D, bakery goods—Southern Biscuit 
Co.'s “‘Hav-A-Party”’ container, made by 
Sutherland Paper Co. 

Class A, best multi-color printing— 
Helena Rubinstein’s “Blonde Beauty” 
container, made by Lord Baltimore Press 
Inc. 

Class B, ingenuity of construction—Uni- 
versal vacuum bottle container, made by 
National Folding Box Co. 


Here are the other 11 first award 
winners, followed by the name of 
the container manufacturer, and 
the class and subclass in which 
the entry was judged: 

Kenwood blankets, Container Corp., 
Class A, best one-color printing. 

Callaway towels, Container Corp., and 
Bloc liquid detergent, Container Corp., 
Class A, best two-color printing (tied). 

Luden’s Imperial package, Container 
Corp., Class D, confections. 

Hale cigarets, Gardner Board & Carton 
Co., Class D, tobacco. 

Kearney Squeczon, connectors, Su- 
perior Folding Box Co., Class D, hard- 
ware. 

Chatham electric blanket, Container 
Corp., Class D, textiles and apparel. 

Saks Fifth Avenue, Andre Paper Box 
Co., Class D, retail boxes. 

Sayco doll carrier, Robert Gair Co., 
Class D, toys. 

Masterwrap & Ripco Auto-Pak, Cornell 
Paperboard Products Co., Class D, paper 
goods or products. 

Super Ebonettes, Gardner Board & Car- 
ton Co., Class B, best display container 
(also won first award, Class D, miscella- 
neous). 


Heaston Heads KSTL Publicity 


Frank E. Heaston, formerly ad- 
vertising director for LeBlanc 
Corp., Lafayette, La., maker of 
Hadacol, has been appointed pub- 
licity and promotion director for 
KSTL, St. Louis, and its affiliated 
television station, scheduled to 
start telecasting in August. 


Stipich Joins Blatz Brewing 


William H. Stipich, formerly as- 
sistant general merchandising 
manager and head of the sales 
training program for Miller Brew- 
ing Co., Milwaukee, has been ap- 
pointed director of sales training 
for Blatz Brewing Co., Milwau- 
kee. 


@ You'll want 
one of these 
terrific plastic- 
bound manuals 
that is just chock 
full of ideas and in- 
formation. 44 pages of 
money-saving sugges- 
tions . . . and its yours just 
for the asking. Our supply is 
limited so phone or write to- 
day, for your Free copy. 


ARROW PHOTO COPY CO. 
414 So. State St., Chicago 
Phone HArrison 7-9515 
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Kemper-Thomas Names Three | manager, to eastern sales mana- 

Kemper-Thomas Co., Norwood,| ger. William E. Williamson has 
O., manufacturer of advertising been appointed western sales man- 
specialties, has promoted Fred ager, and Herbert V. Herbert has 
Seamed. Pacific Northwest area’ been named central sales manager. 


Sioux City Livestock Market 
\ 
ysst?" 


Unsurpassed in receipts of “best quality” 
cattle, hogs and sheep, Total value of sal- 
able receipts in 1952... more than 350 : 
MILLION DOLLARS! 

* Sieux City Stockyards 


SELL the rich Sioux City market (49 
county retail trade area) with the dom- 
inating circulation of the Sioux City News- 


Che Sioux Citn Sournal 


JOURNAL-TRIBUNE 


Canned Goods Sales 
Decline Ascribed to 
Less Display Space 


Sat Lake City, March 17—Per 
capita consumption of canned 
foods is declining because stores 
are giving less shelf and display 
space to them, Harold Jaeger, mar- 
keting director of the Can Manu- 
facturers Institute and v.p. of 
Geyer Advertising, told the 4ist 
annual convention of the Utah 
Canners Assn. here last week. 

“Canners need not fear competi- 
tion of frozen foods for there is 


produce and the rest is raw and} 


unprocessed, Mr. Jaeger said. 


® However, the spectacular rise 
in frozen foods offers a good ex- 
ample of the importance of store 
displays, aggressive merchandising 
‘and wooing the housewife, he 
said. The “pre-conditioning” im- 
pact of the big and appealing 
frozen food departments and cab- 
inets have a dramatic effect on the 
/average shopper, he added. 

_ “While canned foods get less 
‘retail display space and exposure, 
frozen foods are all dressed up in 
_the trappings of special and dra- 
‘matic display,” Mr. Jaeger said. 


plenty of room for both,” he said. This is the secret that gives these 
However, “canners must join to-| foods their terrific appeal to im- 
gether in finding a way to get more pulse buying, he concluded. 
display space in food stores and | 
supermarkets, 


devise promotions | 
that mobilize the wholesale and To Guenther, Brown & Berne 
/retail sales effort, and get con-| 


Turbo Jet Mfg. Co., Cincinnati 
|/sumers to buy more canned food. 


| Americans consume $64 billion of 


food annually, but less than 6% 
/is canned and little muvre than 1% 
jis frozen. More than 10% is fresh 


| 


maker of leaf mills, a power op- 
| erated unit which gathers and pul- 
|verizes leaves, has appointed 
| Guenther, Brown & Berne, Cincin- 
|nati, to handle advertising and 
sales promotion. 


No Matter 


How Much Money 


You Spend— 


No Matter 


How Much “Color” 


You use— 


—you can't cover 
The Detroit Times 


“HALF’ 


of the Detroit Market 
without advertising 


The Detroit Times. 


The Detroit Times “H ALF” of the Detroit Market 
Is Just as Important as the “Other Half” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Advertising Age, March 23, 1953 


Resorts’ Ads May 
Refer to Churches, 
N. Y. Group Rules 


ALBANY, March 17—The New 
York State Commission Against 
Discrimination has ruled that ref- 
erences to the location of churches 
in resort hotel advertising do not 
violate state law. 

Chairman Edward W. Edwards 
announced the commission ruling. 
The vote was three to one not to 
declare such advertising a viola- 
tion. 

The ruling was reached on 
charges’ made by the American 
Jewish Congress Oct. 7, supported 
by the American Jewish Commit- 
tee and the Anti-Defamation 
League of B’nai B’rith, Jewish fra- 
ternal group. The commission con- 
ducted informal hearings Dec. 8 
and 9 last year. 

The ‘complainants contended 
phrases such as “near churches,” 
and “Protestant and Catholic 
churches” in resort hotel ads con- 
stituted “not only an evasion, but 
a direct violation of the law.” 


s The American Jewish Commit- 
tee said such phrases were sub- 
stitutes for previously outlawed 
advertisements calling attention to 
“restricted clientele.” 

The commission ruled the 
phrases cited, as well as substan- 
tially similar ones, did not consti- 
tute a violation—“in and of them- 
selves”—of the public accommoda- 
tions provisions of the law against 
discrimination. 

In announcing rejection of the 
complainants’ arguments, Mr. Ed- 
wards cited the contention of the 
New York State Catholic Welfare 
Committee that the phrases were 
no more discriminatory than the 
words “dietary laws observed” 
often contained in predominantly 
Jewish resort advertising. 

The Catholic group, Mr. Ed- 
wards said, contended the church 
references were “designed to in- 
form and assure, not to discrimi- 
nate,” and were of value to Catho- 
lics, who wanted to know the lo- 
cation of churches before planning 
vacations. 

The Protestant Council of the 
City of New York, which also op- 
posed the American Jewish Com- 
mittee’s contention, submitted a 
statement to the commission. The 
council said it believed in “adver- 
tising churches whenever and 
wherever possible and encouraging 
people to watch church advertis- 
ing and to go to places where they 
can find religious facilities.” 


Wilson Heads Dashew PR 


Helen R. Wilson, currently 
public relations director for the 
Los Angeles chapter of the Sys- 
tems & Procedures Assn. of Amer- 
ica, has been appointed public re- 
lations director for Dashew Busi- 
ness Machines Inc., Los Angeles. 


Maxon Inc. Appoints Toolin 


Donald H. Toolin, formerly ad- 
vertising manager of A&P Food 
Stores (central western division), 
has joined the merchandising de- 
partment of Maxon Inc., Detroit 
agency. 


2K SALES INCENTIVE PROGRAMS 


CARTAN 


about all-expense trips offered 
as bonus awards, sales prizes 
or to sales meetings. 

United States -Canada- Mexico 
Europe - Bermuda: Caribbean Area 
5-50 day programs to your needs 


CARTAN Tra 
2 


Avenue 
Chicego 3 © FRanklin 2-2742 
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Who is Mr. X ? 
He’s a thousand different men. 
And every day he blocks a thousand different sales. 


He’s the fellow your salesman never sees... 
maybe doesn’t even know he exists. 


But he crops up more often than you may realize. 
He’s the man who sits in on a buying decision 
and says, “Never heard of that outfit.”” The block 
thrown up by Mr. X can kill the sale—or divert 
it to a competitor. 


This serious problem in industrial selling was 
brought into sharp focus by a thorough survey 
recently made in one fairly large company. 


This company had 125 key officials and 97 of them 
stated that they had a voice in buying decisions. 


30 of these men with buying influence make a 
practice of seeing salesmen... but the other 
67 almost never had a direct sales contact! 


know about 


your product ? 


The firms which were attempting to sell this’ 
company invariably had no more than six sales 
contacts. Depending upon the product sold, these 
firms were missing from 30 to 67 men who could 


block the sale. 


Reaching and influencing such men is one of the 
*main jobs of your publication advertising. 
Establishing contact with all the hidden buying 
influences and with the oncoming crop of new 
men is a far greater job than any sales force can 
cope with personally. But these men must read 
industrial publications . . . and 95% of the readers 
of business papers read the advertisements. 


Why not talk this over with your advertising 
agency ? A capable agency which has the benefit 
of a completely frank discussion of sales problems 
can help immeasurably in solving them. 


And an effective advertising program, well planned 
and executed, can put “Mr. X” on your team 
when buying decisions are discussed. 


PUBLISHING 


THE PENTON ruwuaue 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Bizzell Joins Leo Burnett 


Herman A. Bizzell, formerly di- 
vision advertising manager for 
Svecony-Vacuum Oil Co., Chicago, 
has joined Leo Burnett Co., Chi- 
cugo, as a merchandising special- 
st. 


Van Lom Joins West-Marquis 


Melvin J. Van Lom, formerly 
production manager with Richard 
G. Montgomery & Associates, Port- 
land, Ore., has joined West-Mar- 
quis, Portland, as an account ex- 
ecutive. 


GET YOUR ART & PHOTO BUYERS GUIDE 


. the SECOND ANNUAL ART & PHOTO BUYERS 
GUIDE to help you find the man or organization to handle 
job — artists, illustrators, letterers, retouchers, photographers, 
art and photo studios, photo reproduction services — over 1200 
listings classified by 191 different services. 


FREE with your subscription 


The Buyers Guide is an oversize issue of Art Director & Studie 
News, the monthly magazine of advertising and editorial art and 
photography; there is ne extra charge for it. 


$2.00 fer a year’s subscription (12 issues) to ART DIRECTOR & 
STUDIO NEWS to start with the February Guide issue. Guide 


Just out.. 


issue alone — $1.00. 


ART DIRECTOR & STUDIO NEWS 
Dept. A3, 43 E. 49th Street, New York 17, N. Y. 
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Sessions Calls Its Clock Tower Display 
and Contest ‘Best Deal in the Business’ 


FORESTVILLE, Conn., March 18— 
Sessions Clock Co. is all wound up 
in a new contest and display pro- 
motion which utilizes a striking 
new clock tower display. 

It got under way early this 
month, and makes extensive use 
of consumer contest techniques to 
hypo a trade promotion, and to in- 
crease the efficiency of a point of 
purchase instrument. 

The clock tower display unit is 
being offered at $15.85 to all Ses- 
sions dealers as part of a campaign 
that Sessions executives call “the 
biggest and best deal ever offered 
in the cloek business.” Dealers 
are told the tower display is actu- 
ally self-liquidating. 


= Made of steel and mounted on a 
sturdy frame, the clock tower dis- 
plays 16 clocks. It is 44” high, takes 
less than one and a half square 
feet of counter space, and revolves 


at the touch of a finger. For dealers 
who prefer a wall location or an is- 
land display a bracket is attached. 

Dealers are offered a bonus of 
four Sessions teapot clocks free, 
which not only pays for the dis- 
play, but enables the dealer to re- 
alize a prefit bonus of 15% above 
his normal profit. 


Sessions has launched a $20,000 
distributor salesmen’s and sales 
manager’s prize contest. 

Called the Sessions 1953 Minute 
Man contest, the first grand prize 
is a 1953 Cadillac convertible, plus 
a sales manager’s prize of a five- 
day Bermuda vacation for two. 


s Eligible to participate in the 
contest, which began March 2 and 
ends Aug. 31, are authorized Ses- 
sions distributors of clocks who sell 
to the retail trade and salesmen 
jin the fulltime employ of an 


CAR 


REGISTRATION 


UP 


The number of automobiles on 
metropolitan Seattle’s busy 
streets is another indication of 
the size and importance of this 
rich market. There were 
246,461 automobiles regis- 
tered in metropolitan Seattle 
(King County) last year—an 
increase of 48.5 per cent in the 
past ten years*. During this 
same period, the increase na- 
tionally was 38 per cent. 

You reach this important 
market of 675,699 people 
(A.B.C. city zone population) 
through frequent, consistent ad- 
vertising in The SEATTLE TIMES. 


(*There were 165,915 passenger cars 
registered in King County in 1942) 


SEATTLE’S ACCEPTED NEWSPAPER 


THE SEATTLE TIMES 
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Artist's sketch of Seattle's famous Lake Washington Floating Bridge 


oy 


To inaugurate the promotion, | 


authorized distributor. There are 
440 prize awards which will go to 
salesmen exceeding their indivi- 
dual quotas by the highest percent- 
age. The sales manager’s prize will 
be awarded to the distributor’s 
sales manager whose organization 
exceeds its house quota by the 
greatest percentage. 

To qualify, the distributor must 
send an order for a Sessions Clock 
Tower for each salesman entering 
the contest. In addition to the Cad- 
illac, there are four additional 
grand prizes for second, third, 
fourth and fifth prize winners, con- 
sisting of mink stoles which are 
valued at $795. 


# As another deal im the contest, 
the Sessions saucer clock at $3.95 
retail has been put up in an eight- 
clock deal with a free permanent 
counter display. Each month, for 
the next five months, a new clock 
or clock promotion package will 
be introduced. Each will carry ex- 
tra contest points for Sessions’ dis- 
tributor salesmen. 

Spreads announcing the clock 
tower deal appeared in Electrical 
Merchandising, Hardware Age, 
Jewelers’ Circular-Keystone and 
Retailing Daily in March. A con- 
sumer advertising campaign, con- 
sisting of full and half pages in 
both b&w and color, will break in 
April issues of Look. 

Distributors received first-hand 
information of the Sessions pro- 
motion and contest from clock sales 
manager Douglas Lapham in a 
nationwide series of February and 
March meetings. 


McGlinn Named Assistant 
to Al Paul Lefton Co. Head 


Frank C. P. McGlinn, formerly 
secretary of the Republican Fi- 
nance ree: Pennsylvania, 

as 
pointed assistant 
to Al Paul Lef- 
ton, head of Al 
Paul Lefton Co., 
Philadelphia 
agency. 

For a number 
of years follow- 
ing his gradua- 
tion from law 
school, Mr. Mc- 
Glinn was associ- 
Frank C. P. McGlinnated with a Phil- 

adelphia law 
firm. In 1947 he was president of 
the Philadelphia Junior Chamber 
of Commerce. 


TV Rivals Merge, File Singly 
Television Associates of Rhode 
| Island Inc., Providence, and New 
England Television Co. of Rhode 
Island, which had previously filed 
competitive applications for u.h.f. 
| Channel 16, have merged and filed 
la non-competitive application un- 
‘der the second name. Television 
| Associates has purchased New 
_ England Television stock, but the 
latter will retain its identity. 


‘Levy Heads Vick Knight PR 

| Hank Levy, formerly associated 
| with Smith & Bull, Hollywood, has 
_been appointed public relations di- 
|rector with Vick Knight Advertis- 
‘ing, Los Angeles. 
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Williams Tells How 
Clarence Birdseye 
Started an Industry 


New York, March 17—How a 
$20,000 firm—which later went 
bankrupt—sparked the billion dol- 
lar frozen food industry is the 
story told in a new “stock-taking” 
pamphlet. 

Entitled “An Industry is Born,” 
the pamphlet reprints a_ story 
written by E. W. Williams, editor 
of Quick Frozen Foods, for the 
magazine’s March issue. Hero of 
the tale is Clarence Birdseye, who 
less than 30 years ago took a $20,- 
000 stock subscription and founded 
a fish freezing plant based on a 
new idea of quick freezing. His 
method prevented formation of 
large ice crystals and sealed up 
original flavors and juices. 


® The company went into receiv- 
ership, only to be revived the next 
year with a larger stock issue, the 
pamphlet states. But it was not 
until the development of the mul- 
tiple-plate freezer in the late 1920s 
that the new industry began to 
move up, Mr. Williams says. 

The current frozen food situa- 
tion also gets a lot of attention 
from Mr. Williams, including proc- 
essing, distributing and retailing, 
prices and financing, and—all-im- 
portant to the frozen foods man— 
cabinets. 

Despite the placement in 1952 
of some 75,000 retail cabinets, 
bringing the total to over 450,000, 
the shortage of store cabinet space 
is more acute than ever before, 
says Mr. Williams. 


# Other points made in the indus- 
try review include the following: 

“B” grade merchandise, intro- 
duced early in 1951, has since es- 
tablished itself in the industry. 
During 1952 chains and supermar- 
kets went in heavily for the “19¢” 
brands, including A&P, Kroger, 
and Grand Union. 

Despite the trend to direct deal- 
ing, brokers have never before 
been so needed in the industry. 
But the big need today is for the 
merchandise broker, selling the 
chain stores. 

In 1945 about 80% of frozen 
food shipments were made by 
railroads; today the situation is 
changed, and over 65% of the in- 
dustry’s tonnage is carried by re- 
frigerated trucks. 


# The number of home freezers in 
U. S. homes jumped to over 5,000,- 
000 at the end of 1952, compared 
with 4,000,000 a year earlier. 
Sparking the upsurge is the food 
club plan with its “buy a freezer 
and get frozen foods at wholesale” 
deal. Today there are close to 1,000 
such plans in operation. 

With OPS price regulations on 
meat gone, there should be a big 
immediate upsurge in frozen meat 
production, especially in the 
heavier cuts—steaks, chops, roasts, 
etc. Other product trends are the 
increased popularity of southern 
vegetables—okra, blackeye peas, 
squash, collard greens, turnip 
greens, etc.—and a growing public 
appetite for fried foods. 

The pamphlet can be obtained 
from Quick Frozen Foods, 82 Wall 
St., New York 5. 


Gets Allstate Brokerage 


Robinson Potter Co., Chicago, 
has been appointed to handle the 
$250,000 account of Allstate Bro- 
kerage Co., Chicago, business bro- 
ker. Newspapers, magazines, radio 
and trade publications will be 
used. The advertising was former- 
ly placed direct. 


Cuneo Appoints Koehler 

Cuneo Press, Chi , has ap- 
pointed Richard Koehler director 
of the department of design and 
typography. He su Burton 
Cherry, who has formed a design 
studio, Burton Cherry & Associates, 
at 209 E. Superior St., Chicago. 


Here's Hiow to Go Home 
In 1.141 Midwest Towns 


ut a colored pin anywhere on the map of Nebraska or 
Western [owa and check the closest town. 

Chances are good you'll find your product on dealers’ 
shelves or showrooms. 

Chances are equally good this town will be one of 1,141 
where the World-Herald goes home every day by carrier 
delivery. 

If you do business in this wealthy Midwest area, there’s 
one fact you can count on: wherever your product is sold, 
The World-Herald is there, too . . . delivered right to the 
homes of the people who make your market. 

It takes 3,000 newspaperboys to give our advertisers this 
kind of coverage, but when the boys have finished their daily 
rounds, a quarter-million families are reading The World- 
Herald and making the buying decisions that mean more sales 
in every one of those 1,141 homes. 

For more facts about the Nebraska-Western Iowa Mar- 
ket, get your copy of our new 1953 Market Book. Ask any 
O’Mara and Ormsbee man or write our National Advertising 
Department. 


Omaha World-Herald 


“ 


3S ae 


READ IN 3 OUT OF 5 HOMES 
IN NEBRASKA AND WESTERN IOWA «= 


oe o@ market of 1% million people 
», with 2 billion dollars to spend 


pear 250,266 Daily 
. eo 4 259,710 Sunday 
Average paid circulation 

for February, 1953 


O'MARA & ORMSBEE, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 
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Sales and PR Notions... 


iL oneeeeneennell 


Merchandising Devices 


e Lennox Furnace Co., Marshali- and special privileges such as aid 
town, Ia., maker of Aire-Flo heat- | in cashing checks and making hotel 
ing units, is using, of all things, a; reservations while traveling. A 
package of Kleenex as its latest salesman qualifies as a “consult- 


dealer promotion gimmick. 

The promotion was built around | 
Lennox’s four-color “Sniffle Test’ | 
ad in the March 7 issue of The. 
Saturday Evening Post (see cut). 
An advance ad proof and a Kleen- 
ex package were mailed to all 


Can your home pass the Gniffle Test 7 | 


Lennox dealers a couple of weeks 
early. Two days later, each dealer 
received a tie-in kit containing, 
among other things, a large blowup 
poster of the March 7 ad, and a 
promotion bulletin explaining how 
the Kleenex package and ad re- 
print can be used by dealers them- 
selves for selected mailings. 

A statement on the _ reprint 
makes the pitch: “If the supermar- 
kets in your town have been sell- 
ing more Kleenex than ever, the 
reason may be that a lot of homes 
can’t pass the ‘Sniffle Test.’...And 
for every home in your town that 
can’t...you have a hot prospect for 
Lennox Aire-Flo Heating.” 


e A “checkbook” approach to tell- 
ing employes about company fiscal 
operations is contributed by West- 
inghouse Electric Corp., Pittsburgh. 
The latest issue of its house organ, 
“Westinghouse News,” takes the 
form of a checkbook in which 11 
checks dispose of the company’s 
$1,463,371,812 in 1952 sales. On the 
page facing each “check” is an ex- 
planation of each item paid for. An 
important point: No less than five 
of the notes are made out to ‘““West- 
inghouse Employes,” or are to pay 
for employe benefits. 

Westinghouse feels that the ap- 
proach may “more indelibly stamp 
on the employe’s mind that the 
problem of spending less than is 
taken in is not peculiar to him—it 
plagues corporations too.” 


e Webster-Chicago Corp. is meet- 
ing the problem of lack of incen- 
tive in retail salesmanship by pro- 
fessionalizing its salesmen. 

The goal of Webster’s current 
sales training program is to certify 
all of its retail] salesmen as “sound 
consultants.” Under the program’s 
terms, a salesman who qualifies 
receives a certificate, a lapel pin 


ant” if he passes three quizzes and 
sells one phonograph or disc 
changer and one tape recorder. As 
further incentive, Webster gave 
ten shares of stock to each of the 
first ten distributors to train and 
qualify ten retail salesmen. 

As to the program’s success— 
Webster says it certified its 500th 
sound consultant last week. 


e Winston & Newell Co., Minne- 
apolis wholesale food _ supplier, 
called in the Milwaukee Railroad 
to help make a success of the re- 
cent opening of its new suburban 
warehouse in Hopkins, Minn. 
Stockholders, civic officials and 


/press members were invited to the 


; Warehouse party by means of a| 
railroad ticket for a seven-car spe- 
cial train, the “Winston & Newell 
Express.”” Coupons on the ticket 
provided automobile parking at 
|the depot, a ten-mile train ride 
from the downtown Milwaukee 
Road depot to the warehouse, and) 
a return. 


consisting of four order trucks 
yoked to an electric tow truck— 
were provided for the quarter- 
mile tour of the warehouse. Tape- 
recorded announcements broadcast 
automatically over the warehouse 
“message repeater’ system ex- 
plained the goings-on in each area 
of the warehouse. The “Express” 
loudspeaker system was also used 
to drum up interest. At the regu- 
lar open house for dealers and sup- 
pliers the next day a four-act stage 
show was presented. Altogether, 
attendance at the showings came 


inally planned for. 


took months of preparation, and. 


Later, seven more “trains”— © 


to three times the 2,000 guests orig-| 


enn MOPRING 
- on oe Pe a 


Se ne wr ii &o tires j 


PARKING ¢ 
MINNEAPOL tg 


MINN® SP Ot as 
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..| was a big public relations success. 
+ \It even stimulated guests to buy 


stock in the firm, he said. 
| 
e Merchandising a public relations 
| program is not nearly as common 
'as it could be, in the view of Ken- 
nametal Inc., Latrobe, Pa., maker 
of cemented carbides equipment. 
Kennametal has started the 
practice of sending a fat sheaf of 
“outside” publicity on its activities 
to all sales and management per- 
sonnel, agents, representatives and 
stockholders. In the current issue’s 
attractive letterpress folder are 
photo-offset reproductions of 
stories and articles in business 
magazines, trade and_ technical 


_| papers and newspapers, ranging all 


the way from Business Week to the 


| Bulletin, Latrobe, Pa. 


e A retailer’s profit participation 
plan was established recently by 
Rival Mfg. Co., Kansas City, Mo., 


; OWN TICKET—Winston & Newell Co. had home appliance maker. The plan 
According to company president this special ticket printed to give guests a Works like this: 

Thomas G. Harrison, the affair 10-mile ride, parking space, etc., for a Dealers enrolled in the plan re- 

warehouse open house. 


|ceive bonus coupons of varying 


quorantee beginning with Sept. ‘53 
ne increase in bese rate! 


WHAT SPENDERS! 


These 3%-million families 
with BUY on their minds 
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point values for each electrical 
item they purchase—a 50-point 
coupon for a steam iron, 300 points 
for a turnspit broiler, etc. These 
are redeemable for any of a num- 
ber of Rival housewares. Distri-| 
butor salesmen, in turn, are 
awarded one or more of the elec-| 
trical products after selling a speci-. 
fied number of retailers. Rival says 
that the plan means nearly 5% 
extra profit for the dealer. 

A special gimmick: In the profit. 
plan brochure sent to dealers is 
a special envelope for returning. 
coupons. The envelope itseif is| 
worth 100 points. 


Bastord Promotes Pataky | 

Francis Pataky has been named. 
executive art Director of G. M.) 
Basford Co., New York and Cleve-| 
land agency. He will supervise | 
liaison among art directors, ac-| 
count men and management. He. 
has been with Basford seven years. | 


| 
Webster-Chicago Boosts Owen 
Webster-Chieago Corp., Chicago | 


accessory equipment and wire and | 
tape recorders, has promoted Noz- 
man C. Owen, general sales man- 
ager, to v.p. in charge of sales. 


Lewis Joins Emil Mogul Co.:; 


I. Smallman Names Agency 

Arthur Lewis, formerly with 
Harry B. Cohen Advertising Co., 
New York, has joined Emil Mogul 
Co., New York, as traffic manager. 

I. Smallman & Sons, Paterson, 
N. J., manufacturer of leather 
wallets, has appointed the agency 
to handle its advertising. 


Fairchild Promotes Hyatt 
Judson A. V. Hyatt, formerly in. 
charge of market evaluation, has 
been named sales manager of the 
graphic arts division of Fairchild, 
Camera & Instrument Corp., Syos-_ 
set, N. Y. Mr. Hyatt will have 
charge of all marketing phases of 
the Scan-a-Graver, electronic ma- 
chine for making plastic halftones. 


Owen to Netedu Advertising | 
J. Dean Owen, formerly with | 


executive with Netedu Advertis- | 


NOW WE ARE FOUR—What with a fourth anniversary to celebrate, the employes 

of Edwards Agency, Los Ange'es, gathered in their new office on La Cienega Blvd. 

for a picture. Edward Koblitz, agency founder, is seated at his desk next to Toby 

Miller, director of production. Grouped behind them are (from left) Lawrence 

Koblitz, account executive; Nona Cooper, bookkeeper; Irwin Kurtz, account execu- 

tive; Lee Blefield and Gloria Tevis, artists; Gerry Vinnick, secretary, and Bell DeMeo, 
artist. 


CBS-TV Names Victory 


James Thomas Victory, formerly 


Gascoigne & Owen, St. Joseph,| with 20th Century-Fox Film Corp., 
Mich., has been appointed account! has joined the sales staff of the 


film division of CBS Television, 


manufacturer of photographs and ing, St. Joseph, effective April 1. |New York. 


Joins H-R Representatives 

John Soell, formerly of DuMont 
Television Network, has been add- 
ed to the sales staff of H-R Rep- 
/resentatives, New York, radio-TV 
/station representative. 


NLY two other man-woman magazines top 

Better Homes & Gardens’ 3°5-million circu- 
lation. But for prospects who are eager to buy 
you can be sure that BH&G tops them all. 


For everything in BH&G is devoted to what only 


the BUY-minded love: news, 


notes, information 
and practical suggestions on how to live fuller 
lives—and where to buy what it takes to do so. 


Thus, BH&G’s multimillions include only your 
best possible prospects— selected families with a 
receptive regard for BH&G’s buying advice. 

When BH&G carries your wares into 334-million 
homes like these, you re set to snare a full share of 
buyers—not merely attract a big share of readers. 


BH«G BOVor06icat BRIEFS 


@ In 1952— Another new high for BH&G in newsstand sales. 


© More dollars of advertising. more lines of advertising and 
more pages of advertising were placed in BH&G in 1952 
than in any other major monthly magazine. 


© BU&G has exploded the myth that selected circulation must 
be small, BH&G now offers advertisers more than 3%4- 
million families—screened to be top prospects for almost 


anything on the market. 


MEREDITH PUBLISHING COMPANY 


Des Moines, lowa 


Radio-TV Sponsors 
Prefer the Drama, 
‘FACTuary’ Finds 


| Larcumont, N. Y., March 18— 
_Drama is an easy first choice with 
‘radio and TV network sponsors 
'these days. 

| James M. Boerst, publisher of 
_“FACTuary,” reports there are 
/now 55 sponsored TV programs 
and 49 sponsored radio shows in 
the dramatic category. 

Sub-divisions for the dramatic 
fare are: Plays—19 on TV and 14 
on radio; mystery and detective— 
16 on TV and 13 on radio; situation 
comedy—16 on TV and 13 on ra- 
dio; juvenile and western—four on 
TV and nine on radio. 

Second most prominent program 
type on TV is children’s variety. 
The runner-up on radio is news. 

Executives Radio-TV Service 
lists 144 television sponsors for 158 
programs, compared with 166 ad- 
vertisers and 158 shows for the 
same period last year. Radio totals 
show 140 sponsors and 200 pro- 
grams, against 132 sponsors and 
202 programs in March, 1952. 


Broyles Appoints Edgar 

J. L. (Reed) Edgar has been ap- 
pointed account executive for 
Galen E. Broyles Agency, Denver. 
He formerly was advertising man- 
ager of Denver Wholesale Florists 


Co. 
Miss Dube to MacManus, John 


Marianne Dube, formerly with 
Elizabeth Arden Sales Corp. hand- 
ling publicity and public relations, 
has joined the New York office of 
MacManus, John & Adams in a 
similar capacity. 


Solomon Joins Industrial 
Charles Solomon, formerly ad- 
vertising manager of American 
Safety Razor Co., has been named 
merchandising consultant of In- 
dustrial Lithographic Co., Na 


York, 


ABC-TV Appoints Henry 

. Sam Henry Jr., formerly a v.p. 
of Robert W. Orr & Associates, 
New York, has joined American 
Broadcasting Co., New York, as 
an account executive in the TV 
sales department. 


To Don Dawson Advertising 

Steinfeld’s Products Co., Port- 
land, Ore., packer of sauerkraut 
and pickles, has appointed Don 
Dawson Advertising, Portland, to 
handle advertising. 


the Fabulous Southwest 


The Biggest 30c Buy 
In The Nation 


Bianketing 24 Counties 
of West Texas 
and Southern New Mexico 


Y/> BILLION DOLLAR 
RETAIL SALES 


Covered Exclusively by 


Che Zl Paso Cimes 


An Independent Newspaper 
Merning and Sunday 


Paso Herald-Post 
A Scripps-Howord Newspaper 
Evening 


ONE LOW RATE 
BUYS BOTH!. 
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Elks Magazine 
added 


MORE LINAGE 


in 1952 over 1951 
than any of the 11 other 


LEADING MONTHLY 
MAGAZINES 


in the 
fraternal, outdoor 
and 
general groups 


MAGAZINE 


New York © Chicago © Detroit ¢ Los Angeles 


‘Electrical Dealer’ 
Starts Sell-Thru 
Club for Salesmen 


CLEVELAND, March 17—In its 
March issue, Electrical Dealer an- 
nounces the creation of the Sell- 
Thru Club, designed to help spur 
distributor salesmen to do a better 
job for dealers in the electrical 
appliance field by “selling through 
rather than selling to them.” 

Dealers are asked to nominate a 
salesman they think is doing an 
outstanding job for them. A sales- 
man, to qualify, must be nomi- 
nated by at least three of the deal- 
ers whom he serves. 

The dealer is to determine 
whether the salesman, to the best 
of his knowledge, practices the six 
points for helping dealers out- 
lined in a “Distributor Salesmen’s 
Operating Code” established by the 
publication. 


s Salesmen chosen for member- 
ship receive a pocket cigaret light- 
er engraved with the club emblem 
and a certified membership card. 
The salesman’s picture will be 
printed in Electrical Dealer with 
the comments of the dealers nomi- 

This plan is part of a program 
the publication has undertaken to 
help salesmen become more useful! 
to dealers. 

The first step was taken in Janu- 
ary when the magazine began pub- 
lishing a special 12-page section 
for electrical appliances distribu- 
tor salesmen. This section is bound 
into copies of the magazine, which 
is mailed to about 10,000 distribu- 
tor salesmen each month. 


‘oe 


ma * 


* 


LISTENERS PER DOLLAR 
(1-time, % hour, daytime rates) 


KWKH is your most economical, most productive 
radio buy in the great Arkansas-Louisiana-Texas area. 


KWKEH delivers almost three times as many Average 
Daily Listeners as the second Shreveport station. And 


KWKH’s cost-per-thousand listeners is 46.4% less! A 


The audience figures above are from the new Standard 
Station Audience Report—the more conservative of the 
two recent audience surveys made in this area. 


Write direct or ask your Branham man for proof of 
KWKH’s overwhelming superiority. 


The Branham Company, Representatives 


eu 


‘? KWKH_'s Cost-Per-Thousand 
Listeners is 46.4% LESS 
| than the Second Shreveport Station! 


Pe. 


50,000 Watts - CBS 


KW KH 


Shreveport Times Station 


Henry Clay, General Manager 


Getting Personal 


To celebrate his 40th anniversary in advertising agency activity 
in southern California, Chet Crank, of the Los Angeles firm that 
bears his name, and Mrs. Crank depart from New York aboard the 
Ile de France April 2 for an extensive motor tour of Europe. They 
expect to be gone for eight months... 

April 6 will call for special celebration in the offices of Hart 
Lehman, Advertising, New York. It will mark the 25th anniver- 
sary otf the company headed by Hart E. Lehman, who began his 
career with the old Albert Frank agency...Commercial manager 
William F. Malo of WDRC, Hartford, Conn., is celebrating his 23rd 
year with the station... 

David W. Stotter, v.p. of MacFarland, Aveyard & Co., Chicago, 
has been named chairman of the public relations committee of the 
1953 Combined Jewish Appeal for $7,500,000. Twenty other Chi- 
cago agency men and women are working with him on the 
committee. . . 

Fred Teague of the national advertising department of the San 
Francisco Chronicle has left the newspaper for active duty with 
the Adjutant General Corps of the Army at Fort Ord., Cal... 
Wilder Wylie, commercial writer for Young & Rubicam, Holly- 
wood, is publicizing the arrival of a son, John Myron, who checked 
in at St. John’s Hospital, Santa Monica, on March 1... 

Harold W. McGraw, v.p. of McGraw-Hill Publishing Co., is 
chairman of the newly organized Joint Conference for Better 
Government in New York, a nonpartisan agency which civic, trade 
and taxpayer groups have joined. The organization seeks more 
efficient and less costly city government. . . 
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* 
¥ 
: 


PLANS ABOARD—Don Smith, advertising manager of Lewyt Corp., and Larry Bar- 
nett of Life’s sales promotion department, on vacotion in the West Indies, swear 
they spent time on this sloop working up a “Life with Lewyt’’ promotion. 


Bill Rockett of Chambers & Wiswell, Boston, soaked up a couple 
of weeks of Bermuda sun while visiting friends at Flatts Village 
there...The U. S. Veterans Administration recently cited Hap 
Kern and the papers he publishes—the Boston Record American 
and Sunday Advertiser—for “unselfish efforts and continuing in- 
terest in the welfare of hospitalized veterans.” The award was 
made at a luncheon attended by regional VA directors... 

Wayne C. Smith, publisher of the Record and Journal, Meriden, 
Conn., and his wife, Blanche, executive editor of the two papers, 
are on a tour of the Mediterranean area...Oscar Leiding, in the 
p.r. department of N. W. Ayer & Son, New York, has been named 
Connecticut chairman of Sigma Delta Chi, professional journalistic 
fraternity. His home is in Darien... 

John J. Maslen, account executive of Rosner-Lewis Advertising 
Agency, Bridgeport, Conn., heads the special events committee of 
the Bridgeport chapter of the Red Cross... 

At the Salvation Army’s annual dinner meeting in St. Louis, 
Bob Hyland, general sales manager of KMOX, received a plaque 
honoring the station’s sponsorship of the sixth annual “Tree of 
Lights” campaign—a Christmas fund promotion for the SA... 

Willard A. Pleuthner, a v.p. at Batten, Barton, Durstine & Os- 
born, New York, sailed on the Queen Mary for a trip through France 
and Spain... 

Cecilia Long, account executive at Ronalds Advertising Agency, 
Toronto, has been devoting her spare time to heading a women’s 
canvass committee of the Women’s College Hospital in a fund-rais- 
ing drive. Miss Long’s sales training of the group paid off; one of 
her door-to-door canvassers collected $10,000 from a sympathetic 
widow. . . 

Tax expert J. K. Lasser, whose story appeared in a recent “Pro- 
file’ in The New Yorker, has two more books out this month. One, 
“Managing Your Money,” was written with Sylvia Porter, financial 
editor and columnist of the New York Post, and was published by 
Holt. The other, “Tax Shelter for the Family,” written in collabora- 
tion with William J. Casey, was published by Business Reports Inc. . . 


Bertha Bannan, Boston radio and TV representative, suffered a 
bad fall on Cape Cod recently and is now at Cape Cod Hospitai, 
Hyannis, waiting for three leg fractures to mend... 

Another volunteer post for Donald Thornburgh, president and 
general manager of the WCAU Stations in Philadelphia, is chairman 
of radio and television for Crusade for Freedom for the state of 
Pennsylvania. . . 

Francis S. Murphy, editor and publisher of the Hartford Times, 
has been named honorary chairman of the Hartford Heart Fund 
campaign. Col. John R. Reitemeyer, publisher of the Hartford Cour- 
ant, was named to the executive committee... 
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‘by the Federal Communications; gest headache comes ‘rom the 
Commission had helped to aggra- | mystery surrounding se ret deals” 
vate the problem. He characterized | giving rise to wild rumo.s far re- 
WJR and WGAR as non-rate cut-| moved from fact by the ime they 
ters. filter through various c)annels. 
“If radio and TV make a special | 
= A member of the audience had|deal or a package o'er, they 
still another nominee for the vil-| should let all the buy rs know 
lain role. He said independents, about it and everybod, will be 
which depend on lecal advertisers | happy,” Miss McKenna .ivised. 

| for most of their revenue, start the 
ball rolling and network stations G. R. Godfrey Backs Purse 
'accelerate the pace when they | Promotion: Po r> 
move in to try to get some of this Mass. is lownehing 8 ao, , Sone nt 


sas ge test to promote its 4-in-! Princess 


| 
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rize is a round trip to Bermuda;Hayward Hosiery Co. (Thread 
a Colonial Airlines. O’Life stockings). Ads will appear 

Manufacturers tying in are Na-|in Seventeen, and radio and TV 
tional Radio, American Tourister|spots will be used. William J. 
(Hi-Taper luggage), Stein-Sulkis| Small Agency, Boston, handles the 
Shoe Co. (Daytona shoes) and/ account. 


AE 


Hundreds of Ad Agencies rely on Filmack 
for TV Spots by Mail. With eur 35 Yeers 
Experience , Huge Facilities, and Expert 
Cratismen, we cen produce all types of 


Lone spokesman for the buyer 
was Miss McKenna, who took the 
position that there is “nothing 18, the contest requires con- 
sacred about the status quo of any pte ‘to complete the sentence: 
rate structure.” 
She said the time buyers’ big- by Godfrey because..... ” First 


Purse and five new ladics’ wallets. 


Open to every American woman stop-motien, full animation and TV slides! 


SUIBIGS 14. 


FIMACH 


“T like the 4-in-1 Princess Purse 


UNCOVER GIRL—What could be more ap- 

propriate than for the New York Art Di- 

rectors Club to invite Jantzen Knitting Mills 

to show its latest collection of “Cover Girl’’ 
swimsuits? 


Radio and TV 
Execs Air Views 
on Rate Cutting 


New York, March 19—The 
search was on for the villain in 
the radio-TV rate cutting melo- 
drama when the workshop session 
of the Radio & Television Execu- 
tives Society was called to order 
here recently. 

Leading the investigation was a 
four-member panel comprised of 
Tom Flanagan of the Station Rep- 
resentatives Assn., Mary McKenna 
of Benton & Bowles, Robert 
Reuchle of WHUM-TV, Reading, 
Pa., and Gordon Gray of WJR, 
Detroit, and WGAR, Cleveland. 
Coordinator was Don McClure of 
McCann-Erickson. 

First man up with nominations 
was Mr. Flanagan, who divided the 
responsibility between the net- 
works, ratings, inexperienced radio 
operators and owners and an over- 
supply of radio stations. 


s “The networks are supposed to 
set the standards. But some of 
them decided that radio was a 
dead pigeon, which would have to 
be sacrificed for television,” said 
the spokesman for the spot radio 
group. He added that they have 
since changed their minds and de- 
cided radio is here to stay. 

Mr. Flanagan said the unilateral 
downward rate trend was started 
by the networks—much against 
the wishes of their affiliates—when 
advertisers began pressuring them 
for cuts. They were in the position 
where their owned-and-operated 
stations would have to bear the 
full burden of time cost conces-— 
sions, unless they could pass part 
of it along to affiliates in an 
across-the-board cut. 

With 2,400 radio stations—an4 
more still to come—there are 
bound to be cuts by some of the 
“weakest, newest or most fearful” | 
operators, Mr. Flanagan pointed 
out. He cited statistics to show how 
crowded the airwaves are in many | 
metropolitan centers. 


® He also voiced the opinion that 
the practice of off-the-card rate | 
deals is not nearly so widespread | 
as the “blown-up” rumors would | 
indicate. 

Mr. Reuchle took issue with him 
on this point, saying that advertis- 
ing agencies don’t have enough 
radio-TV people to keep up with 
all the deals that are offered. He 
laid a major share of the respon- | 
sibility at the door of sponsors, | 
who are helping to destroy the 
medium which has meant so much | 
to them. 

In answer to a question from the | 
floor, Mr. Gray said the free and 
easy dispensing of station licenses | 


=— because it sells all of Florida’s Billion 
Dollar Gold Coust — at one low cost! 


Preferred by Local Advertisers 2-to-1 
—rated over 17 million more lines than the 2nd paper! 


Advertisers find that 
one medium sells the entire 


Gold Coast, with its 830,000 
residents and a billion-plus 


in buying power! 


—led in 27 out of the 28 Retail Advertising classifications 
measured by Media Records 


Preferred by National Advertisers 
—-scored first in 20 out of 22 General Advertising classifications 
measured by Media Records 


This overwhelming preference and record linage is the result of results. Here is a medium 
and a market you simply can’t afford to miss: why not see your SB&F man today? 


JOHN 5S. KNIGHT, Publisher 
STORY BROOKS & FINLEY, Notional Reps. 
Affilioted Stotions — WQAM, WQAM-FM 
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PROCTER « GAMBLE 


Win a mass product, you buy mass markets. 
Mid-America is one — a mass market, dominated by 
farmers. You can’t sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! 


Buy 


Conventions 


March 31-April 2. Point of Purchase Ad- 
vertising Institute, annual meeting and 
exhibit, Palmer House, Chicago. 


tion, Navy Pier, Chicago. 


Hotel, Chicago 

April 21-23. American Newspaper Pub- 
lishers Assn.. annual convention, Waldorf- 
Astoria, New York. 

April 23-25. American Assn. of Ad- 
vertising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W 
Va. 

April 28-May 1. National Assn. of Ra- 
dio and Television Broadcasters, 3lst 
annual convention, Biltmore Hotel, Los 
Angeles. 

April 30-May 3. American Women in 
Radio and Television, Biltmore Hotel. 
Atlanta. 

May 1-3. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 1-3. Advertising Federation of 
America, Fourth District cenvention, 
Floridan Hotel, Tampa, Fla. 

May 3-6, National Newspaper Promotion 
Assn., annual convention, Fort Shelby 
Hotel, Detroit. 

May 6-8. Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 

May 7. Export Advertising Assn., fifth 
annual international advertising conven- 
tion, Hotel Plaza, New York. 

May 13-15. National Assn. of Transpor- 
tation Advertising, annual convention, 
Santa Barbara Biltmore, Santa Barbara, 
Cal. 

May i8-19. Magazine Publishers Assn., 
34th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 21-23. Southern California Adver- 
tising Agencies Assn., 3rd annual confer- 
ence, Del Coronado Hotel, San Diego. 

May 25-26. Inland Daily Press Assn., 
spring meeting. Congress Hotel, Chicago. 

June 8-10. National Sales Executives 
Inc., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

June 10-12. American Marketing Assn., 
summer meeting, Montreal, Can. 

June 10-14. National Business Publica- 
tions, annual meeting. The Broadmoor, 
Colorado Springs, Colo. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 

June 22-25. National Industrial Ad- 
vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

June 27-July 1. National Assn. of Dis- 
play Industries, ‘‘Christmas Conventions,” 
Conrad Hilton Hotel, Chieago. 

Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston, 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 27-29. Mail Advertising Service 
Assn. International, annual convention, 
Hotel Statler, Detroit. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention. 
Penn Harris Hotel, Harrisburg. 

Oct. 12-15. Financial Public Relations 
Asen., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs of 
the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 


April 20-23. American Management | 
Assn., packaging conference and exposi- | 


April 20-23. National Premium Buyers | 
Exposition, 20th annual, Conrad Hilten | 


sary, Boca Raton, Fla. 


Sylvania Boosts Viebranz | 


Alfred C. Viebranz, for the past | 
two years general sales manager | 
of the electronics division of Syl-. 
vania Electric Products Inc., New | 
York, has been named merchandis- 
ing manager of the photolamp 
sales department. | 


O'Neill Joins Promotion Press | 


Stephen E. O'Neill, formerly | 
representative of Bankers Com- 
munity Service Co., has been ap- 
pointed national sales manager of 
Promotion Press, New York, for its 
|bank-sponsored cooperative adver- 
tising plan. 


| Miller Promotes Daggett 

Miller Brewing Co., Milwaukee, 
has promoted Parker Daggett, act- | 
ing manager of the Wisconsin sales’ 
district, to manager. 
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When your product costs important money, 
you want the people who have money. Farm 
families are near the top. And tops among them are 
the readers of Capper’s Farmer. They are the most 
prosperous farm families in Mid-America, itself the 
richest farm market on earth! 


Capr ers 
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PointofSale 
Expenditures 
Hit $70,000,000 


(Continued from Page 1) 

is sizeable, one industry spokesman 
said. But despite the higher price 
level, wood, metals and glass will 
continue to be used to some ex- 
tent for specific display pieces, he 
added—usually to satisfy some ex- | 
isting condition in the display area. | 

The trend to plastics, despite) 
their higher price, is based on the | 
durability of the molded material | 
over lithographed cardboard dis-| 
plays. The plastic display has al-| 
most a lifetime of usefulness, far | 
in excess of the limited period the 
paper or cardboard lithograph of- 
fers. 


® One of the most remarkable ad- 
vances in point of purchase ma- 
terials has been the growth of the 
motion display—the pointed mov- 
ing finger, the stockinged leg 
swinging to and fro, and the va- 
riety of other products that use 
this method to stimulate consumer 
interest. 

Developments in the motion dis- 
play have created an unusually 
heavy demand for this type of 
sales aid and it is constantly gain- 
ing impetus, AA was told. 

New ideas have not only added. 
to the versatility of motion dis-| 
plays, but they also have increased 
their dependability and attractive- | 
ness, and at a constantly diminish- 
ing cost, one manufacturer’s rep- | 
resentative said. 


a In fact, one display materials 
manufacturer is now selling his 
products and services on the basis 
of lithograph, plastic and motion 
units, or a combination of these. 
It has increased his _ potential, 
opened up new consumer areas 
and helped considerably to reduce 
overhead. 

“It is as if a passenger automo- 


LN RGN RA RAEN Or SSP AMEN ENA PER OINRE Nine 
HinterLANGUAGE Spoken Here! 
Momey, human copy that’s under- 
standable — believable to run-of- 
mill folks in the hinterland. TEST A 
SERIES of down-to-earth ads or let- 
ters to produce pay dirt.Write on L.H. 


“That Fellow Bott” . | 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


STAR SALESMAN —A. B. Canning, president, 
Panther Oil & Grease Mfg. Co., Fort 
Worth, with Pankee, a parrakeet with a 
big vocabulary, almost all of it like 
“Panther Oil and Grease,” “Panther Is 
NICE,” etc. Pankee helps out at sales meet- 
ings and he starred in a 10-minute color 
movie. 


bile manufacturer were to add a 


‘line of trucks to his production 


facilities,’ the spokesman  ex- 
plained. “He would continue to 
make and profit from the sale of 
passenger cars, and would have 
the added source of profit from 
the trucks. His overhead would 
be only slightly increased on the 
administrative or management lev- 
el, his salesman would have more 
services to sell, more customers to 
sell to, and the lines would comple- 
ment each other.” 


s One manufacturer reported that 
each year for the past 20 years has 
been a record year in the point of 


| purchase field, and that 1953 will 


undoubtedly establish another new 
record. 

“This is because the medium is 
becoming recognized as a valuable 
means of increasing sales volume,” 
he added. 

This thinking is attested by sev- 
eral industry representatives who 
cite the fact that advertising agen- 
cies are becoming increasingly 
aware of the importance of point 
of purchase display in supplement- 
ing other advertising effort. 

There was a time when the dis- 
play field, because it was non- 
commissionable, got little atten- 
tion from the agencies. Today, 
however, a sizable portion of the 
increased point of purchase vol- 
ume is attributable directly to 
agencies. 

Drug stores currently are using 


Admen 


from 


Kent Feeds 
to Wagners Printers 


for promotion literature and point-of-sale 


From Davenport 


the Mississippi sweeps 


south and west for thirty miles to Musca- 
tine, the “Port City’ home of Kent Feeds. 


A young, progressive management heads 


the thriving firm 
quality livestock 


that sells a wide line of 
feeds on the slogan, “A 


Gold Mine in Your Feed Lot.” Ad Man- 
ager Wally Mann turns to Wagners for 
creative and production help on streamers 


for dealers’ point- 


of-sale, and a continuing 


series of attractive feeding manuals. These 
booklets keep corn belt farmers alerted on 
the latest developments in feeding research. 


Wally says, “We like Wagners quality and 
speed as much as their friendly, sincere 
concern for our getting full value from every 


printing dollar.” 


315 
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May we show you, too? 


Hers - PRINTERS 


TYPOGRAPHERS e 
WEST FOURTH STREET ° 


LITHOGRAPHERS 
DAVENPORT, IA 


39 
more point of purch: © materials 
than ever before, A was told. 
|Counters are usually ‘illed with} 
|display material and ly a small} 
larea next to the cas register is| 
left, meant for wrapp: = packages. | 

FF | 
|@ The growing popu -vity of the} 
| “do-it-yourself” meth i of selling | 
|has been particularly japtable to 
ithe hardware indust And the! 
hardware retailer ha: been quick 


to take advantage o 


the oppor- 
tunity. He knows tha‘ once a cus- 
tomer discovers hov a tool or 


piece of equipment ¢:n help him 
do a better job easier faster and 
cheaper, he is sold. A!! the retailer 
has to do is to get the customer to 
try the equipment. 

With the expansion of chains 
and supermarkets, point of pur- 
chase display is assuming an in- 
creasingly important role in selling 
all types of products. Display ma- 
terial has taken over some of the 
duties of the sales clerk, and the 
newest techniques in mechanical 
selling are being applied to make 
displays more effective sales agents 
than ever before. 


s Growing interest in point of 
purchase displays is evidenced by 
the fact that this year’s attendance 
at the Point of Purchase Advertis- 
ing Institute’s annual convention, 
March 31-April 2 at the Palmer 
House, Chicago, is certain to pass 
the 10,000 visitors mark set at the 
1952 meeting here, J. Kingsley 
Gould, POPAI executive director, 
said. 

An estimate of the growth of the 
industry can be gleaned from the 
fact that Chicago convention floor 
space for exhibitors has been in- 
creased 50% over last year’s show 
here, and already the space is com- 
pletely sold out, Mr. Gould added. 

The show is of importance to 
management, sales, advertising, 
promotion and merchandising ex- 
ecutives because it brings together 
all the technical and artistic ad- 
vances, the new types of display, 
and latest techniques in making 
and using point of purchase ma- 
terials. 


# This year the convention will 
present a special “Hall of Fame” 
exhibit in the Palmer House ar- 
cade. The exhibit will feature dis- 
plays that have done an outstand- 
ing job of advertising and building 
sales volume for consumer prod- 
ucts. The displays, which have 
been in actual use throughout the 
U. S., will be accompanied by 
booklets containing facts and fig- 
ures on the results of each, Mr. 
Gould pointed out. 

The convention wil! also feature 
two merchandising forums. The 
first, on Tuesday, March 31, will 
center on reports from six sales 
and advertising executives repre- 
senting national advertisers on 
their company’s methods of using 
store displays to make other ad- 
vertising more productive in boost- 
ing sales volume. 


Wie a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work ... stock to 
raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 


® Miss Bee Strawway, Life con- 
sumer-consultant, will preside as 
moderator of the second forum, 
which will be an all-female panel 
of six consumer-consultants, on) 
Thursday, April 2. 
In addition to the better known | 
types of displays, the convention | 
will highlight many new devices, | 
using animation, sound, illumina- 
tion and three dimensions. Many 
of these have been perfected only 
recently and will be introduced at. 
the convention, Mr. Gould said. 


Buy 


pers 


Names McKim Advertising 


The Toni division of Gillette Co. | 
of Canada has appointed McKim 
Advertising, Montreal, to handle 
advertising on specia! assignments. 
The agency will direct promotion 
and merchandising of White Rain 
shampoo, which Toni is adding to 
its Canadian line shortly. Spitzer 
/& Mills continues to handle the 
remainder of the Toni account in 
‘Canada, 
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1. The side cards on this Talon zipper dis- 
play are three dimensional, with the 
baskets designed to hold allied sewing 
items like thread, measuring tapes, bind- 
ings, etc. The display is produced by Ket- 
terlinus Litho. Mfg. Co., Primos, Pa. 


2. These Life floor displays are fabricated 
from 26-gauge steel and decorated by the 
lithograph process. Interlecking corners 
make it possible to assemble them with 
a single sheet metal screw. Display holds 
25 copies of the magazine, but the litho- 
graphing gives the impression that there 
are about 100 copies in the stack. Made 
by Robertson Sign Co., Springfield, O. 


3. This four-color mass merchandiser 
helds four cases of Brooks catsup, and 
reportedly jumped sales 200% in one 
week in a St. Louis supermarket test. Pro- 
duced by Chicago Show Printing Co. 


4. A high degree of merchandise display 
is achieved with this 3x3x1’ solid oak 
counter dispenser, made by Harve Ferrill 
& Co., Chicago, for E. R. Squibb & Sons. 


5. The seven individual figures in this 
Lee work clothes display are each 12” 
high; the entire display measures 24”. The 
same artwork was used for the three 
chain pulls in the background, which are 
faced on both sides. Continental Lithogra- 
phers, St. Louis, produced the display. 


6. This three-dimensional football stadi- 
um with a real Zenith radio sitting on the 
playing field was produced by Inlan 
Lithograph Co., Chicago. , 


7. C. D. Baird & Co., Milwaukee, designed 
and produced this self-service mer- 
chandiser for W. A. Sheaffer Pen Co. It 
carries leads, erasers and ball point pen 
refills, and most compartments are ac- 
cessible from the rear of the unit. 


8. This Griesedieck stacker display meas- 
ures 134%x24%”", is lithographed in three 
colers and mounted to 55 points. The 
pointing hand is dimensional and the dis- 
play fits into the hand-carrying hole at 
the top of a carton. Produced by Phelps 
Mfg. Co., Terre Haute. 


9. A flasher lights up Felix Adler’s face 
in this seven-color lithographed display 
for Weinbrenner Shoe Co. Produced by 
Philipp Lithographing Co., Milwaukee. 


10. The Norwich seal and the arrow are 
lithographed in orange; light green is used 
behind “Aspirin for all the family,” and 
the price bullseyes are on a black-with- 
white-stripes backing. Noyes & Sproul, 
New York, is the producer. 


11. Three-quarter inch plywood, a 2x4” 
inner structure and %” curved Masonite 
are used to support the Studebaker V-8 
engine in this display. Side copy panels 
are silk screened on both sides and can 
be used for the company’s Champion en- 
gine. The stands are made by Johnstons 
& Associates, Kalamazoo. 


12. The plastics division of Frank Paper 
Products Corp., Detroit, made 3,000 of 
these Styrofoam displays for Hiram Walk- 
er & Sons. Molded styrene cocktail glass 
is filled with foam and tinted green; the 
straw is extruded two-color acetate. 
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13. Three-dimensional photography is 
used in this Glamorene display to show 
the two steps in using the product. Pro- 
duced by Pictorial Productions Inc., New 
Rochelle, N. Y. 


14. Berger-Armour, Chicago, producer of 
this display for Capehart-Farnsworth, 
calls it a “Let’s rearrange the furniture” 
unit. Three basic elements—two cases and 
a table—can be arranged in several ways. 


15. For Chivas Regal Scotch whisky 
Award Incentives Inc., New York, cre- 
ated this display. It is made from a %” 
wide piece of lucite with a 24%” base. The 
embossed, gold-plated medallion is set 
into the face of the unit. 


16. The small individual signs in this 
Parke-Davis display are arranged in 
punch-out cards in jig-saw puzzle fashion 
to simplify shipping. Pharmacist merely 
punches out the signs, marks in the price, 
and inserts it (or tapes it) to the bottle 
or carton. The entire display, produced by 
Forbes Lithograph Mfg. Co., Boston, can 
be shipped in one envelope. 
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‘ Plan to Attend tle 7th Annual 


OINT-OF-PURCHASE 
ADVERTISING / 


NATIONAL EXHIBIT AND SYMPOSIUM 


“ ae cece 


. ‘March 3Ist, April Ist and 2 nd, 1953, . Palmer House, ( 
THE ONLY NATIONAL EXHIBIT er 
of the latest and best Window Displays and Store Displays of all types... from all : 3 
sections of the country. Save your time —see the many new and ingenious devices for i | 
increasing sales ALL IN ONE PLACE—AT ONE TIME! x 5 


TUESDAY, MARCH 31ST—10AM.—6P.M. 9 | 
FREE EXHIBIT HOURS WEDNESDAY, APRIL 1ST — 10 A.M. —8 P.M. ; ye 
THURSDAY, APRIL 2ND — 10 A.M. —6 P.M. : 


(1) POPAI Annual Symposium-Luncheon: — Barton, Durstine & Osborn, New York. 
In the Palmer House Grand Ballroom, Panel includes six of the nation’s top sales ; 
Wednesday noon, April 1, 1953. Prin- executives. Ks A 
® cipal speaker will be R. H. Whidden, Vice (3) Merchandising Forum, Thursday, April i ee 
President in charge of sales of W. A. 2nd, at 9:30 A.M.: — Moderator: Miss Jean } oH 
Sheaffer Pen Co. His topic “The Point of Rindlaub, chosen “Advertising Woman of : 
No Return”. An inspiring message—based the Year’. Panel includes six women mer- 
on a wealth of experience. Valuable door chandising executives. Py 
prizes. All over at 2:30 P.M. (4) “Hall of Fame” Special Exhibit: — Amer- : 
(2) Merchandising Forum, Tuesday, March ica’s most successful displays, selected for ae 
(“2 31st, at 9:30 A.M.: — Moderator: Ralph the outstanding job they have done in 
WEE Head, Merchandising Executive of Batten, retail outlets for consumer products. 
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Briese Forms Own Firm 


Carl J. Briese, for many years 
an art director with Needham, 
Louis & Brorby, Chicago, has 
opened his own office as an adver- 
tising art consultant at 360 N. 
Michigan Ave., Chicago 1. Seven- 
teen years in advertising art work, 
Mr. Briese has had charge at Need- 
ham of art on the Morton Salt and 
Kraft Foods accounts, among 
others. 


Two Appoint Harry Graff Inc. 
Blustein Co., distributor of jew- 
elry and appliances, and Eugene 
Sobel Co., watch material distribu- 
tor, both of Washington, have ap- 


— Harry W. Graff Inc., New | 


ork, to handle their advertising. 
Both are new advertisers. 


Half-Pint Sampler 


St. Louis, March i19—A new 
combination shipping carton and 
counter display for half-pint sam- 
plers helped boost Southern Com- 
fort sales about 500% last fall, ac- 
‘cording to the company. 

Although only the half-pints 
were displayed, sales of fifths and 
pints also reached the highest level 
since World War II. And in Jan- 
uary and February this year sales 
;} were 60% above the same two 
| months of ’52. 


Display Helped 


Boost Southern Comfort Sales 500% 


“We were after new users,” Rob- 
ert King, sales manager, said, “and 
the counter display did a wonder- 


units.” 


® The new display got counter 
space for Southern Comfort in 
more than 10,000 package liquor 


‘ful job of getting our product out, ; 
where the public would see it. It selves, thus assuring use of the 
made an impulse item out of an handy little units. Four of the 12-| 
old stand-by liqueur which had pack display cartons fit into a 
previously sold principally in large Standard 48 half-pint shipping con- 


| 


| 


| 


outlets throughout the country, Mr. 
King said. 

Retailers received the displays 
already packed with 12 samplers, 
ready for use simply by folding 
back the top cover and placing the | 
unit on the counter. It occupied | 
oniy 7x9” of space. In many out-| 
lets, Southern Comfort salesmen | 
placed the counter pieces them-| 


tainer. 

The sampler idea was developed 
after extensive research by South- 
ern Cemfort’s agency (Krupnick}| 
& Associates Inc.), which revealed, 
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THERE’S A LONG TRIP AHEAD for these huge logs—as they roll down the chute into Sugar 


Loaf Bay. Read about this difficult and unusual phase of papermaking in Huser News. 
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IT SEEMS FAR from the printed page—but 
Huber research is back of magazine pa- 
per’s glossy surface. Read Huser News. 


READING THE COMICS? No. Huber ink salesman (center) checks ink 
during busy week on the road. Trip took him from Tennessee to Louisiana. (See Huser News.) 
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Paper Company’s Bagpak 


, \ 


TIME OUT between talks: 


Arkansas. Read 8-page story of service calls. 


wspaper uses in 
tankful. Details in “A Week in the Life of an 
Ink Salesman,” beginning on page 3. 


pe 


Huber salesman 
works out ink problems with International 


Division at Camden, 
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vieeesanae first-hand 
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Huge eight-foot logs tumble down a 
chute into Lake Superior...a Huber 
ink salesman spends a busy week serv- 
icing newspaper and container plants 
in Tennessee, Arkansas, Mississippi and 
Louisiana...a laboratory technician 
tests Huber clay samples in Georgia. 
And it’s all a part of printing, pub- 
lishing and advertising. 

Read the full-length, interestingly 
illustrated stories in HUBER NEws, 


Write us today for your free copy! 


J.M. HUBER CORPORATION 


620 62nd St., Brooklyn 20, N. Y. 


Ink Plants: Bayonne, N. J.» Borger, Tex, * Boston, Mass. 
Brooklyn, N. Y. + East St. Louis, Hl. * McCook, Ill. 
Ink Sales Offices: Boston » Brooklyn + Chicago 
New York + East St. Lovis, Ill. 

HUBER PRODUCTS IN USE SINCE 1780 
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INK DIVISION 
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among other things, that Southern 
Comfort, although called a liqueur, 
is actually consumed most often as 
a whisky. Thus the sampler idea, 
to induce people to try it as a 
whisky. 


® The individual sampler consisted 
of a half-pint of Southern Comfort 
in a six-color printed carton. The 
carton was filled with selling mes- 
sages and was large enough to dis- 
courage pilferage. Also, attached to 
each sampler bottle was a special 
return postcard with which the 
buyer could get a Southern Com- 
fort “Party Book” in return for 
writing in his reactions to the sam- 
pler bottle. 

More than 10,000 of the cards 
have been returned. They indicate 
that 70% of sampler purchasers 
were actually new customers, who 
had never previously purchased a 
bottle of Southern Comfort. 

The counter display-shipper was 
part of a completely integrated 
campaign, including Life magazine 
and metropolitan newspaper ad- 
vertising, plus a heavy trade 
schedule. 


® All ads and publicity included 
an actual photograph of the display 
unit, so that it had recognition 
when a customer saw it in a retail 
outlet. All advertising sold South- 
ern Comfort as a whisky—to be 
consumed either straight or in 
highballs. Two new drinks were 
suggested: the “Rebel on-the- 
Rocks” (Southern Comfort straight 
over ice) and the “Confederate 
Highball” (a shot of Southern 
Comfort with soda). 

Preceding the fall push, which 
opened in October, Southern Com- 
fort salesmen showed distributor 


-|meetings a full-color slide film 


presentation of the entire program, 
and outlined the complete pro- 
cedure on presenting the new cam- 
paign to retailers. 


FCC Okays Two-Station TV 


The Federal Communications 
Commission has allocated Channel 
8 to be used jointly by Salinas 
Broadcasting Co., Salinas, Cal., and 
Monterey Radio-Television Co., 
Monterey, Cal. It is believed to be 
the first time two TV stations will 
divide time on a channel equally. 
The stations will operate in the 
Salinas-Monterey area, 100 miles 
south of San Francisco. 


WMSC Passes to New Control 


The Federal Communications 
Commission has authorized trans- 
fer of control of WMSC, Colum- 
bia, S.C., to C. Wallace Martin, 
G. H. Crawford and J. Wesley 
Hunt for $41,000. The transaction 
includes assets owned by Marseco 
Broadcasting Corp., the operating 
company, in connection with Mar- 
seco’s pending application for a 
teievision station. 


McCaw Sells KRSC, Seattle 

KRSC, Seattle, for the past two 
years owned by J. Elroy McCaw, 
has been sold to Washington Tele- 
casters Inc. 
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Consistent Use of 
P-O-P Helps Vernor 
Sell Its Ginger Ale 


Derrorr, March 18—One of the | cause well over 50% of all soft | 


careful check and analysis it is 


fort expended, that point of pur- 
|chase accomplishes the job we 
want to do,” he said. 

| Mr. David reasoned that, be- 


“On the inside of the store we) 
_our belief, for the money and ef- are very much sold on the value) 


of mass floor and counter displays, 
along with appropriate advertising 
‘or the current piece of lithogra- 
phy,” said Mr. David. 

“We like the idea of wall dis- 


most consistent and successful con- drink sales are impulse sales, he| plays inside the store which not 


tinuing programs of point of pur- 
chase advertising is that of Vern- 
or’s ginger ale, which has pitched 
its advertising from its conception 
on the point of sale angle. 

Ralph David, sales manager of 
James Vernor Co., said that over 
a period of years Vernor’s had 
used a good many media, but that 
it had found nothing to compare 
with point of sale promotion in 
pushing its product. 

“We have at various times uti- 
lized the services of newspapers, 
magazines, radio, television and 
trolley and bus cards,” said Mr. 
David. “During all of this time we 
have also made extensive use of 
all types of point of purchase ad- 
vertising. 


s “From the results obtained by 


believes the place to register the 
sales message is at the point of 
purchase, 

“Soft drink sales are constant 
and repeated transactions and we 
feel that the possibility of their 
| sale is present every time a con- 
|sumer comes in contact with our 
advertising, so that it is only natu- 
ral that we place this advertising 
at the point where the product 
can be bought and carried out,” 
he explained. 


s Vernor relies a good deal on 
metal signs on the exterior of the 
premises, painted walls on build- 
ings, and large metal roadside signs 
adjacent to the property. These 
are supplemented with window 
trims and displays close to store 


entrances. 


|only have value for flash and col- 
‘or, but a permanence in their sug- 
gestion to the customer. We at- 
tempt to tie in the various season- 
al promotional opportunities in all 
of this advertising, particularly in 
small cards which are used in 
wooden frames and changed regu- 
larly.” 


s Mr. David said the firm had also 
used from time to time various 
pieces of lithography that it 
thought were novel or new, par- 
ticularly if they were original, 
with highly satisfactory results. 

“Among the lithography pieces 
we value highly at the moment is 
the mobile type unit,” he ex- 
plained. 

He said the company is giving 
considerable thought to promoting 


e 


00 ike a Book 


Worth Reading” 


How much would it be worth to you to make that sort of im- 
pression, get that sort of reaction, with your new catalogue or 
other piece of sales literature? 


A great deal, of course. Yet the cost of such waste-basket in- 
surance is insignificant. It’s the cost of an attractive cover. 


Your advertising agency or printer can tell you, in dollars 
and cents, how little the cost will be. Only three items enter into 
it: (1) an attention-getting title; (2) an attractive design; (3) 
good printing on Buckeye Cover—the famous cover stock whose . 
texture and color and feel combine to give an instant impression 


of fine quality. 


PA 


MAKE 


THE BECKETT 
PER COMPANY 


RS OF GOOD PAPER 


AE - Be 


4S “z 
(iis 
*aper” 


IN HAMILTON, OHIO, SINCE 1848 


Advertising Age, March 23, 1953 


A 15-Point Checklist on Dealer Helps 


In a speech at a National Assn..of Manufacturers’ sales clinic 
March 5, J. Gordon Dakins, executive v.p. of the National Re- 
tail Dry Goods Assn., presented the following 15-point checklist 
for guiding manufacturers in preparing “dealer helps”: 


1. Stop thinking of retailers as “dealers” and you'll write 
better advertising for them. Stores consider themselves not as 
dealers but as purchasing agents for consumers, and consumers, 
not manufacturers, are their bosses. 


2. Keep manufacturers’ aids 


inject their own character. 
the art. 
departments. 


than like remakes of national 


tions wherever possible. 
ones. 


13. Display material should 


15. Send the material to the 


get duplicates. 


type store, from bargain store to quality store. 
3. Give stores fact sheets about the merchandise. 
4. Give stores selling instructions for their salespeople. 
5. Give stores thumbnail rough layouts into which they can 
6. Give stores good artwork. 
7. Give complete mats to smaller steres with one-man ad 
8. Have retail advertising look like store advertising, rather 
9. Give the store identity. Plan headlines and copy to sound 
like the store, not the manufacturer. 
10. Show typical examples of other stores’ successful promo- 
11. Make mailing pieces as attractive to the store as retail 
12. Make posters conform with typical store signs. 


the manufacturer’s name too extensively. 
14. Send the material at the right time. 


important, but both the ad manager and display manager should 


flexible enough for use by any 


Don’t surprint your name on 


campaigns. ~ 


look retail. Much of it spreads 


right people. The buyer is most 


the sale of coolers for 12 and 24 
bottles, to be handled by the store 
and sold to the consumer at a re- 
duced price for traveling, picnics, 
| etc. 

| “We are attracted to this idea 
‘again primarily because it offers 
| us a medium of point of purchase 
_advertising,” Mr. David said. “We 
|are also giving serious thought to 
| the use of small, fluorescent, elec- 
| tric signs as an additional adjunct 
| to our point of purchase advertis- 
| ing.” 


| 


| Berro to Sutton Publishing 


| N. Carl Berro, formerly with 
Reinhold Publishing Corp., New 
| York, has been appointed promo- 
‘tion manager for Sutton Publishing 
'Co., New York. Mr. Berro will 
handle advertising promotion four 
Electrical Equipment, 
/Equipment, Contractors’ Electrical 
Equipment and Metal-Working. 


Reid to Alport & O'Rourke 


Oliver A. Reid, formerly adver- 
tising manager for Automotive 
|News, Portland, Ore., has joined 
Alport & O’Rourke, Portland, as 
production manager. 


Electronic | 


‘Motley and Nance 
to Be Featured at 


AFA Meet, June 14 


| CLEVELAND, March 18—The 49th 
annual convention of the Adver- 
| tising Federation of America, to be 
/held here June 14-17, will hear 
| feature talks by James N. Nance, 
/president of Packard Motor Car 
Co., and Arthur Motley, publisher 
of Parade. 

Mr. Nance’s talk will be part of 
a symposium on “Merchandising 
Problems and Tools for Today.” 
Mr. Motley will speak at a session 
having the theme: “Serving Ad- 
vertising, Business, the Public.” 

The convention schedule also 
|calls for a direct mail advertising 
session, with Lester Suhler, presi- 
dent of the Direct Mail Advertising 
Assn. and subscription manager of 
Look and Quick, as chairman. A 
session on radio and television ad- 
vertising will be headed by John 
| Thomas, director of radio and TV 
‘for Ewell & Thurber Associates, 
‘New York. 


display needs, contact the nearby 
Soles office listed in the classified 
section of your phone book. 


GAYLORD 


Sales Offices Coast-to- 


For information on a low-cost, easy-to- 
assemble solution to your own particular 


CONTAINER CORPORATION 
General Offices: SAINT LOUIS 


STANDS 
FOR 


SALES! 


FOR IMPACT 
AND INGENUITY IN 
YOUR DISPLAYS 


This model is just one 
example of how Gaylord 
display designers are 
solving hundreds of display 
problems with colorful, 
sturdy corrugated and 
solid fibre units. 


Gaylord 
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POINT~-OF-PURCHASE 


Come...See... ADVERTISING 


Learn all that’s | 3.pay EXHIBIT and 7th ANNUAL SYMPOSIUM 
NEW in.. . March 31st, April ist and 2nd 


PALMER HOUSE, CHICAGO 
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Come...See... Learn 
all that’s NEW in... 


Point-of-Purchase 


Advertising 


THREE-DAY EXHIBIT AND 
7th ANNUAL SYMPOSIUM 
March 31st, April ist and 2nd 


AT THE PALMER HOUSE, CHICAGO 


ALME R specializes in| s 


O 


Famous $1,000,000 Play Store Created by PALMER 


Typical of Palmer's sales-wise creative thinking, is this sensational 
promotion sponsored jointly by 17 leading national advertisers. 
Palmer not only originated this sound idea, but developed the 
play store supermarket promotion into the largest lithographic 
order of its kind ever placed. One million play stores were pro- 
duced for $1,000,000. 52 different supermarkets, each with its own 


store front and inside posters, participated in the nation-wide plan 
and distribution. Packed with the sturdy play store, size 20” x 24”, 
were “punched out products”, $100.00 in play money, store man- 
ager button, check-out counter and “in-store” display shelves. The 
whole play store plan was built for its educational value and to in- 


crease brand recognition and acceptance at the point of purchase. 


Baker's Coconut 


Brach Candy 
French's Bird Seed 
Gaines Dog Food 


Jell-O 


Birds Eye Frozen Foods 


General Electric Bulbs 


in the food field co-sponsored 
the lithographic sensation of 1952 


—the Palmer Play Store: 
Kraft Foods National Biscuit Crackers 
La France Bluing Ph ye at 
Cr Cuneee frets Sergeants Dog Medicine 
ws Swansdown Flour 
Log Cabin Syrup Swift’s Meat and 


Maxwell House Coffee Dairy Products 


at the PALMER HOUSE, CHICAGO! 
PALMER ASSOCIATES, 51 East 42nd Street, New York 17,N. Y. 


Point-of-Purchase Advertising Since 1920 


Meet PALMER 
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supermarket 


Original, dynamic ideas, sharpened 


by 33 years of creative Point-of- 


Purchase experience, make PALMER’S 


store-wide promotions produce 
handsomely for advertisers! 


From soup to coconut, from toothpaste to paints, or from beer 
to bandages, Palmer is experienced in giving that important 
last sales push at the Point of Purchase. Our experience gained 
in thousands of meetings over three decades proves that it 
takes alert minds to develop custom-built merchandising plans 
that move modern mountains of merchandise. That’s why we 
specialize in super-selling store-wide promotions. 


PALMER does the job complete! 


We will do it all for you—ideas, art, construction, mechanics 
and manufacturing. We take the mystery out of Point-of-Sale 
material and make it easy to buy. 


We produce fine window displays, floor stands with and with- 
out motion, counter merchandisers, pennants, posters, jumbo 
cartons, battery operated counter displays, flasher displays, 
and motion displays . . . all tied together into powerful sales 
campaigns. Palmer is experienced in the use of modern com- 
ponents, including plastics, wood, metal, cardboard, mounted 
fabrics, aluminum foil, and others, as necessary. 


~ Nows the time for 


“ ‘ JELLO Luo 


JELL-O again! Customers are always within arm’s 
reach of this super-selling counter bin created and 
produced by Palmer. It has 6 divisions, one for each 
flavor. It’s another example of how Palmer makes it 
easier for customers to identify and help themselves 
... to your brand in supermarkets. 


SPECIAL OFFER: 


The Palmer organization can serve one or two 


more national accounts sincerely interested in needs. 
increasing sales through supermarkets. Write us about NAME TITLE wal 
Palmer store-wide promotions for smashing sales drives, new | 
product promotions, dealers’ deals, general sales development. aah 
STREET. 


The Case of the “SWINGING MONKEY” 


For BAKER’S COCONUT and JELL-O, Palmer 
created the Swinging Monkey floor bin which 
revolutionized floor merchandising in super- 
markets. This educated, animated floor bin 
has a large, lantern-type battery that powers 
a solenoid counterbalanced motor, which 
keeps monkey in eye-arresting motion. Stand- 
ing 5 feet 4 inches from the floor, this colorful 
display has a divided bin. Each section of 
the bin holds approximately four cases of 
either of the two products. 


BAKERS 


\ COCONUT CRUST 
Lt Re Sa PIE FILLING. 


Special Introductary Ye SALE | 
BAKERS COCONUT rristSfsue ¢ 


JELL-O "hc PIE FILLING 25 
Both for... 


PALMER ASSOCIATES 3 I 
51 East 42nd Street, New York 17, N. Y. 


We are interested in your kind of store-wide super-selling merchandising 
ideas and fast, dependable service. Attached letter outlines our possible 
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Harriet Hubbard Ayer Uses Transparencies 
as Demonstrators to Promote ‘Ayer Magic’ 


New York, March 19—A point 
of purchase gamble that worked, 
and which is still paying off, was 


undertaken last April by the Har- | 


riet Hubbard Ayer division of Lev- 
er Bros. Co., when it introduced 
Ayer Magic, 
which has become a major product 
in the company’s cosmetics line. 


a highlight cream) 


with a counter display that would 
accomplish by a picture’ change 
| technique a demonstration unit) 
that showed what the new cos-| 
ly and economically, it was de-| metic would do for a woman’s face. 
cided to use a picture change 

transparency as a counter display.'— The unit, 18x20”, was die-cut 
Whether or not this would be used cardboard stock incorporating the 
by department stores, which usual-| light box. Its center panel was a 
ly discourage the use of lighted color transparency. When the light 
counter displays, could not be de-| box flashed on, the back image of 
termined until the display piece the transparency showed through, 
was made. | revealing a woman’s face with 


The problem confronting Ayer} Ayer presented the problem to! lines and shadows. This was the 


was that the product was difficult 
to explain in words. It had to be 


demonstrated. To do this efficient- | change transparencies. It came up| 


Transcolor Corp., 527 Lexington | “before treatment” picture. The 
Ave., which specializes in picture| same transparency, without light- 
ing, viewed by reflected light, 
showed the same woman after us- 


ing Ayer Magic, with an unlined, 
unblemished complexion. 

Merchandise was displayed on 
four side shelves on either side of 
the transparency. 


CHROME + NICKEL + COLORS 


\\ Novelty Finishes and Simulated Wood Grains 
\ Use them on your ADVERTISING 
DIRECTIONAL end POINT of SALE Signs 


THE YARDER MANUFACTURING CO. 
816 Phillips Avenue Toledo 12, Ohie 


| 
| 


Transcolor made 2 preliminary 
unit, hand colored, to demonstrate 
the picture change technique. The 
color comprehensive was shown to 
Ayer salesmen. They voted unani- 
mously for it. Models were pre- 
pared which salesmen took into 


f successful 
promotions 


start here. 
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ag a 


HeD “SELMOR” DISPLAYS 


set up in a flash .. . display, promote, sell, 
dispense. Handsomely-Designed to boost 
extra “serve yourself” sales; to get that 
special promotion off to a flying start. 


Want to prompt impulse purchases 

of your product? Send for “How To Select 
Vending Displays That Increase Sales.” 
Hinde & Dauch, Sandusky, Ohio 


our 65th year 


TWIN-STICK 101 


TRANSPARENCY USED IN WINDOW-—In addition to using color transparencies as 
a demonstration unit in cosmetics department, the May Co., Cleveland, used a 
smaller unit as this special window display. 


the field, and on the strength of; partment store, did three times its 
these presentations orders were normal business during the promo- 
placed by Ayer. | tion month. 

The original order called for | Other New York department 
printing 4,200 of the 18x20” units stores, during the first week the 
and 500 units 12x12”, identical) Ayer transparency was used, did 


with the others except in size. 


s As Paul Byrne of Ayer told AA, 
the transparency proved again that 
a good picture is worth more than 
1,000 words. Department stores ac- 
cepted the transparencies because 
they were demonstration units. 
The smaller ones were used in 
window displays. From two to six 
units were used by individual 
stores. 

Simultaneously with the point of 
sale promotion in department and 
drug stores, Ayer ran a 30-day ad- 
vertising campaign in about 300 
newspapers, virtually every wom- 
en’s magazine, and had guest ap- 
pearances on a number of radio 
and television shows. The advertis- 
ing program was handled by El- 
lington & Co. 

The campaign was repeated last 
fall and will be done again this 
April. The same point of sale dis- 
play units will be used by drug 
and department stores. 


s Here are some examples of what 
happened last April: 
A Texas department store ran 


more than their usual month’s 
quota of business in the cosmetics 
department. 

Most of the credit for the suc- 
cessful introductory sale of Ayer 
Magic is attributed to the color 
transparency demonstration unit 
at point of sale in drug and depart- 
ment stores. It was efficient, eco- 
nomical and had tremendous sales 
impact at the point that counted 
most, AA was told. 

Transcolor reports that units of 
this type can be made up and sold 
in lots of 1,000 for about $2 to 
$3.50, depending on complexity of 
design. 


Appoints Tracy, Kent & Co. 


House of Herbs Inc., Salisbury, 
Conn., packer of herbs and herb 
seasoning products, has appointed 
Tracy, Kent & Co., New York, to 
handle advertising. Magazines and 
newspapers will be used. 


Whitehall Names Finch S. M. 


V. T. Finch, formerly v.p. and 
general manager of Heinn Co., 
Milwaukee, has been appointed 
national field» sales manager by 
Whitehall Pharmacal Co., New 


its own advertising in Sunday 
newspapers. By Monday afternoon 
its stock of Ayer Magic was ex- Seeks Cincinnati UHF 

hausted. It received an emergency anne a A 
order Tuesday and by the end of recent applicant for a new radio 
that week had sold nine gross of station, WCIN, Cincinnati, has ap- 


the product. plied for the u.h.f. TV Channel 54, 
Abraham & Straus, Brooklyn de-| Cincinnati. 


York. 


ADD VERSATILITY 
TO YOUR DISPLAYS 


GET THEM UP—KEEP THEM UP 
PARA-STICK 


A sponge rubber strip with extra strong 
Pressure-Sensitive Adhesive on one side. 
. other side with dri-back adhesive for 
permanent bonding to display. Protective 
covering printed with instructions and 
scored for easy removal. Cut to size. 


Dri-adhesive coating on both sides of 
sponge rubber. For permanent installations 
such as towel hangers, cup holders, coat, 
hangers, pictures, etc. 
TWIN-STICK 301 
New double coated pressure sensitive ad- 
hesive strip cut to size, with pull tabs for 
| easy removal of the protective covering. 
Specially designed for mounting light card- 
| board and plastic displays on walls, back- 
bars, cash registers, etc. 
CEIL-STICK 
Especially designed for mounting suspended 
mobile displays . .. one surface coated with 
pressure-sensitive adhesive . . . opposite 
side has laminated cardboard in choice of 
colors. Hooks inserted for easy suspension. 
@ Write for FREE Samples 
and descriptive literature today. 


. RUBBER PRODUCTS CO. 
urable 549 WEST FULTON STREET 
2 IC = CHICAGO 6 ILLINOIS 
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1. General Electric refrigerator is framed 
by heart-shaped, expanded-metal con- 
struction display. Artwork figures are 
mounted on Masonite. Six color translites 
are used for selling-features illustration. 
Light motion device is used to demon- 
strate Roto-Cold feature in refrigerator 
model at left, and flasher unit inter- 
mittently illuminates model at right. 
W. L. Stensgaard & Associates, Chicago. 


2. This pocket-size demonstrator is used 
in conjunction with a large General Elec- 
tric action display. Called the Roto- 
Viewer, it enables retail salesmen to pre- 
sent the Roto-Gold and defrosting fea- 
tures one at a time, simply by turning 
the wheel. Produced by Carter & Galantin, 
Chicago. 


3. Another Peter Pan tie-in, the two 
Peters Shoe Co. displays at the left offer 
a paper Peter Pan hat free to invite store 
traffic. The teen-ager illustrations in all 
the displays are die-cut elements that 
give a three-dimensional effect. Berger- 
Amour, Chicago, is the producer. 
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4. Counter display for Texcel. Display is 
part of shipping carton with merchandise 
in place. When opened, it is merely placed 
on the counter. Designed and produced by 
Palmer Associates, New York. 


5. Eaton’s writing paper display—de- 
signed and produced by W. L. Stensgaard 
& Associates, Chicago. 


6. An inflatable plastic Howdy Doody doll 
was used in this Kellogg tie-in display, 
made by Zipprodt Inc., Chicago. 


This Carrier display is constructed of 
expanded metal set in a wood frame, with 
silk screen printed overlays and a simu- 
lated bamboo blind. The air conditioning 
unit rests on a simple Masonite base. Post- 
er Products Inc., Chicago, produced 1,500 
of these displays, which also serve as 
demonstrators. 


8. Miller High Life wall plaque made of 
Kentley Board, patented by Thomas A. 
Schutz Co., Chicago. Superimposed on top 
of lithographed bottles is half-round plas- 
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tic injection molded bottle decorated 
with actual labels. Unit is made to stand, 
hang from wall, or be applied to back bar 
mirrors with Mystik rubber pad. 


9. The plastic hand in this Curad display 
has actual bandages on it. Battery oper- 
ated, it dips in and out of the water in 
the container. Designed and produced by 
Zipprodt Inc., Chicago. 


10. Belrug Mills designed this giant color 
wheel for its retailers, to give them a 
point of sale display to tie in with the 
company’s national advertising theme, 
which urges people to “Dress Your Home 
as Attractively as Yourself.” 


Dealer acceptance of this three-di- 
mensional Arrow shorts display is in- 
creased by the display of actual merchan- 
dise. Kindred, MacLean & Co., Long Is- 
land City. 


12. Dancing girl moves across typewriter 
with motion of the air in this display by 
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Advertising Age, March 23, 1953 
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Lutz & Sheinkman. Actual typewriter is 
held on display base. With side pieces, it 
makes a complete window unit. 


13. This two-sided island display for Alli- 
gator coats is made of maple, hardwood 
and Masonite, and mounted on four cast- 
ers for mobility. It measures 6x4x2’ and 
costs between $26 and $30. Produced by 
Harve Ferrill & Co., Chicago. 


“Pop-Lite” is the name that William 
Melish Harris Associates, New York, has 
given to this converted counter card hold- 
er. It is made by mounting a socket in 
the frame, inserting a 25-watt bulb and 
then inserting two specially scored and 
notched vinyl plastic signs. 


15. The assortment of cookies in this 
Southern Biscuit Co. display floor samp- 
ler is changed constantly, as is the identi- 
fying panel opposite the clown’s face. The 
Cookie Clown promotion also includes 
window streamers, package tops and light 
fixture “danglers.” Produced by Consoli- 
dated Lithographing Corp. 


; 
( 
( 
| 


h See Sie we 4a ee. 2 Ss Petes os Re ig Se Sg mica an cig. Re naan ih 5a a 
> iow ga Teco Ss f ma ane? cgi) = pl 4 aie et: gh ae ht Cae Gimncinys Saais rs resie Bly rewerniabe. eee 7 E,S ah oan Were Ones Oh aria See «pal a eit ae ret A 9 roe ute 3 SF se 2 See 
aha ES Cora = 2) Neeemnatbng aie: Shae Tee al 2 SRR a OER. i. as) Mave Meta OS tibia late. 58 aegis ae ee orators ESE | SR Ries, JESS Sail ea oT a ee ec aa Mm ge pa rates Ss A, aE Re RIN a a a, ae 
PL TPO) Bae (i ae ge ee sie oS Rae Fo aes wile HS aes ema COMP ate (meee ee aes eC cge NAP AR ea Ng : 22 | SN Spee eae “gia ave We cee eck avin: Wea tes ahi 3 9 Ae alee PE i Pata Meet es mere 5 
; 7 hes ae fed hs se ae ee hein OEY ities eek Nem 7 SIE ae eed * ye age Tema ens MEME cere ER aI Medan yo oe Ge Pe rn Rta es cr eg, eg Re ee fab aii geen Pag eee P< emia $55 re kaa es De out BE Bao. s eat eats t 
( a hae tage ciuncor mer gropeam pine, 8) aN" pee , f mise ae : Rens of eee ents ave Pie tee Atha sm, SU Pe ee a Sime eae": ee pie me AES eG ae: is Sea: ras ape bs ace pd cos anl 
aid aus jo etc! re et ate ear ee pee BA oie oie be ir wane eo t ale ai ; on Sate ae aS epee ; 
a a MAN ea ad ner Vy in. gem 274 game ood ssi rans a! ee ~ Cpa : Se: : a : es ote 2) eee pers eC ins i mea a eo é 
dct aati . eae * © a a iii haliicy. > eee es met 4 AS is Sak te + eek eeaes TH ee \ ; é har eae a oat + Seip at Seis ec =i. Seema teas : pes Se gt oe ees Reirey ea ad ciate seme ck (2 lane ko csi! har aaron 
bs Volagire 7 5 2 ‘ d . * vs 3 oe ee ee ees Ey hd SAE Se ae 2. eee.” eae piece SOP i ee. an Pine ae ee ay ae Si eS, & 
reece a : ‘ e i ; ; ae | ee iS = eee 7 oe ee #p magne 2 <= ai 
= : SSE _ ere 
ee 7 
; ‘ i sa 
' = . r U is f i i ae Bg. if a ‘ 7 
a : 7 : tinnaeg CO REGE TOL ES. GO os bia ‘ Qi is ' " 
+ or ges ony A toe ‘ ae ag Sg” i ama re Lg ly es eae 
a - Te ae aS: iA es — Ul a 
ROTO cao : : oy iy ae pe! Boa 
heddanebeaiaes A ; TIS agg Lay ty, be: Sng Sago ee 
’ * \ eal, — 4 é i Gf ty c * g tig, i alae 
¢ i eet a ; Pee Fe : 2G a 
‘ Renter o> @ EG ge Pty ae, } End ee 
a “iy 4 f 4p Te —_ : Shee 
‘ ~ ‘ i- pF , - a a be hig <a oe ha 
‘ 4 4 y. ’ A" , a ema, ys 77, % oy a ain Bs ig 
ot cs 5 eo et : 3 . hikes Py ing Le - om. ghee 
\ bs 2 - 2 ‘ Ue? 2a 1 . ates. 
& Wid - aa s hee big Sg Ge ee am © Po R tous, et 5% ‘ti 
e « ps 4 (4 *. “ie ips aS sal be a 
: i 44 i . . ye ee: ’ t ri i" ee 
= 4 | Ps Gas M . git? tA ae agg iy ies oe, = z , mm oy a., et eh 
: ; « ROOST UmrrOR Lope ee a 2 ; ” - 4 oe ee ~ - - @ a 
E A 4 w ” "3 Me >» ‘ ¥ ng iz, lf Se * : es 
: so, Me i, ; : yi “ A J Bein 
a *Se- ‘ “ysl hh pl GALLE: ; Be 
as . i Se Silage op, aa” hee J LEER - id i ee ee 
£ a , . ils We, ug” ge ae ig ee J pe ee a 
: ap. y | : bz | 5 i i aaa eal ia ; a Vike ‘ eee 
AY cons — ie i. (QPEL ZZzZEe a i a , big Le ae ‘a Sag ke ae 
» og , ayy alee sae 3 PO Be AOE Es ah . 
a <mee —_ : é o, bo “on ty, Ce“ y % es he. 
™ “TAG BOTT Lhe oe tae Meee RP ie Page , BO Loe eee 35 
wy y , a iP sf Oe CO Lig LSE Be aioe 
. 4 ‘ tee a fy er ge B® , ie Bs te CL et hing Yee Pig fe Saou x 
; ae >. te Fase % Fig 2 a gos ba Z Ad, Io? i 3 3 oe 
s - ing em pL . oes 
be * y.. ¥ 5 A y Pe 2 Os as OEY gene Cee ge eee 
, 4 : - ‘“ fm ge ORG SU A Ke hci Sa OY Oe ag eae : 4 
4 % ee on= ‘ i v~ Ai ie oa te Fee GH je Ge ged ee m4 Ogg i game : ee 
7 Ss ee Lg wb ie ME ae oe eae eas ee ee PO bm . ‘ i iE ER FER te il ee! Pe Ge ese” 
Bree renee re AS. TT Se a Oe Ps ee 4 
“ise 2 Bi ac me : Dee ET rr Bs oe tae Mga % Gee A ig Oe Pe Y Me Se ge ie ly ee Ee Fg: be. ba i J tg be, ee Oh OL ag ee KKK ee Wy DOOR TY TTELY ‘, 
Wan ar se eae Oe meme ee 2 og ee Giciaemeiimemiteninnnen ese San . sp ee ire WOE 27 Mags aig ee a ae? SSPE eg nt USSSA ES a ayer AN) 
est anions ae el oe 0 il ea. es seers doy ae Hig Pa ig Pe ae fine WE Micmiiientinds ditt SAIASIAS AN 
ae ‘. eS eo eee Ae See : “ae ant Eee eae ee yy a i ge sek a Lope Pee IE TON cetera i Wo eC 
teed we 2 eee cs. ry yo ae ‘ . ee ig ae al SB, ‘ 3 ft ase de ee occ wee)" yak NO. 
‘ ba. Rene areata eo Wey te Bg a Se ae at La Hs id ogi be aN ‘65 ‘, OCOD 
hehe: ST sa seen 4 { Je : 4 Ly : ve Cet; Pin, Wet iiesss a 
Bee ae 0 ! aa _ aa — Fe ean ene this ge i PO ED AANA ail Pe is 
ON eo a f Ss 1 von j ap. ” ‘ ee ee ‘Wontent ~ new ee ee NN, Hear eren EA 
Fae og ee PAPE Pc F ae, eee. -. ae ie i oceedaned 
ere aes. MN 5d 4 ae be, eT ; i aa, Che es — Te: aa Lae Le Y | 
ay ee al a “ae . } ee Me a ae ly  - ERPSAEIVEA AIEEE ERI ERY SN V9 TES ‘ 
son Seth a ; e eae j x Mies PasBe a: 2 "i ies ‘3 OD TERL ERNE | 
Af ar eel aces Aime ¥ a Mh . 5 . a ge i IE 5 ial ae te 
ta ace be gee oe. { ; % ~ , Be tb ih ‘ DOM Only 20 0 ana Wh 
nee bo Anat ble a ©, pe eet MSs a ae 7 hs 4 
i aaeag ae , 4 ae er 7 BES Gage es MA? 1, KOae,,) Kgt iy the new Carri et By 
coma . Be ae és ie pe \ ye me = ERE j Tot! % ” igs tiny ae k 7 hs i Cc 
Cat Be a AY “gh. & Mie ese s, 4% ‘ ¥.3 d 
setae | : gre E es Bs : » - Pigs . ist ef PHA Le Big ae ie a a ae , RICE sds ihe ie Vv 
ee ae BS a Be. Ff : ’ e 4 ov i; Re i - CG, Ye gs | aad 5 isoate A . " be Ly FH Alspig. igs i peri 3 
cee, e . ee ow, @ eas ‘ as és “ CS tie eee tee { co ee TT $ ie Ws a s 
Me See y g i nae ate oe # Te ad “ "ee ee ee 3 é 
A eat | Be get 9 - me a a ee Rt sa we Me SP: by ” . ie. ae ethe DAY 
Seeley Pe. es a fo eC) sag ot pt oe “+ BE PE eae oer FE pes fee In % Rend oe Weed se al ep fe 
Or ae} , reread ‘ ‘ ¢ 4 ie os ee” som ee : DAS. as git 4 x +408 % og 
5, rs ‘ io “ > d 2 o:  _ aie 3 ee RICE ao AY! BRS 
eaey a s oo fe ag er @: @ » ¢ pisad , a 9 _ j Z oF 3 yee” ' je tO ae pins a eu ste 
4) yee aha ’ \ Beet. fas <te ae +4 ¥ je Me. er > ISHIES| oy ia ng r i 
SS ee r © oe 90 aaa ‘pero. ee : nes j , y Le Mh 
eS teens — r — a J | Es A ” * Z -* 7 a Gopee v ee 5 “i= salty ses Be: ayy 
EN eA Snag * z 4 . Bese ig. FB: oe et ee Ln AEG 
zeae ae a S\ORS Lele. ck sil eheie ’ ; pte ae » 4 : bil se Peg wire 
: : af \ \ . oe A . ein a ee cee ee eee CLS 
Spee ahe ee : 4 Lo! ers, Lt Se Co i= oe x 4 ee ieee ake 
a, P j Lg Bes es a TS fe, they & y xg 5 aS Sey gape: ae = -| Ee tes x Ms se Mas 
J ie Sat Mes ih 3 ee ee : ee ‘ * ¥ tS 8 yi bts eS < ig 
ee THe. : 4 sg o ee ¥ . wi 3 Ee ee fy ae . é 5: : sta earl GAN es wee bess ce ee e Ag j A a 
3 , LOPE OPE heer. sven * a Dee tenet ee Je i e, 
Dare pe ee, ; ae ‘ee , - RTO von fg i gS fi i oe ete gion ee is ‘oie 
5 oe - te ae z te a pag ge: oh ae by Ge i tee he ‘ Shae sie. 9 Sg : ed 1 =e 
mT ee : ee oS oe? rs ne ii i ; A ee Se 
SO =, ’ D calc * rages 3 | a AO gree ‘ He SS Hrd ae: e tees. ee e 
Sr St acy - ae f FLESH ; ae ke by Boas ; ee eas ne ee ae 7 
: 3 : Smet, . 4 ‘ , ae a : as ee ese: Le j 4 ' fi ee te ite, Me ee ( 
. ats nr ee a % 4 ; cus ; wHire Ce ere eo he es ees ph xe omrapy ecerenrer 
i ¥ — ‘¢ * : ie ee gr ee ay, Gee ee ne ee ie Geng! Foes | ee ee : : L 
4 ¢ iy “ ra ey, bi ERY OR Mis ii 5 Nas MON gee ey eae PBI ae Le Stas: Fae 5 é ee "i : 
‘ @ gee eo cm 4 joss ce % gg ee I SE ; ee ES ae oe 
ergo m Pep ki tg hm . catiil o i big cae | ae . CPOE SF PB Ge % a BREE he ba CT ae P 
oe: ae —i@~ ae epaee {/ MEW fy, a : Destin ae em ie 
ie j ao Cle Me weauat ’ oh ee (<a, :, WM gs Sg 
; 2s. % itAs - ae roe Nhe as ; ee - gn pS Ge ales as Caan © Re 
re 3; we a Te ey alee js On ee 8 se 4 wie ram. . es ee esas , 
#4 ‘ LE 4 Saath ? 2 a oe as ge Se ty , . es We e: - 
; : s oe \ ig 4 7 Wane oh Bs a J m i Z ae be os Mrs 
os ee re ee « ea Nii’ Pes os ar 
iis! 1 & ; t Bee die Wile J, ue oh oe” ais, tty ee 23 4 ee 
oki oak ee ER DT as ee? tamonnee . ee em i y ee es : 
2 ule we es ‘ iia Ee Re ie » jem, 8 ae ‘ 4 oa Be ee oe 
re ya eee ve “2 ihe oe be a ‘ oy. ii te ee ee Bx i 3 te 
- — j ra 4 CAPS, ioe oe or Rae. | OS: ¥ pk ase ih 8 38 ‘ a 
cif es 4 / Mh, ae 7 eee &£ eee es Pe —s 
ey = Se | a . ‘ * eo er Me . ; ede page e pre. Oe 
Peg to ie oa er oS: “A ee, é ‘oat 0 mae . roe 5) Pn Tee _ - . See. i ee s 
Bakes; euler a Fs ¥ a % A ES, Gg ee og he Sg te oe é : 
pai oS gs Tees Fy , , oa Wee i stecihed 6 £5 4 ‘oe é = ag eo $ oe 
es Sa (nae A Es aio ae _ PR, : So ae ; a & a x 
aie Te pnt, ; Rete eee , me ” ee CAie ie % ee j j ‘ : 
i ea 2+: Per ye a G hae are Fae he a = as Hf ne . 
od cae aa - E ae oer (ae sf SE eS a on eee oe ee" ‘ sa re ates. ga #. 
eins my 2 a Se Vegdk 2 Sipe, | Se a Za Pixs 9 8% gis ‘im r a ‘. oe S| NE... ; a. es ; 
a ee ore ®t 2 ee wets & RE ie oe r coat a oe. i e zo 
ales oa ‘se ee ile ees BE 2 i pee OO te ah ee a eee : a. so COE pe a ge a ae 4 2 < 
ah oo Tog a Le ae p> ie a : We PERE Gee et Ce es | eee. 3 a j rine gt ee ee ee ee ae ) 
yn A the : ae a4 Rite 4 - _ penentin SE TR ae te gs te i a ae Sic eet By ser im pis oe ea eee SP ein... ae 
eS ex * a ee a iat Be fae: oo i} ey ik ee a=. a Be x ei i oe oe | 
ere coat Y H ef ais oe : 3 ia: , : i Ot age i : ar CS Se SS a oe cee a By Oe oh ee 
rete 1 a 2 vr ; ae f ; ee “ied i 2: fae” : 2 es : ‘ 
— ee Get 7 Rs tas $ : i 4 oie pees a tac Beso sy cor o 
od i ba: ‘ Ree _ 3 p , be aa | 
Suey ee dst e sete" sie! a OT ee i a a , ies a. og. a ; - | S oe te, ie “yyy . Jay a: > ' 
e pt fe 28 oS oi Oe i se fe ot # nee 4 2. ae i ae 3 ea ¢ WEE oy, ) 
7 fr eee %. al wera i » a = . ms ws } * es Caan. 
roa, - tows a 4 io “s ga rp . sis p eS e 4 ae of heb ; 
fee meer.” Dis se ae “ 10 : a beg ( ) 4 rhe hy a ye 
noe 6 4 — 4 " ae é goat sk PSS tg i were . 
= be 4 4 il ‘ai a a= 4 4 ¥ j e's a Poe Eee ee a aes, ae ee Nei Be oe > e £ } REE thing ie 
ets i dell ros | a } Ree oe ee ee oe em Rs See és er y i 93 ee. 
a , wheereemens | : de es ES Rae ee ee a 7 hod 
eee a : 3 se es RE IS POY OS ; EES he Oe ae : ees ‘ Waren: ’ . 
‘a wie . ae cy : iil : ths ie gs ee . ae tA os 
_ RUMINGTON& «dd . 1 —_ ; 
me 4 1) ha ated Slat ane . : t 4 "See ae eon f y 6 
mate re a a B : re ee ee Z Be: 
a , “* aa? r — 7 Hs 
Cag 4 ie v ‘ a P P / A 
Daim ' : aot : . d ee re é 4 
a . 1 gS —- . Mg . Ee 
Gent . e, am A at tans se Oe - * — ~<C , 1s 
“ge f ig r »- Rae pe? ag ; & sth eg ; ois os 
i oe oe ee : a a “ = iz "leaks Bean es pee: 
ae a Soh ; : sii 5 = * - ie re - - | aces pe 28 
‘Saee ” , hed —— a : : eeee ‘ ; - Pek ‘3 oi 
iat oe 7 WING "eg: ; ae serena pe : ? Beate a. 
; a hie : 3 : am Pe : ; sat . 
Y . er men , B | bes of i ey ae ee ; phe 
ie —_ =. . == | oe aaa ws or: es - 
fe ire ; € a ge . oe Mca eit Le” 4 ae oe 
ee es . J 4 ‘ ss Pe ute Ye Be. 
ree ole i . : . eed o j i om eee : =e me 
‘ P : ‘ nl % & ae | =! . oe _ pp e 
7a Pet : 14 Pas he 
eae " 2 ee : - ng 
: mF cs teen Tee tH: OE Ree Sd 2) SPA Ae eaiaanaas -_ a BC : he te ae . . PEs OR ae 
“i ~ Le en IOS Y Be Be a EOE TR BAS :...———~SY Sr te eo a Te . fa os ie: a 
Sint ie es 
i as ieee 
ie Out ae 
nrg 
em, oe 
ie ae ae 
ee ae 
fe ae eget 
vaeeeceaie t-. 
ee oe 
a fs | > 
PR cis 
EES 
ee 
' , ae — — ee 
a ted 
ETI. *? 
2% te 4 . < 7 >: 
F ; - i . : 3 r EN, : i" ; : Med oT Lael ie ; = et Ceara, é 
fae Be Shh af Ring Bape Mai fee +5 oe " Ae hs 2 hore é : Se oa% ig ij g mee 7a X * x ? MA SRe ee 
# Son a oie 2. + pes Fa ores wee ae pg Io Seedne® ei Le Sits Sire A he a ’ ‘ 2 * % aps od Rh eit ‘x as ie AW Oe cs gta Shes i ; 
ee ¥ eos. ae $43 eee 34 2 o ‘ Ot Lg A ee Ae pe ee ye ee Witses Fae ca LA ney “ ; E : "OR. : is ou 5 Ee Had 
a % eae aay Soe ee 1, aoe a & a? ath 6 ie PEN a a og Sage Ass riualk te * ca be Hoe eget a; ae ‘ M eames Yor : : % ioe ; gee ns i v : + ty 


‘ ¥ 
o 


OUT OF THE BINS—Rose Marie Reid de- 

veloped this rack in order to get swim- 

suits out of the usual bins and into the 

aisles where impulse sales can be stimu- 

lated. They are in use in more than 600 
Stores. 


Rose Marie Reid 
Uses Rack to Get 
Suits Out of Bins 


Los ANGELES, March 17—Rose 
Marie Reid of California, swimsuit 
manufacturer, is using a somewhat 
different point of sale unit to ac- 
complish a dual job of (1) putting 
its name before swimsuit shoppers, 
and (2) getting a larger display | 
of its suits than would be possible 
by any other means. 

The unit is an attractive, but 
standard, aisle rack. The gimmick 
is that the rack is surmounted by 
a gaudy beach umbrella proclaim- 
ing “Rose Marie Reid Swimsuits” | 
on all sides. The rack is adapted 
to display of swimsuits by special | 
hangers designed to _ properly | 
shape them. Each hanger, and the. 
rack, also carries decals bearing» 
the Rose Marie Reid name. 


| 
| 
| 
| 
| 
| 


® Acceptance of the rack has been | 
helped by the fact that it enables 
a store to have, in effect, a swim- 
suit department, using a minimum | 
of space. In this light, the umbrel- | 
la and the dominant use of the) 
Rose Marie swimsuit name is ac-| 
ceptable because it sets the mood, 
and marks the presence of the de- 
partment. 

Several advantages are gained | 
by use of the display unit. Normal- | | 
ly, swimsuits are a “bin” item. 


DOUBLE DUTY—This beach towel serves 
dual display role for Rose Marie Reid. 
Displayed in stores, and sold to bothers, | 


it carries 
Rose Marie Reid ads. 


the same theme as current. 


Unless the salesperson is thorough- 
ly trained it is unlikely a prospec- 
tive customer would see all avail- 
able suits. The rack shows a full, 
selection of 24 suits. This compares | 
with previous display potential of 
one or two on mannequins. In ad- 
dition, the gay umbrella calling 
attention to the wide selection has | 
operated to encourage impulse 
sales of swimsuits. 


® According to Jack Roberts of) 


Carson-Roberts Inc., agency for | 


||Rose Marie Reid, the display unit | 
|| has not only increased sales for the | 


Reid suit, but also for other swim-_ 
suit brands. 

The unit has a utility value, in 
that the top combination of pole 
and umbrella can be removed, 
leaving a rack which can be used 
for other purposes when swim- 
suits are not in season. 

Because it is an expensive unit, 
stores must pay for it. The unit, 
has been in use for three years, 
and there are now more than 600 | 


The important fact 


Reid is that more n half the 
stores using it do no rmally use 
display material ished by 
manufacturers. The esmen like 
it because on their s the unit 
can be easily ser\ { and re- 
plenished. 
es This company al introduced 
a “different” displa: cach towel 
last year, with muc! iccess. The 
towel can be sold, b is basically 


designed as advert g 
_adaptable display pi: 
nature, the towel ca 
a display backgroun: 
play, or draped whe 

Prominent on the 


and an 

Due to its 
e used for 
i: ledge dis- 
ver desired. 
owel is the 


Rose Marie name. When intro- 
‘duced late in the se: on last year, 
the towel carried highly im- 
pressionistic design customary | 
items of beach wear «nd use were 


pictured, with the tig line “And | 
Rose Marie Reid.” 

Having proved hisily saleable, | 
as well as a piece tha! got wide use | 


“Jewels of the Sea.” 
On the basis of present sales, it is 
expected close to 50,000 families 
will be carrying Rose Marie Reid 


beach this year. 


Commonwealth Sets Drive 


Commonwealth Shoe & Leather 
Co., Whitman, Mass., will use trade 
publications, plus Esquire, Life, 
The Saturday Evening Post, Time 
and True to promote its Bostonian, 
Bostonian Footsavers and Mans- 
field men’s shoes. Dealer helps in- 
clude window dispiay materials, 
newspaper ad mats, counter and 
display signs, direct mail pieces 
and radio spots. Young & Rubicam, 
New York, is the agency. 


Moskin Joins ‘Companion’ 
J. Robert Moskin, formerly with 


pe has been named articles edi- 


tor of Woman’s Home Companion. 
He succeeds William Peters, who 


in stores throughout the country.| where standard display material has resigned. 
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‘ose Marie! would not be accepted, this year | Buys Milwaukee Equipment Co. 
the towel illustrates the current) 


ad theme being used in national 
| Magazines: 


Milwaukee Equipment Mfg. Co., 
maker of farm implements, has 
been purchased by Food Machin- 


iery & Chemical Corp., San Jose, 


Cal. New president of Milwaukee 


_Equipment will be H. F. Engelking, 


advertising right down to the | division manager of Bolens Prod- 


ucts division, Port Washington, 
Wis., also a Food Machinery affili- 
ate. 


Hipp Promoted to Ad Head 

Raymond A. Hipp has been ap- 
pointed advertising and sales pro- 
motion manager of State Distrib- 
uting Co., Milwaukee electrical 
equipment wholesaler. He succeeds 
Karl H. Carstens, who has been 
named director of retail advertis- 
ing and promotion for Magnavox 
Co., Fort Wayne, Ind. 


Sandler Shoe Promotes Rube 


David C. Rube has been pro- 
moted to v.p. and general sales 
manager of Sandler Fenton Shoe 
Co., Brockton, Mass. In addition 
to his new duties, he will continue 
serving customers in the metro- 
politan New York area. 


papers... 


For motor cars—or any consumer prodi:t—an attrac- 
tive catalog is often the key that unloc!s the urge to 
buy. You can help your catalog achie.e its purpose 
by selecting one of Champion's custom-: vated papers. 
These fine papers fold beautifully and reproduce 
halftones with brilliant clarity. They are outstanding 
. ideally suited for catalogs and brochures. 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, 


St. Louis, Cincinnati, 


WHATEVER YOU 


Atlanta, Dallas and San Francisco. 


R PAPER PROBLEM. . 


TRADE-MARK 


Symbol of Quality 


» IT'S A CHALLENGE 


TO CHAMPION 
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Twenty ‘Trains’ 
Carry Display 
Load for Vogue 


Los ANGELES, March 17—Vogue 


Shoes Inc. has learned it pays to| nouncement ad in advance of the’ er.” 
make a production out of its point | 


of sale material, and limit its use, 
instead of seeking mass distribu- 
tion. 

Vogue’s display material is limi- 
ted to exactly 20 sets of a “Skooter 
Train,” consisting of a distinctive 
old-style locomotive and tender, 
and an unlimited number of wheels 


Appointments for use of the | Skooter train will have no less! 
train are set up by the company’s | than 10 “cars”; in some cases a| 
representatives. The train is not) train has had as many as 50. 
offered freely; stores that use it | Store promotion is built around | 
are required to make the train the | the train and the slogan “styled.... 
basis of a definite program of, made in California,” which Vogue 
store promotion and advertising. /uses as the theme for its casual 

Stores taking the train must use shoes. In some cases, Seymour | 
it for a window display one week, Fabrick, designer of Skooters, 
and inside the store the next week.| makes personal appearances with 
The stores are asked to run an an- the billing of “Hollywood design- | 


1 DONT MIND CAUSE | LOIN SIEADY WITH 
; SHOOTERS... THEY TAKE 


“VERYWHERE, 


for cars of the train. Cost of each | 
display is approximately $75. | 

Of the 20 sets, five are part of 
permanent displays where top| 
stores have set up “Skooter” de-| 
partments. Skooter is the trade) 
name for Vogue’s casual footwear. | 
Use of the other 15 sets is limited 
to two weeks at one time in a store. 


train: “straight from Hollywood 
SUP. : sisewes ” “Hollywood Skooters 
are coming to ........ id 


s It is also required that the “ar- 
rival” of the train in the store be 
announced in advertising. Neces- 
sary mats are supplied, including 
others in a series which announce: 
“Skooters have left Hollywood”; 
“Skooters are now in........ ” with 
each marking the progress of the 
train toward its destination with 
the name of a city between Holly- 
wood and the store concerned. 
When set up, the train’s cars 
consist of boxes of Skooter shoes 
placed on wheels, Customarily a 


Another typical example of the 


emphasis upon “Hollywood” is the 
use of directors’ chairs set up in| 
the shoe department, with the | 
names of famous Hollywood per- | 
sonalities lettered on the back, as 
on a movie set. In addition to pro- 
viding atmosphere, these chairs 
are used for shoe fitting. 


® Since emphasis is placed upon 
scheduling the Skooter train, a 
complete “train schedule” is kept 
in the office of the Vogue agency, 
Carson-Roberts Inc. Routing is 
handled through this office. When 
first sent out, the train is packed 
in a special container, and a letter 


é 


wake up your weary 


craftsmen 


ordinary 


we advertising! 


More than 4,000 licensed DAY-GLO 


other industries—pledged to main- 
tain the high standards of Switzer 
quality and workmanship —are eager 
to show you how DAY-GLO will 


wake up your promotion. 


Switzer DAY-GLO Daylight Fluo- 


rescent colors are visible four times 


your new color guide! 


in the graphic arts and 


THE SKOOTER TRAIN—By using just 20 of these trains shown in this window display, 
and by limiting most stores to a two-week display period, Vogue Shoes feels that 
it gets maximum point of purchase impact for its Skooter shoes. 


announcing its departure sent to | for an 11-week period, the radio 
the store. The store is also given a|program, ‘“What’s My _ Line?”, 
label for use in forwarding the| broadcast over 125 local stations 


train on to the next scheduled f the Columbia Broadcasting Sys- 


store. Every sixth trip is back to  tem’s network, wili feature a mys- 


tery guest whose identity will be 
the agency for a check-up and any | guessed by the public. Each week 
repairs needed. 


. K : /a main prize of $1,000 will be paid, 

This promotion has been highly | with additional weekly prizes of 
successful because its basic pre-| $100 to 10 participants. Earle Lud- 
mise calls for the closest possible | gin & Co., Chicago, is the agency. 


identification of the product with | 
To Hold National TV Seminar 


the display. By reason of its ex- 
clusivity, the train is sought after, The first National Television 
News Seminar, co-sponsored by 


and, most important, used as the 
basis of a known strong promotion.| the Radio & Television News Di- 
rectors’ Assn. and Northwestern 


University’s Medill School of Jour- 
Backs Mystery Guest Contest —nalism, will be held April 28-May 

Jules Montenier Inc., Chicago 2 at the Orrington Hotel, Evanston, 
maker of Stopette spray deodorant, | Ill. The sessions will cover the 
will sponsor a $20,000 mystery practical application of the latest 
guest contest. Beginning April 15'| techniques of TV news operations. 


as far because they are up to four 


times as bright as the brightest of 


colors. Write today for 
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Pebot 
Blue Ribbon 


because we satisfy our customers by careful attention to detail — precise 
quality control and the latest in 2 and 4 color press equipment — 
BEST FOR COLOR! — COLOR!! NOTHING BUT COLOR — 
Displays . . . calendars... broadsides . . . folders . . . 

children’s books .. . maps. . . greeting cards. 
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Motorola Inc. H. J. Heinz © 
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OM PANy 


VARIETiICg 
PITTS BURON 30, Pa, 


THE 7 


CHICAGO $1, ILLINOIS 


ARNOLD, SCHWINN & Co. 
Schurinee - Beal Bryce 


1@ PORTH miLosee oven 
CmiC 200 99. Limos 


Hotpoint Inc. S600 W. TAYLOR STREET, CHICAGO 44, ILLINOI 


~— A GENERAL ELECTRIC APFILIATRWN 


Kaycrest 00 eee eee 98 
November 15» 1952 
Me. andrew J. DeTolve 


american Offset Corporation 
1239 Madison Avenue 
Chicago, Iilinois 


Dear Andy: eo use this as Ones 


need @ testimonial letter, pleas 
ived today 

¢ our 1953 seul and tae ane TOTS urinate to 

ao ety Oy oan flight supervision. 

ine of seals and tags 


improvenent over Our 


If you ever 


press sheets 3 
and they are P 
| careful craftsmans m3 
our n 
our trade sees a 
; unee nag wail notice the tremendo 
previous year's output. 


with many thanks and best rogardse 


Collect calls 
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cs astaways sas bes a 


16375 COLLINS AVE. 


Cr 
'CaG0 39. ‘Ketnorg 


MIAMI BEACH, FLA TELEPHONE 816-2606 


November 16 
ur. Rs 0, » 1952 


December 9, 1952 American of 


f 

1239 w Madi son sory. 

°F on 
Chicago, Tilinete e** 

American Offset Corporation 


De 
1239-3 West Madison Street > Sete 
cago 7, 8 I woul 

advise Aden meee “Ppreciate it ir 

Attention: Mr. A. DeTolve sponsible for promen’ the entire crew Would personally 
1 ple Cing the R. © wore ron 
Dear Sir: eee are two of ent, of us here at nee 2u03 direct 
6 
We have received the first shipment of our color Pub out in quite a whiles "Pomtional pieces et = 
ete» aa and we are greatly pleased with the T want YOu al) to Ma . 
° tud Ow that 

jobs terouse whole oOrganizaty a Preciate the at. 
The composition is exceptionally good, and the color them, your plant instead o in "living" these 
reproduction is so true our guests cannot get over of just Printing 
its reproduction, 


They were fine 
qMalit the 
Again, we wish to tell you that the work was beauti- y oy * you, 
re executed, and has met with our complete satis- 
action, 


Yours very truly, 


Very truly yours, 
THE CASTAWAY, 


Zp, 


F, (. Brandes - Director 


HP /ap 
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accepted from/any point in the U.S. A. eae 
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Look for your. 


ALABAMA 


Midstate Advertising Co. 
1212 Houston Street 
Montgomery, Alabama 

Steel & Blake 
18 Dauphin Street 
Mobile, Alabama 


ARIZONA 


Ruhl Advertising Co. 
2745 N. Ist Avenue 
Tucson, Arizona 
Sun Valley Silk Screen Sigr. Co. 
2524 E. Washington 
Phoenix, Arizona 


Arkansas Printing & 
Lithographic Co. 

1000 Center 

Little Rock, Arkansas 
Culpepper Sign Service 


Sheridan, Arkansos 
CALIFORNIA 


Acme-Green Printing Co. 
550 San Francisco Avenue 
Long Beach, California 
Avery Adhesive Label Corp. 
1616 So. California Avenue 
Monrovia, California 
Bob Stirling Signs & Displays 
670 D Street 
San Bernardino, California 
Borden Decal Company 
207 11th Street 
San Francisco, California 
The Bower Company 
1370 West 24th 
Los Angeles 7, California 
. By-Buk Company 
4314 W. Pico Bivd. 
Los Angeles 19, California 
The Duracraft Co. 
8409 E. Garvey Bivd. 
So. San Gabriel, California 
Gillespie Decals, Inc. 
316 Oakland Avenue 
Oakland, California 
Hawkins-Hawkins Company 
(Reflective Prod. Dept.) 
1255 Eastshore Highway 
Berkeley 10, California 
Kresky Mfg. Co., Inc. 
Second and ‘'H'' Streets 
Petaluma, California 
Moyer Screen Process 
910 6th Street 
Sacramento, California 
Morse Decals, Inc. 
1213 East 14th Street 
Los Angeles 21, California 
Miller Dial & Name Plate Co. 
781 E. Washington Street 
Los Angeles 21, California 
Safe-T-Gal Sign & Decal Co. 
207°N. Broadway, Rm. No. 100 
Santa Ana, California 
Trans-Nation Outdoor Adv. 
118 S. Riverside Avenue 
Rialto, California 
Westline Products Division of 
Western Lithograph Co. 
600 East 2nd St. 
Los Angeles 54, California 


COLORADO 


Color-Ad Display Company 
1640 Platte Street 
Denver, Colorado 

Colo-r-graphic, Inc. 

2402 Curtis Street 
Denver, Colorado 

Flin-Ads 
444 5th Street (Box 429) 
las Animas, Colorado 

Sterling Advertising Co. 
810 South Div. Avenve 
Sterling, Colorado 

United Advertising Co. 
941 Bannock Street 
Denver, Colorado 


CONNECTICUT 


Nite-Bright Sign Company 
140 James Street 
Bridgeport, Connecticut 
John W. Oldham, Art & Display 
30 Garden Street 
Wethersfield, Connecticut 
Seri-Print, Inc. 
205 Cherry Street 
Waterbury, Connecticut 


FLORIDA - 


Douglass Sign Company 
1003 S. Florida Avenue 
takeland, Florida 


GEORGIA 


Atlas Sign & Manufacturing 

Company 
3217 Norwich Street 
Brunswick, Georgia 

Day Nite Reflective Sign Co., Inc. 
275 Boulevard N. E. 
Atlanta, Georgia 

Four Star Enterprises, Inc. 
414 W. Peachtree St., N. W. 
Atlanta, Georgia 

Mcintosh Brothers 
110 Albany Avenue 
Waycross, Georgia 


ILLINOIS 


American Decalcomania Co. 
4334 West 5th Avenue 
Chicago, Illinois 

Chicago Decalcomania Company 
3310 Elston Avenue 
Chicago 18, IIlinols 

Chromatone, Inc. 
2500 West 21st Place 
Chicago 9, Illinois 


REG. VU. 5. PAT. OFF, 


Darby Displays 
1666 Dearborn Ave. 
Avrora, Illinois 
Difo Screen Process Specialties 
4052 Belmont Avenue 
Chicago 41, Illinois 
Jaco-Lac Decal Manufacturing Co. 
234 South Wells Street 
Chicago 6, Illinois 
Jas. D. Ahren Company 
3257 So. Harding Avenue 
Chicago 23, Iilinois 
Kalmus & Assoc., Inc. 
2633 W. Grand Avenue 
Chicago 12, Illinois 
Kenneth A. MacKay, 
Signs Reflectorized 
1205 Banks St. 
Rockford, Ilinois 
Magill-Weinsheimer Company 
1322-28 South Wabash 


Chicago 5, Illinois 
Mason & Sons, Inc. 

Box 113 

Addison, Illinois 


Meyercord Company 
5339 W. Lake Street 
Chicago, Illinois 
Northwest Screenprint Co. 
236 N. Clark Street 
Chicago 1, IIlinois 
Spanjer Bros., Inc. 
1160 N. Howe 
Chicago, Illinois 


Gardner Silk Screen Co. 
38 W. 10th Steet 
Indianapolis, Indiana 

Graphic Arts, Inc. 

326 N. W. 3rd 
Evansville, Indiana 

Harris-Rood Advertising Co. 
811 North 22nd Street 
Terre Haute, Indiana 

Herb Williams & Sons 
643 Fair Avenue 
Shelbyville, Indiana 

Highland Art Productions 
Martinsville, Indiana 

Hocker Advertising Co. 
1418 W. Franklin St. 
Evansville, Indiana 

James Trimble Sign Co. 
253 S$. 22nd 
Terre Haute, Indiana 

Mathews & Irwin Co. 
528 No. Alabama 
Indianapolis, Indiana 

Phelps Manufacturing Co. 
916 No. 15th Street 
Terre Haute, indiana 

Prentice. Products Company 
2339 Crescent Avenue 
Fort Wayne, Indiana 

Ralph James 
623 No. Ewing 
Seymour, Indiana 

State Sign Co., Inc. 
2840 West 5th Avenue 
Gary, Indiana 

U. S. Screencraft Co. 
134 So. Meridian St. 
Indianapolis, Indiana 

Wilkerson Sign Co. 


Vincennes, Indiana 


IOWA 


Commercial Art Studio 
838 - 4th S. E. 
Mason City, lowa 
Dun-Lap Manufacturing Co. 
1017 East 7th Street N. 
Newton, lowa 
Kenny-Gyl Company 
764\/, 9th Street 
Des Moines, lowa 
Lanning Sign Company 
222 East 2nd Street 
Ottumwa, lowa 
Screen Arts 
1231 Ackermant Avenue 
Waterloo, lowa 
S. $. Coe Advertising Service 
1614 Center St. 
Sioux City, lowa 
The Vernon Company 
Newton, lowa 
Wernimont Displays 
127 - 3d St., N. E. 
Cedar Rapids, lowa 
Western Printing & 
Lithographing Co. 


Madrid, lowa 


E. R. Callender Printing Co., Inc. 
740 Nebraska 
Kansas City, Kansas 
Miracle Sign Company 
734 So. Washingron 
Wichita, Kansas 
Ray's Printing Service, Inc. 
819 Adams Street 
Topeka, Kansas 
Warren Burdick Company 
1815 N. Broadway 
Wichita, Kansas 


KENTUCKY 


Sullivan Screen Print Company 
107-109 West Main Street 
Louisville, Kentucky 


LOUISIANA 


Ad-Color Decorating Company 
518 Natchez 
New Orleans, Louisiana 
Art Vertising 
623 S. Broad St. 
New Orleans, Louisiana 
D. A. Flynt Signs 
2748 North Street 
Baton Rouge, Lovisiana 


COTCHLITE emblem dealer here: 


J. M. Carroll Display Sign Co. 
210 Texas Street 
Shreveport, Indiana 
Louisiana Advertising Company 
1361 West Landry (P.O. Box 661) 
Opelousas, Lovisiona 
Press of H. N. Cornay 
500 Hagan Street 
New Orleans 19, Louisiana 
Sniders’ Poster Process Company 
2638 St. Louis Street 
New Orleans, Louisiana 


Bryant Press 
655 Congress Street 
Portland, Maine 
Roland Borduas Co. 
23 Rockland Street 
Portland, Maine 


MARYLAND 


Shannon-Baum Company 
4103 W. Belvedere Avenue 
Baltimore, Maryland 


MASSACHUSETTS 


Arrow Advertising Co. 
Pittsfield, Massachusetts 

Bay State Advertising Co. 
178 New Bridge St. 

W. Springfield, Mass. 

Gordon Buffett Co., Inc. 
897 Washington Street 
Boston, Mass. 

Industrial Emblem & Knitwear Co. 
339 Little Bidg., 80 Boylston St. 
Boston, Mass. 

The King-Barr Press 
44 Portland Street 
Worcester 8, Massachusetts 

Springfield Screen Process Co. 

41 Brewster Street 
Springfield, Massachusetts 

Standard Sign & Signal Co., Inc. 
470 Main Street 
Clinton, Massachusetts 


MICHIGAN 


Carsten Products 
15406 Thomas 
Allen Park, Michigan 
Coons Printing Company 
927 Hilton Road 
Ferndale, Michigan 
Continental Decalcomania Co. 
E. Averill Street 
Sparta, Michigan 
The Demp-Noch Co. 
21433 Mound Rd. 
Van Dyke, Michigan 
Detroit Advertiser Co. 
22757 Hoover Rd. 
Van Dyke, Michigan 
Detroit Ad-Ver-Tis-Er 
P. O. Box 3811, Park Grove Sto. 
Detroit 5, Michigan 
Kalasign of America 
2022 Fulford Street 
Kalamazoo 24F, Michigan 
Kux Products Co. 
1433 Holden Ave. 

Detroit 8, Michigan 
Meyer Printing Company 
15410 Livernois Avenue 

Detroit, Michigan 
Moore Signs, Inc. 

10987 Gratiot Avenue 

Detroit 13, Michigan 
National Plastic Prod. Co. 

1433 Holden Ave. 

Detroit 8, Michigan 
Paul-Mack Signs 

328 West Dole Avenue 

Muskegon, Michigan 
Progressive Offset & Printing Co. 

12641 Livernois Avenue 

Detroit 4, Michigan 
Provo Sign Service 

611 Ludington St. 

Escanaba, Michigan 
Stanley Process 

16750 Nine Mile Rd. 

East Detroit, Michigan 
Wood Art Specialty Co. 

2127 E. Canfield 

Detroit, Michigan 


MINNESOTA 
Bemidji Sign Co. 


Bemidji, Minnesota 
The Douglas Co: 
620 - 12th Avenue So. 
Minneapolis, Minnesota 
Fitzgerald-Nelson Co. 
525 Lake Ave. 
Duluth, Minnesota 
Jensen Printing Co. 
114 North 3rd Street 
Minneapolis, Minnesota 
John D. Company 
249 West 7th Street 
St. Paul, Minnesota 
M-R Company 
Fergus Falls, Minnesota 
Murray & Malone Co. 
712 Ontario Ave. W. 
Minneapolis, Minnesota 
Scenic Sign Company 
Box 576 
Pine City, Minnesota 
The Tinsel Products, Company 
366 Wacovto Street 
St. Pav! 1, Minnesota 
Webb Publishing Company 
10th and Minnesota Streets 
St. Pau! 2, Minnesota 


Howard Vance Collum Adv. 
2205 College Heights 
Meridian, Mississippi 

Dement Printing Company 
6th St. of 21st Ave. 
Meridian, Mississippi 


Reed & Thomas Signs 
321 San Antonio 
Hattiesburg, Mississippi 


MISSOURI 


Mark Twain Emblem Co. 
212 Bird Street, Box 454 
Hannibal, Missouri 

Setlich Sign Company 
1300 S. Laclede Station Rd. 
St. Lovis 19, Missouri 

T & W Sign Company 
3914 Broadway 
Kansas City, Missouri 

United States Tape Corp. 
7031 Manchester 
St. Lovis 17, Missouri 


MONTANA 


Gillespie Decals, Inc. 
1252 North Main Street 
Helena, Montana 

Reporter Printing & Supply Co. 
1402 First Avenue North 
Billings, Montana 


NEBRASKA 


Hutcheson Studios 
517 South 14th Street 
Omaha, Nebraska 


NEW HAMPSHIRE 
Bovie-Meyers Advertising 


Concord, New Hampshire 
State Outdoor Advertising 

Manchester, New Hampshire 
Tyler Sign Company 


Laconia, New Hampshire 
NEW JERSEY 


Better Signs Studios 
140 W. Allendale Avenue 
Ailendale, New Jersey 
“Color Reproductions” 
122 North 11th Street 
Newark 7, New Jersey 
Rich-Art Printing Company 
56 Earl Street 
Newark 5, New Jersey 


NEW YORK 


The Actra Company 
161 Ellicott Street 
Buffalo 3, New York 
Adprint Displays 
112 Arch Street 
Albany 2, New York 
Bastian Brothers Co. 
1600 Clinton Avenue N. 
Rochester 1, New York 
Buffalo Sign Co. 
991 Main Street 
Buffalo, New York 
Captain Display Adv. 
474 Factory St. 
Watertown, New York 
C. G. Mitchell Adv. Co. 
55 Collier Street 
Binghamton, New York 
Chas. W. Brown Adv. Co., Inc. 
128 Erie Bivd. 
Schenectady, New York 
Color-Ad Sign Company 
844 Bleecker Street 
Utica 3, New York 
Davis Bulletin Company 
701 Seneca Street 
Buffalo, New York 
Decalcomania & Metal Etching Co. 
225 Flatbush Avenue 
Brooklyn 17, New York 
Dom Mangicaro Art and 
Lettering Service 
3580 Burnet Ave. 
E. Syracuse, New York 
Larstan Processing Co., Inc. 
259 Green Street 
Brooklyn 22, New York 
Margold Screen Design 
20 Philip Street 
Albany 7, New York 
Modern Process Company 
693 Portland Avenue 
Rochester, New York 
Palm, Fechteler & Co. 
220 West 42nd Street 
New York 36, New York 
Rueby Process Company 
284 Court Street 
Rochester 4, New York 
Screengraphic Art, Inc. 
1501 Milton Avenue 
Solvay 9, New York 


NORTH CAROLINA 


Batte Display Company 
Bidg. 221 Morris Field 
Charlotte, North Carolina 

Herald Press, Inc. 

1930 Camden Road 
Charlotte, North Carolina 

The Litho Press 
440 N. Eugene 
Greensboro, North Carolina 

Owen G. Dunn Co. 
242-44 Craven Street 
New Bern, North Carolina 


NORTH DAKOTA 


Cook Sign Company 
1418 Front Street 
Fargo, North Dakota 

J. W. Bacon Sign Co. 
Minot, North Dakota 

Tiegland Sign Co. 
721 Second Ave. 
Fargo, N. D. 


OHIO 


Allied Decals, Inc. 
8400 Hough Avenue 
Cleveland 3, Ohio 

Alum-I-Lite Displays 
625 W. Church Street 
Galion, Ohio 


Advertising Plates Co. 
45 W. Alexis Road 
Toledo 12, Ohio 

Berlekamp Sign Co. 
1304 Sycamore Street 
Fremont, Ohio 

Consolite Corp. 
1320 E. State St. 
Fremont, Ohio 

J. Payne 
¢/o Fruehauf Trailers Co. 
320 Fletcher 
Columbus, Ohio 

Haire Sign Co. 
1050 North 4th Street 
Columbus, Ohio 

License Equipment Co. 
3530 East 88th Street 
Cleveland 5, Ohio 

Modern Displays 
1201 West 8th Street 
Cincinnati 3, Ohio 

P and A Manufacturing Co. 
1434 Rear S. Whittenberg Ave. 
Springfield, Ohio 

Reflective Displays Co. 
1431 Mercereau Place 
Toledo, Ohio 

Robinson Sign Co. 
692 - 17th Ave. 
Columbus, Ohio 

Russ Peters & Associates 
2326 Navarre Road S. W. 
Canton, Ohio 

Welsh Silk Screen Productions 
138 West 6th Street 
Cincinnati, Ohio 

Will-Ed Products Co., Inc. 
310 East Ist Street 
Dayton 10, Ohio 


OKLAHOMA 


American Safety & Adv. Company 
2808 Lyons Drive (P. O. Box 6301) 
Oklahoma City, Oklahoma 

Southard Sign Company 
9th and Main Street 
Bristow, Okla. 

Stan Ramsey Co., Inc. 

2727 N. Oklahoma 
Oklahoma City, Okla. 

TADCO Mfg,., Inc. 
4028 N. Barnes 
Oklahoma City, Okla. 


OREGON 


Artcraft Signs 
397 S. E. Ankeny Street 
Portiand, Oregon 
Defiance Mfg. Company 
117 S. W. Front Ave. 
Portland 4, Oregon 
Gillespie Decals, Inc. 
20 S. E. 8th Ave. (P. O. Box 2406) 
Portland, Oregon 
The Kem Co. 
2845 S. E. 14th Street 
Portiand 2, Oregon 
Kaye-Loomis, Advertising Artists 
P. O. Box 583 
Eugene, Oregon 
Potter Manufacturing Company 
P. O. Box 988 
Eugene, Oregon 
Gillespie Decals, Inc. 
Steusloff Bidg. 
Salem, Oregon 


PENNSYLVANIA 


Champion Decalcomania Co. 
6022-24 Media Street 
Philadelphia 31, Pennsylvania 

Colorscreen Company, Inc. 
2008 Smalliman Street 
Pittsburgh 22, Pennsylvania 

Dia-Print Screen Process Company 
239-B William St. 
Williamsport, Pennsylvania 

Hen. Johnston, Inc. 

40 Penn Ave., West 
Reading, Pennsylvania 

1. D. L. Co. 

107 Pennsylvania 

Wilkinsburg, Pennsylvania 
Topflight Tape Co. 

116 E. Market St. 

York, Pennsylvania 


RHODE ISLAND 


Fo-To Screen Process Printing Co. 
550 Broad Street 
Central Falls, Rhode Island 


SOUTH CAROLINA 


Velvetex, Inc. 
424 Center Street 
West Columbia, South Carolina 


SOUTH DAKOTA 


City Printers 

519 West Ist 

Mitchell, South Dakota 
Knorr Sign Co. 

Sioux Falls, So. Dakota 
Knutson Signs 

16712 Dakota So. 

Huron, South Dakota 
M. M. Kell Signs 

Box 172 

Garretson, South Dakota 
Midwest Outdoor Adv. Company 

420 West 19th Street 

Sioux Falls, South Dakota 


TENNESSEE 
Advertising South 


1144 Union Avenue 
Memphis, Tennessee 
Bill Dyer, Signs 
108 Broad Street 
Clinton, Tennessee 
Chatta. Button & Badge 
Mfg. Co., Inc. 
205 East 8th Street 
Chattanooga, Tennessee 


Alamo Advertising Company 
P.O. Box 86 
Waco, Texos 
Bone-Crow C 
214 North 6th Street 
Waco, Texas 


Glen Fordyce Co. 
1818 Sidney Street 
Dallas, Texas 
Graham Process Displays 
113 Camaron Street 
San Antonio, Texas 
J. H. Herlocker 
Greenville, ‘exas 
Kiker Adv. Co. 
715 Inwood 
Bryon, Texas 
M & M Manufacturing Company 
Box 3044 } 
Amarillo, Texas 
Padgett Printing Co. | 
Dalias, Texas 
Pyland Sign Advertising 
508 W. indiana 
Midland, Texas 
Star Sales & Process Company 
215 Henry Street 
Dallas, Texas 
Wetmore and Company 
1015 So. Shepherd Dr. 
Houston, Texas 


UTAH 


PPP, Inc. 
3838 So. State St. 
Salt Lake City 15, Utah 
Screen Arts 
237-24th Street | 
Ogden, Utah 


VERMONT 


The Sheldon Press 
173 St. Paul Street 
Burlington, Vermont 

Vermont Art Studio 
Pittsford, Vermont 


Dominion Signs, Inc. 
423 Fourth St., SE 
Roanoke, Virginia 

1. H. McBride Sign Co. 
36 Denver Ave. 
Lynchburg, Virginia 


WASHINGTON 


Cole & Redmayne Co. 
2338 East 11th 
Tacoma, Washington 

Cole & Redmayne Co. 
3229 Western Avenue 
Seattie, Washington 

Color-Craft Process 
412'/ Fairview N. 
Seattle 9, Washington j 

E and R Signs 
910 Bay Street 
Port Orchard, Washington 

Fenner and Pranger 
414 W. Chestnut St. 
Yakima, Washington 

Gillespie Decals, Inc. 
1001 Terminal Sales Bidg. 
Seattle, Washington 

Miller & Calkins 
N. 626 Monroe 
Spokane 1, Washington 


WEST VIRGINIA 


Safety Sign Company 
3718 Macorkle Ave., S.E. 
(P.O. Box 47) 
Charleston, West Virginia 
Steel Screen and Paint Company 
Box 41 
Princeton, West Virginia 


WISCONSIN 


Advertising Creations 
749-51 West Washington Ave. 
Madison, Wisconsin 1 

Buresh Signs 
2661 S. Webster Avenue 
Green Bay, Wisconsin 

Cedarburg Sign & Neon Co. 
220 Center St. 

Cedarburg, Wisconsin 

City Sign Service 
Baker Drive 
Wisconsin Rapids, Wisconsin 

Color Arts, Inc. 

1251 Mound Avenue 
Racine, Wisconsin 
Display Products Co. 
191 Main Street 
Oshkosh, Wisconsin 

Frank Mayer & Associates 
4727 North Teutonia Avenue 
Milwaukee, Wisconsin 

Geo. F. Weber, Inc. 

1255 N. 6th Street 
Milwaukee, Wisconsin 

Gokey Sign Company 
111 West Louis Street 
Prairie Du Chien, Wisconsin 

Inland Printing Co. 
2nd Street 
LaCrosse, Wisconsin 

Northern Engraving & Mfg. Co. 
4th Street 
LoCrosse, Wisconsin 

Orde Adv. Company 
213 N. Monroe 
Green Boy, Wisconsin 

Screen Art Co. 

312 East Wilson St. 
Madison 3, Wisconsin 

Searle Signs 
1616 So. Main Street 
Rice Lake, Wisconsin 

Serigraph Sales & Mfg. Co. 
South 12th Street 
West Bend, Wisconsin 

W. H. Brady Company 
16 East Spring St. 

Chippewa Falls, Wisconsin 

Weinke Advertising Co. 
1305 Woodland Avenue 
Eau Clair, Wisconsin 


WYOMING 


Prairie Advertisers, Inc. 
304 West 16th Street 
Cheyenne, Wyoming 


WASHINGTON, D. C. 


Walling Process 
(rear) 721—Second St. N.E. 
Washington, D. C. 
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a WNU was organiz 
Des Moines and spre 
1906 the company b 


: AA, .' known as “ready pri 
Western Newspaper {7 Perry last Detemper ae tha Y 

\financial involvements. These re- “mounting costs req 

New York, March 18—Western a sound, economic v 

and is contemplating shutting sev- | unprofitable enterprises. As a re- w. perry pointed out 
On . . x 

ce one of the giants in the cember and has closed branch of oxink debeen 

centrates on its printing plants,| Brown declined to name their lo- 

of printing and machinery equip-;has not been making any money rival, A. N. Kellog 


8), there have been reports that insides,’ was sus 
Union Closes Six | WNU was closing offices due to March, after 87 y: 
s . ports are denied by W. W. Brown, increase which wou! 
Unprofitable Offices Petutive vp. of WNU. ‘the service out of th 
Newspaper Union has closed six of » Rather, Mr. Brown explained, weekly papers.” 
its 36 offices in the last few months the company is removing all of its At the time, Pres 
eral more eventually, part of a/sult, it stopped syndicating all hats 39 
eee ? | ’ . ervice,” once the on 
reorganization program. news and feature services in De- sand. was down to ! 
“boiler plate” business, and still fices that were primarily con- 
a big operation, WNU now con- | cerned with printed matter. Mr.) 
mat service to agencies and others, | cations. : 
its paper business and the sales| The syndicate service, he said, 
ment. |for WNU for ten years. The com- 
Since the death of owner John’! pany’s “printed service,” also 


ther consolidations, 


Co. and subsequent) 


or “patent 
nded last 

because 
ed a price 
iave taken 
ategory of 

for most 


nt Farwell 
at “printed 
thing WNU 
of annual 


in 1880 in 
rapidly. In 
‘ght out its 
Newspaper 
made fur- 


.minating in 


the absorption of the American 
Press plate and mat business in 
1917. 


55 
Matchabelli Names Agnew 


William R. Agnew, formerly 
‘president of Agnew Inc., New 
'York, jewelry manufacturer, has 


® The late Mr. Perry acquired been appointed advertising mana- 
WNU in the early 1930s, when it ger of Prince Matchabelli Inc., 
was distributing comics, news and New York. 


features to thousands of weekly 
newspapers. Mr. Perry concen- 
trated on building a chain of news- 
papers and radio stations which 
eventually grew to 11 dailies, 16 
weeklies and four radio stations, 
all in Florida, plus four Kentucky 
newspapers. 

During these years, the syndi- 
cate services, some of which be- 
came anachronisms in modern 
journalism, gradually declined and 
are now completely out of exist- 
ence. 


Jayme Joins CBS Radio 


William N. Jayme, formerly as- 
sistant circulation promotion man- 
ager for Life, has been appointed 
copy chief of the sales promotion 
and advertising department of 
CBS Radio, New York. 


| WVOM Promotes Ken Strong 


| Ken Strong has been promoted 
from commercial manager to na- 
tional commercial manager of 
WVOM, Brookline, Mass., radio 


‘ outlet. 


“See? ‘Scotchlite’ Reflective 
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Sheeting gives 


with full color impact...all day and ALL night” 


EQUIPMENT 


na COMPANY COMPANY 
DENTIICATION PUBLIC UTILITIES ‘ 


IN THIS STORE 


STORE FRONTS 


MEMBERSHIP IDENTIFICATIONS 


REG. U.S. PAT. OFF. 


"SCOTCHLITE 


REFLECTIVE SHEETING 


*Here’s the ideal emblem material! New smooth 
surface is fully reflective...long-lasting...color-fast 


...easy to apply...won’t crack! It sticks 


at a touch, needs no water or activator.” 


—------------4 


| 


ha. 

oe Made in U.S.A. by Minnesota Mining & Mfg. Co 

#“Scotch” Brand Pressure-Sensitive Tapes, ‘Scotch’ Sound Recordi 
Rubberized Coating, “Safet ' 


hesives. General Export: 122 E. 42nd St., New 


Name. 
Company..... 
pS errr rrr rr erry? F 


City ccccccccccccccccecer cscs se cAOROs oss ccccsccccccs 


FRE 


MINNESOTA MINING & MFG. CO., 


Sample emblem of “‘Scotchlite”’ Sheeting. Bend today 
for sample emblem and facts on doubling the power of 
your emblems, signs or signals. No obligation, of course. 


Dept. AA-3, St. Paul 6, Minn. 


ee ee ee 


eee eee eee ee 


, St. Paul 6, Minn.—also makers of 
Tape, ‘“Underseal” 
: “3M” Abrasives, “3M” Ad- 
ork 17, N.Y. In Canada: London, Ont., Can, 


Walk” Non-slip Surfacing, 
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PERK-UP 


DISPLAYS WITH THE 
NEW METAL LINED FIBRE 


The Deca-Pole projector rises above 
stock shelves, counters and tables to 
capitalize on the one unused space in 
crowded stores . . . air space! And 
there’s plenty of room to take care of 
all the inspiration and ingenuity that 
makes for distinctive displays. 


The base can be set up in a minute— 
takes up a minimum of room only a 
1%" circular area of counter or floor 
space ... and cannot be knocked 
over. All in all the Deca-Pole Projector 
is adaptable, flexible, easy to install 
and work with. 


DECA-POLE 
Manufactured by 
ADVERTISERS DISPLAYS & EXHIBITS 
2028 Washington * St. Louis, Mo. 


See Us At Booth 16 
P.O.P.1. Show 
March 31 & April 1, 2 


Distributed by 
Chicago Cardboard Company 
3240 N. Homan Ave. 


Fabricators of quality point-of-purchase material 
for over 50 years. 


CHICAGO CARDBOARD COMPANY 
1240 N. Homan Ave. Chicago 51, Illinois 


Please send complete details on the DECA-POLE 


To. 


‘and country home are complete 
| even to elevations and allow an al- 


@ Chicago 51, ill. 


Firm 


Addr 


City. Zone. Stote. 


Olympia Offers 
Lumber Dealers 
a Display Kit 


SEATTLE, March 17—“This is the 
house that Jack built” still holds 
good as a nursery rhyme. Jack 
lived in the good old days when a 
man had plenty of time and was 
a Jack-of-all-trades. But the mod- 
ern builder needs all the special- 
ized help he can get. 

Recognizing this, Olympic 
Stained Products Co., through its 
advertising agency, Pearson, Mor- 
gan & Pascoe, recently designed a 
complete point of sale kit for lum- 
ber dealers throughout the coun- 
try. 

With “Olympic sales helps for 
more sales in 1953” as the theme 
Olympic is encouraging its lumber 
dealers to stock not only the com- 
plete line of Olympic stains and 
pre-stained wood products, but 
also all the other supplies, so that 
the contractor can centralize his 
buying. 


s The inducements are substantial 
and 30 dealers across the country 
have joined since the program was 
instituted in January. The list is 
growing and Olympic looks for- 
ward confidently to lassoing plenty 
of profits with their western prod- 
ucts. 

The step-by-step mechanics of 
the plan, which requires a high de- 
gree of coordination, are: 


1. Dealer kit: The dealer is fur- 
nished a large envelope containing 
a complete advertising service, 
which includes: 

A covering letter. 

Two large, full-color wall banners. 

An assortment of six small, supplemen- 
tary, silk-screen banners. 

A series of radio spots. : 

A selection of complete newspaper ads 
tying in with Olympic’s national adver- 
tising in House & Garden, Sunset Maga- 
zine, and the trade publications, Western 
Building and Building Supply News. 

Statement stuffers with dealer imprint 
space. 

A full-color brochure for the home 
builder. 

A black-and-white brochure for the 
dealer, showing him how he can profit 
by tying in with Olympic national ad- 
vertising. 

A postage-paid order blank for addi- 
tional printed material and newspaper 
mats. 


@ 2. An accompanying display of 
Olympic pre-stained wood sam- 
ples: Perfect-fit shakes and tex- 
terior in 14 western tones. Timber- 
line, the new pre-stained Western 
Red Cedar siding, in five colors. 


3. Mailing service for dealers: 
The dealer furnishes Olympic with 
a list of his contractors, who are 
then mailed a full-color, dealer 
imprinted invitation to come in 
for their free house plans. 


s 4. Free house plans for contrac- 
tor: These blueprints for a town 


ternate choice of two or three bed- 
rooms. When the contractor brings 
the mailer back, his name is for- 
warded to Olympic and the dealer 
is then mailed the building plans 
together with a complete list of 
materials—windows, nails, etc.— 
The contractor, completely fur- 
nished with blueprints and mate- 
rial list, can then make his entire 
purchase at one time through one 


‘Gas Appliance Makers 


Start Sales Program 


An industrywide sales program 
will be started in April by the 
domestic gas range division of the 
Gas Appliance Manufacturers Assn. 
A completely packaged promotion 
of point of sale aids has been pre- 
pared to help dealers to sell more 
automatic gas ranges. Newspaper 
mats as well as direct mail and en- 
velope stuffers will be furnished to 
gas companies and dealers. 

The American Gas Assn. range 
committee will help sell the plan 
to dealers and utilities. Two-color 
ads will be run in trade publica- 
tions in April to announce the pro- 
gram. Morey, Humm & Johnstone 
is the gas appliance group’s agency. 


Three Join N. W. Ayer & Son 
Mrs. Jean Phillips, formerly 
with WPTZ, Philadelphia radio 
station, has joined the N. W. Ayer 
& Son copy department in Phil- 
adelphia. Lee Cox, previously in 
the public relations department of 
John Falkner Arndt & Co., has 
joined the copywriting staff of 
Ayer’s educational department. 
Bruce F. Green, who has been art 


—— ee eee ae: 


Advertising Age, March 23, 1953 
director in the Philadelphia Even- 


‘ing Bulletin’s promotion depart- 


ment, has been named art director 
in Philadelphia. 


Chambers & Wiswell Adds PR 

American Cranberry Exchange, 
New Bedford, Mass., has appointed 
its advertising agency, Chambers 
& Wiswell, Boston, to handle pub- 


lic relations and publicity. The © 


agency is preparing a national pro- 
motion during Frozen Cranberry 
Week, Oct. 24-31, to run in maga- 
zines, newspapers and trade pub- 
lications, emphasizing fall buying 
of fresh cranberries to be stored 
in deep freezers for year-around 
use. 


Brinkman to Kircher, Helton 

Laurence E. Brinkman, former- 
ly art director with Ellington & 
Co., New York, has been appointed 
senior art director by Kircher, Hel- 
ton & Collett, Dayton agency. 


WKRC-TV Increases Power 
WKRC-TV, Cincinnati, has 
jumped from 25,000 watts to 60,- 
000 watts, becoming the most pow- 
erful television station in the city. 


Mighty Few! 
Appeals Beat 
Something | 
For Nothing ! 


... this offer of a night-time-stand 
at no extra cost has one “plus 
factor” that tops its free-goods , 
aspect. This gadget keeps your 
watch working for you throughout 
the night. From the consumer’s 
point of view, this justifies the 
purchase of a deluxe Bretton 
Band. Customers get the “pitch” 
in one glance at this display 
created by Consolidated. Telling 
use of a “flasher” inside the gold 
bronze, dimensional lamp shade 
further highlights this appealing 
offer. The sales increases 
generated by this idea are just as 
clear-cut as its point of sale 
presentation. 


dealer. 

5. Publicity service for contrac-| 
tor and dealer: For each house) 
built in accordance with this pro-| 
gram, Olympic will handle the 
complete local publicity—open 
house, pictures, newspaper and ra-_ 
dio coverage—with contractor and 
dealer tie-ins. 

Since the program is just getting 
started, this phase has not mate- 


Main Office and Plant ot 
Carle Place, L. I., N. Y. 


Sales Offices in 
Philadelphia, Chicago, 
Louisville and Tampa. 


To get the most out of a good sales 
idea, project it with a display ... 


Sales Engineered by 


CONSOLIDATED 


Lithographing Corporation 


es a 


By vont Miss THE POPAI SYMPOSIUM—March 31st, April Ist ond 2nd 


rialized as yet. , 


at the Palmer House in Chicago. Be sure to visit us at Booths 4 and 5. 
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A RECORD WINDOW-—This Christmas window display shows some of the many dif- 
ferent types of display material on which Columbia Records spends about $625,000 
annually, 


Columbia Records Puts 25% of Its 
$2,500,000 Ad Budget into P-0-P 


New York, March 18—The im- 
portance Columbia Records—lead- 
er in the popular field for the last 
two years—places on point of pur- 
chase promotion is attested by the 
fact that the company devotes 25% 
of its advertising budget to the’ 
medium. | 

Columbia, which in 1952 came! 
up with 15 of the 30 best-selling 
records in the country, spends 
about $2,500,000 annually on ad- | 
vertising and sales promotion. This 
includes national advertising, co- 
op ads with distributors and deal- 
ers sharing the cost, and p-0-p | 
materials and free records which 
are mailed to leading radio and| 
video disc jockeys throughout the) 
U. S. as soon as the discs are 
waxed. 


s The company times its heavy 
barrage of in-store attention get- 
ters to reach its 40 distributors 
simultaneously with, cr a little in 
advance of, the receipt of new 
releases. 

This takes special care, since 
window streamers, counter cards, 
counter displays, consumer bro- 
chures and supplements, catalogs 
and calendars are mailed from 
here, and the records from the 
factory in Bridgeport, Conn. Dis- 
tributor allocations are on the basis 
of their popular potential as in- 
dicated by past sales. 

Columbia’s former policy of 
mailing materials in a batch once 
a month or so has been scuttled in 
favor of sending out those designed 
for a particular record just as the 
record is released. When a new 
artist goes to work for the manu- 
facturer, a kit with pictures and 
biographical data goes out to re- 
tailers and deejays. Thereafter the 
photo file is updated from time to 
time. 


® Box lot posters—a cardboard af- 
fair which fits in the record car- 
ton—are popular with dealers as 
display pieces for hot sellers like 
the current Frankie Laine hit, “I 
Believe.” When Columbia’s wiz- 
ard of wax, Mitchell Miller, picks 
a winner such as Rosemary Cloon- 


ey’s “Come On-a My House,” the 
records are sold directly from the) 
carton’ before they reach the deal- | 
ers’ shelves. 

Approximately half the records | 
bearing the Columbia label get on | 
the p-o-p schedule; classical selec- 
tions are less likely to be chosen, 
since the company figures long) 
hair music lovers know what they | 
want and will find it. 

A platter is likely to get on the| 
p-o-p budget (1) if there is a feel-| 
ing it has “that certain something” | 
that makes a hit; (2) the competi- 
tion is going strong with the title, | 
and (3) there are movie or other 
special promotion tie-ins. 


= “Point of purchase materials 
play an increasingly important 
role in our promotion because of 
the stepped up competition in our 
industry due to the new labels in 
the field,” Arthur Schwartz, sales 
promotion manager, said. 

He added that there is a never- 
ending search for novel gimmicks 
to catch the browser’s eye when 
he comes into the record shop. 

Under consideration at the mom- 
ent are pennants to be hung from 
lights, tiny mobile displays, and 
Scotch tape slogans to be glued on 
counters. 

In general Columbia makes no 
charge to distributors for its point 
of purchase aids. There are a 
couple of exceptions: distributors 


are charged for plywood browse) 


boxes for displaying records, and 
for the annual complete catalog. 


# Columbia builds window dis- 
plays around special offers which 
can be exhibited with motion. Cur- 
rently the record maker is featur- 
ing a new three-speed player at- 


Johnny Ray’s “Cry.” 


'mer conference, to be held in 


tachment ($12.95)— own in ac- 
tion—in conjunctior ith a basic 
library ($19.95) of cs of various 
speeds selected by I ms Taylor. 
Posters and stre: rs help to 
remind record fans: what is new 
and good, but the «al in-store 
boost for disc salesc es from the 
‘artists themselves. Christmas 
‘time Jimmy Boyce of “I Saw 
‘Mommy Kissing San laus” fame 


‘created a pedestria 
along Broadway as } 


traffic jam 
made a tour 


of the record stores [he freckle- 
faced kid’s holiday s_ cial was one 
of two records whi | went over 
the 2,000,000 mark » 1952. The 


other also was recorid by a mem- 
ber of the Columbia ‘:mily; it was 


All of Columbia’s big stars, who 
can fit it in their schcdules, go out 
periodically to whip up enthusiasm 
among the retailers and to hand 
out autographs and pictures to 
their fans. With these personal ap- 
pearance expenses figured in, the 
total ad budget goes over the $2,- 
500,000 mark. 


Lighting, Animation Are 
Covered in New Manual 


“How to Light & Animate P-O-P 
Displays” is the title of a manual 
available from Haft & Sons, 950 
Kent Ave., Brooklyn, designer and 
manufacturer of light and motion 
units. 

Lighting topics include steady, 
alternating, random, simultaneous 
and combination flashers. The sec- 
tion on motion covers circular, 
tapping, oscillating, lifting, turning | 
& twisting, vertical, horizontal, 
pumping and special motions. 


AFA Invites Fame Entries 


Annual nominations for the Ad- 
vertising Hall of Fame are being 
invited by the Advertising Feder- 
ation of America. Nominations 
blanks may be obtained from the 
AFA, 330 W. 42nd St., New York. 
Any group, company or individual 
may submit nominations. The 
nominee must have been deceased 
for at least two years. 


AMA to Meet in Canada 


“Marketing—The Key to the 
Future” is the theme of the Ameri- 
can Marketing Assn.’s 1953 sum- 


| 


Montreal on June 10-12. General 
sessions wil be held on coneumer | 
marketing, industrial marketing, 
product development, market re- 
search and management and mar- 
keting. 


Faulkner Names Lenox 
James L. Lenox, formerly in the 


& Kent, newspaper representative, 
will head the New York office of 
E. A. Faulkner & Associates, news- 
paper representative. 


New York office of Small, Brewer |. 


57 


Raiser Appointed S. M. 


Victor N. Raiser has been ap- 


‘pointed sales manager of Indus- 


trial Laboratories Magazine, Chi- 
cago. He formerly was Chicago dis- 
trict manager for Sutton Publish- 
ing Co. 


Schmickrath Joins Brady 
Richard Schmickrath, formerly 
with J. Walter Thompson Co., Chi- 
cago, has joined Richard H. Brady 
Co., Stevens Point, Wis., as art 
director. 


cIF YOU SPEND 


10,000 


OR MORE ON DISPLAYS 


tear out this ad and pin it 
to your letterhead for 
full information 


Now, display 

your product 

with deep-drawn 

THIRD DIMENSIONAL 
plastic in gorgeous 
full-color lithegraphy. 
Only Wesse! offers 
complete design, 
lithography, and forming, 
all under one roof. 

You owe it to yourself to 
find out about the fabulous 


WESSEL TRIOGRAPHIC PROCESS 
Stanley 
WESSEN. 
and, Company 


420 North Michigan Avenue Chicago 11, Illinois 


POINT~OF-PURCHASE 
ADVERTISING 


of PUR, 2 
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ad 
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March 3ist, April ist and Ind 
PALMER HOUSE, CHICAGO 


3-DAY EXHIBIT and 7th ANNUAL SYMPOSIUM 4 
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"Wing wo 


ibraltar 


ik PAPER COMPANY, IN‘. 


cot iter-displays. H 


gravis. You'll find 
in our own approach to point-of-sale problems. 


 — - ONARD AND UP! 
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B 8101-25 TONNELLE AVENUE, NORTH BERGEN, N. J. 
/_ LOngacre 5-3405, W.¥. or UNion 3-4700, J. 


THIS HANDSOME reference file shows how to send sales sky- 
hig! with low-cost, big-return corrugated floor-stands and 


* Merchandising One City 


ec ee ale tite “acai tte haf Nai alesis we 


AS CHARTER MEMBERS of the Tonnelle 
Avenue Skeptics’ Society, we submit 
that when a Gibraltar MD* writes the 
Bg For Rising Sales, what goes up, 
stays... UP! 


KXcFOR RISING SALES is for you. 
Just clip the coupon . .. or * phone. 


ere are facts... . figures . . . lots of photo- 
a pleasure, a guide and an inspiration 


rT GIBRALTAR CORRUGATED PAPER CO. INC. } ‘ 
| 8101 TONNELLE AVE., NORTH BERGEN, WN. J. 2 
Please send me a@ copy of EX tor Rising Sales. 


Visit us at the 
Sotto! Show, Name 
s 59-60. Deane 
", Address 


A-3 


pigs Nee Ce Sahelian grr NBM cae A it eit ah ye OR oe = Sh By at 4 a St va upRecra Per NGA net WG i anys: ing at sae Ele ee ater ee ‘s Bat i Soe Sirs rth ee are e yikes Cite eee 2 popeeres EAE eae ee i Stony Peed HA. gabe rer ee Ct MS SF hecrtien Be Ue Aa al oer ep 
fs 1 oe Ae es ee ee eM ee ee Be a a eS ee eS Ee a fT MS nS ec Ne aaa sarge gel ©, emer Rena tot 
on Siete tae ey eel OA cee hake Py os ead ale A lat A wl eR an gt las ies Ate A Oe ae aa oer etiena! 
aie : < pe : as sabe ae + i ohana vier? pole nee: a yee See : poet fis Sea d : ~ ris bas © i‘ ‘, i Ee SS i ike wee : ae hte, > ee i an bee pies Bla 
= ia = Loo Oe > Maat ok Oe & BAS xc 3 ee Mat e 3 7 oe Se hah ee sic Bet i a We eee. PU Cc eee so 1 Stet ae" ee Ben, Crear jl ete give es ike. Goa. 
“ , cane a ; * : phe ere 
53 Advertising Age, March 23, 1953 = 
u ‘ : : ” . 
- a OE EE A tae 
or gi i ee — ae r = 
~ | <4 eo EB ee “ ENTRE oS 5 
é Ps Won a 
R re an ie | i » | 
, a ome 2 * ave i i : Sid 
je, q io 2 * Tae oe $4 - : sate : A ‘ hk : : ge-4 
rs 2 ore ‘ae ors ee ; Le ae My # ss 
b- ‘ = a emt ‘ Tri ° ag ee ae *@ les 8 Se ot 7 
he i e aa lc! i= = 
O- | _ ae. Ole, pens B atten - © = a 44 ‘i = 
ry ps a = 1a ny PR a 
- x ———_ ; : 
b- pee 7 a ———_  " © = a i. “ . (oat 
ot : ‘ zm _ s =* oma, 7 3 ee en ee ee 
rd r' -¥f w ‘ —— aa HA fishin. Ag es . Ph, ea a eee ee BE ar ae, ade aa Be ar Scania ks 
> x a a : " © 7 sn re =e re en oe > lala dab ok ur aa bok =: aa ee. Shag aaa et hes ae ee ee 
Fe ie : 4 ; 2 Sea ; na ok ge a Ree Res ; ee 2X. 
% > a pe j a , ‘a a - | fae Soe : 
y= ae . oo * ae epi re 
. ; L Ped ; ‘og ‘ AER i = ae | | ome te ri — 
r- se 8°} {" F—— Riickog | 
; : ‘ ee | tae: ata eaigee, =} Gay 
& oe oe So | ae aes: Soe 
ed i arte 
i aebew RR 
as | ae Lame: 
),- ae Bo a 
= | 4 rans 
ry r ee is 
; 
‘ — 
‘ ee 
: aoe 
é , \5 
Bee ar. is ss ] f 3 
et b be ; é 
| i . ° S R pian, 
: - es 
| us : sinaodh ada 
a / nae 
-. jak i dos 
. “ ome Beer 
] we" oy 
; A as ae 
| ! iM 
: ee | re 
j oo Wn Bee 
Po : < : 
eer 
| Bitc.: 
| : Means 
| pe a =” | 
peep 
| et ae. 
| “ages 
| LOE P< Dhigi opine ia: emma a sd eae 
UO ein 
| Bez 
> oe 
| See 
} a 
| ae 
oe aaa 
RRS we, Rie, ee ae ee CG ke gee aly ihe. supe “te SP WEE ir sks SEER outlet ae aster val OEY Mere. enna: aaa 
| | Leet Aaa eee — aia oa « if: So era aa i. 
; 5 > <M ye & he “ Ais a cae ¢ J os te 
em (2ibralte ee. o,,: 
Oh | ri a A a o\d Say! Rs i BA, 
i |_| bs i aries tired : % ae 
4 ga - Ee SE aera ; “4 Lager 
m RISING Janae se 
al aaa Le ea ; 
gauls ee 1 ‘ amr 
| BS - fe 
| A : - 
| ’ — , a ; 
% _\ 4+- : : yt) Hae 
- F fe Paes 
| p 4 7 | ema 
| pele 7 Dispuavs 7 ae 
| eae Wicncnanoisiné © : ie 
be peFERENCE FILE ON EE | te 
— . 
ie 
| | | sa 
| | . 
| 
s Sirs eae | 
: ; ; ‘ . se | i 
ee : oe with Gibraltar. ie 
A : 
H 
snceenreatsatenisbeiinppstentnatimiaiviiiliiiieniiis «aE bs 
ee 4 eo 
ee | 20>. sia ee ee aie 
j Aate® ‘: 
ee —— Oe 
— ————~ = is 
__| . 
| S. 
$ z ry fs 
Fees 
oe re ag “ bea) , a : *, Bs f . a J ° a as 4 Bere o oi - : hog pasar ; kee e ek noe ; ; ads 2 ; ae ma “4g F 4 7 “ nk . d 8 Pe Cmte : ie J “*, ts : ee Asa 3 Pg i Me oes. 4 +, : e = 


os 


Fee ee ee ae 
Journal-American _ so 2nd Eve. Paper 


e 


alt he We = oe ee See = = > See Pe gt IE Ee US ts | ae). Le oe le eh ee, nd SM A IA IEE RO. Sonat) ee aR Ril Sk Eee EW ee a oe ot Se Tg : ; Be eine.) Gan Wie | eee ely ous oC, ee Saas SARS Lee eerie Spe aad, © Say 4 
MOE Seer cg Danae Ro SS, LOT ROE Rete, sl aaltpit eh) cere. aR 2 2 aati a ti, oe ne teeny a MM TC re PN eg co, Re I STE A I en eae ne reel sts ~~ ke 9 We ee Paes Re Es hog Reh tea ea Re cee a ae eg | a5 oon by elias ieiontoes fs 
EE ea teen ORI siete ye Lesage Ans digas Le ee tan os a sya MaMa abic Be N RAS aan a SS gh asa ee eg ae Naas Leia a dc (2 ie a ae ole, A RT te 
a See Chae ee eee te! 2 ana NO as, ey Reis 2 ana esate aN Kee ais SS MRL ig call . f Bre yas EP He lS Ye Biogen caer Nae elim 0 cea oe oe See a Ca at Str erate!) ae ea eda Sey ere ie NY Pies, Keg a aa La 
Ge yaaies- * Sat mts ae tc grin t= Ses eS amy uate eae Mt) ut oct to: 5! Some) Sack eis t eRe at: LSB eS yee ca aeaee o.  2 See oe ee Bech vd Mtge = wee Cie Borie © Sige ak aga eae eee * . ies 
egg mace See ys! BNR Nie ts. go Aba) ae a i as <a a oo: ae epee Gio eee eee on Rie en aie cl oes i ere es ‘SEO ae gee oy Ba al 
Pe oe © he ae oF ae. - ae Fe eee oe Bee oe a rege Dude sire tee ta tig pa e Eee aren eg 7 ; pete SRS tea leh DRE Sh Rit Se ER PS 

ete eee eA at | a ae epee: Mie ares yeas rh Tet 7 a Aron: sien 2 E Sere noe ese cuban te oa tes mE ea ae 2 oleae tama RS os 

pis te ve]. Peet 7 sort oe clad Vater eer See ? ee nm A SN ee oe ee ae ts pe ge fe ener OR " Diy 5 ee ae a aes 2 ‘aoe an mis. apt MENA ae 

sn AE Ee Sa eee ae eo oe ys MRL 2s Sai a |e ga CAP ol ost CR a poset ee en ee te oe ae Sie os oi eae te Be ie gree 6?” Seem im cet eee SE ae em a i |. Sac ict Ra meg es 

ag BARTON C8 hr cane co ok ore mig Sy See elegy aga emer Aap oo re ese er ty cee ot oa Slade cogs 2 ae “eimai, Weis Pre F Rian ar Ss ee Stee as) aR eRe Vs 2 5 jae ll PG tae Ee = 
3 ae eer pos “ ; ee: ft) ee { eee Os io Re ty oS 5 a Me aa ¢ . e Pret na thie, 1 A I tara tram ete ie fs 3 i eR SE epee . ay E é (Pet ae Pinte Jett ta ee oo. Saeed yee, ee Re ee ora. AS 
pee <iSe : : etd > : > ‘6 ; s Ae é . F ated oN SEP Pen erin (= SS ic, st Cece eg aNT Dpaes Pie 

al tas os . oa . . ‘ i egress iin nae ina Lamia aa ; . <, 

os Ba sR POR saat ta - 
a 3 
{3 or. 
. as ; 
| ;, a —. * 
" . +4 on i 
4 : mae é wee 

=) psu" : 5 oe a a 7 PES wriencibied ; } ove s - Sf 

a eae oe ED Ne ee Te ay meee ne aa prem 1 ree es av Sg 

ier. f ee . ini " __ ts 4 . oe v 4 me 

é a ed . as : . e* & ees » phe rf 4 e he 

of 7” P 4 ene i oe 4 ' % ‘ 
* ; mn ro . i are pa cA ’ £ ble pm 
; - ’ H P 7 ” rey : ae 4 H me » Ps ¥ 
; ; ‘ y s ? _ : i <- ef é 
' i . . . ‘ ‘ 3 ‘ y 4 OE = 4 Beh a » 
: Since plaice : ee ; - : t 4 » ee vos gall yi j ; bs ; ae aaa 
', hee on eae ee. ewe PRE Teo et “a ¥ | 3 f aa oe Me i . : OME 
ee ea ee > ee ee” cS : 4 7 ot er ae Pa ' : paar 
kat ee a? Oth Te ae, ee ae 2 ca + P <7 : “4 ee ! | a ee : 
eae eta TeeeN seat _ << wr _ rie. Ss rm é + ‘ yee ' La é: 
°F eae Sh 5 te ea acer acter ar Lakers ay ee ee ‘ 7 tA ‘looeers : Pe: es 
a boa ésclee hey bolas oe Sew Rete ‘i i ead ae: € . , 4 . a Ea : - a ¢ = wo ‘ 
a eS age ee pee hee gi es “eZ é4 a a) - i a < 
ER ae ee, ars aa 4 “ ak — + wa ae 
: : eee ‘. re - ios . “ -— B ese 7 ps, . ; 4 sy i, ¥ 
: eee Cie . ae a i ‘ by, es A We 4 ’ j H ad 
ass te o* 3 eon, . Soe : sam.. % ; - : ; i) Pi se j ’ “, i Ey 
Ss a j ee Se . 4," | 3 & : 4 é i ae e: tg 
ig : et a , 4 4% d j ia es i ne 
an ‘ ’ : Say 4 / 2%, ~% a 1 mae b ; ise i b 4 aii ; 
ee oh Ps ee 4 . git! : on c 4 4 ty. [”~ % g : ‘ ’ a it eae, t ” ; é ; : 
| eh ee “Ae a OS ES Ow a £ | 
om Lape J TC: aa & A om 14, « . F ae? 4 : 
; Tainciaes ey , + aa = ts, , se \." 4 , cl + Sr S Pee ; / ae 3 
” ee =, wp %, % ‘ “ a es q ‘ , . 
ee an a 3 i oN ol i a 4 co. med 
as ° 3 i ¢ , ; . 63 ee : ¢ tam be 
F oe ¥ a ee - ig y . 24 Sr ae cenit é coat 
=i 5 Pre ee : Z f : . z % aie ioe a 
ot wtb Sant a * i ; e J oe les ould 
; nee . j tee ae Cl—F/ Mig. , f 49 See et Tank 
eS, > b Ale pale ae a. : a ee % % eee. Sanaa ae ¢ 
nie iil eet ae um —— : a eee oar : 
ae ee er le tee eee eee a a th ~~ P em Bw he Ve aes Me : ’ 
: . is ee . / “ se Sedriblle (oh i i , - 
i 2 $ : Ka : me See —_ ‘ 4 ern e ae ers sro a ie: é ‘ 

eee : eB , oe ent a8 ~~ re Pe ae a 

eS: “eS ie » ira, , ys wore : ee Pee he 

ae 2 ae “< 4 o : os . ae aie 

ee ; j , * Pi ES so re : re eee ae i e 

ae : é ' ik rae ae re te * a. ae ae “y ee 

[ae or — “a % KP ae Weep Pi ak pS san ‘ “edie ie ‘ . 

Sew . % aan es “iy cen oe a iy. 4 LA 

1 pa oh alle ek, *, i aid ‘ ee ate cies i * " f 5 ea O° “ 

es, i As , easy pina BS xe \ ee ee 

ag ss ~~ aa a a ba : , ae : 25 eee ee ch Bet We ae ‘ i ~ gga “a 

ae ae Se ; 2 : 5 ¥ es Git Sons Ble Seams ea I ne ; 3 . : ~~ 

a re 4 + ae ] 3 : 2a Se ER An ea ss "S ‘ , 4 

oie a ae hay’ es, 4 sks ‘ ee ; Bee Rak aoe oe “ a pe y a bd 

betes Rte. ie By. se os f 3 sfugh  e  eal Ro pb Sy P + Ae 

ye vat ie eo ee i p ; PETS gs cl oct Bee PM eR Mk oe, ‘ Ps, G 5 

Met oe spi e a. " RM ee A i so EE oi TORE: Se a ie a % 

are oe Pes i es are oe * é 

nai #1 ee ‘ , 7? 5 ho LR eee 8 Ma SRN hc! ae eae “Be, , : ™ 

ne . - pst ee: Pe ot. e 7 *% ', S ae i NS case aly ae) Se ee bi a ’ ty P 

toe A ee Bs Ni: ; Ra A OR OR eer gy AO CRE Re i i a rr — ae J 

“a r a A a oe ie pt Ss Rane REN A ae Tat ORE 
= OS Be . ~ Fi -. be ee oe MSO jo d5g's, ik oe: agen eae ‘ ve ‘ 
ot, 4 Ye OS A ae ete at 5 ch i 86 ag Bas LF as Le te 2 
: ie ‘ ee ae ] ae eae od A By ase ol, 
ae . rs i Re le ely Ore ey Bitlis to e r 

ot . i a 1 ie age BO Toe Aas 2 RM ee eh aa 

bretis ee. Same ee CE 3c eee ea NG : Se Te ae . eee 
aaa : ibe ae ae : ee a x Gitte. a BE Se aes aie pe * . tM - 1 Pan copa, _— . : 

Janie ge Ae - a ae: sid Rie eae ners Cee F3 ; g ne ce aan 58 

are, . fb ¢ ’ pkey he OPE a. ee OE es jie ‘ : . 5 
cs “eee Fapeeiget “ce td od 4 eae Mga ra we 4 ‘ Phi. 

Baeee tc : a vee ' es ee She eM” re} aes al “ ial ee 
oe, a Ke LB og aE” Se ae die ee oe . ‘ Ly 
* =e iG reas ea Ad ots be ea a yf Oe ae 4 : vy ' , [ 
i gee Mee | kt se - 5 Bei: | Poa Rae” ee: pre a 
cert ee ee so Ee 4, “Wiletpaaytie ‘a bila oie oo Wa | Mags 5: . - a: A z 
’ : ee bs ae <a siete . ey a a > ~ J + ae Piss 
1 : cue) Acute  . ae “4 ae a. me * ‘ i q an ‘ 
rae? ROE ee TR eee oe. ale ga “a | , % y | hi * 4, 
; Bi. ey eo ek eS on ‘ ws ie c 
aes RAR ae : ee - 2’? Bee _ * <a i 
ae Gren Seetme ee a : : 5 OS ae sans ” “? 
: 5 die ‘ a 2 mt seen : i 
| ‘ = 
i ; a“) ’ : 
ate il Milian < Heli. «ae eae cance ana te — 
Rey en ae ett sy a t , Beet Se . : aad i ‘ : ‘ 
“ARS. 45 EG: si cod — 

ee SR oes! : ‘ch Nae iat one ie 2 Sik a pth “ 4 oe : 

a <a a ee : ee ‘4. & i ER 8 eee oS En ae Se eae . 

Asiana: [POISE be Be q ga: ee ee ate Ot agaligs cae F Mego ag st See ‘ sie 2 aia eearaai eS aes - ae 
3 Go ee REP a ce ae Be Mg ed ri ¥ Fee Pe See RS SINE eae 2 ” Gerakan % . cae a Mt iby” aed Pi relia cal. o 
hy i Le ei ? : 4 ae 4 . pray ste eis: i weal YS oR aes Peach “ “i ef oe eee % : 4 oR eRe 

Baca ik es a ag as _ eae # S is gat eM ghee es ore ee ed ‘ Bree 23 ae ee ee Be Rope 

ets Se eg gun “ive hae a ~ a : a of A ease ; pt ae 5 eae ns Se 

eet ae ee Dee, utes am ~ i. ae i. ae a he ae aed se se ages pe ; 

aE Sto oo a «te es Bee eee ener. acs eee ee eae <i la 
3 = Megs Stee aa “cl a ei Be i teas a “ie aa = 2 ame oC 2 ¥ 

pipe ; bs = are na ers s = - ie 
% * Py hgh ee c aga ~ i oes 3. ae i : ee e 5 . cia 
’ ree naa oe i ll a cage eee yates cl ‘ oe - *4 $3 
sete Pade he ae. iow : Nee , is ; dd : 
cane i eee i rs t iene pee Ke 4 li ne es 4 ; Sas E. <hge Le 
Siriied eae =“ “a P ' he aap ae ae : ‘ a 7 , see ‘ en % 

ie. eh ws eh ae ae ea ee £ wih eae “ ein , 

cone . ieee ps = a. ee a bs 1h. ; an bd i Ry Pe * tate WF gd P 

TS ee eee Li 3 sree ingles » ‘ . de east ; : A Pie te $e ‘ 7 

ae od aa “wie L? ae <j wetter ‘oe a , oe ee : : BS e i ae ss pee ee * 

oy me Wan Ser Ss . de ‘ B® be ‘ os Fp Pit Es 2 Ee: 5 Pr cae a a i ‘ ed 

ist ae a . ga 3g , e 8 Hg eons "4 baie ve A ae - E ‘ ’ ahem PEs: a ge ‘ ° a es bd Be ce 

‘ae a Wee, Ri, fied “ ‘ 4 ite ae Sia: a a ba aut gt ee ees ft ir a Miia oi cso oo a 2 ail! ae 8 

Phe mee sel eat . i ba = eae ° a ee ieee : on ae Senate. FTE awa oat Raa arr “5 i 4 4 is 

ep: 4 0 5 * Rs Be ea. y Mehra re = fall % Siege: fae b nce CAE RR ogee a tet aati <> lil adiiaat memnaae pte ¥ 7 oe eS 

‘in Bp a : pom 5 ae " os A pac, aR ee oe: ie ‘a! erat coe e & . = 

E> Ree vir ; ap — ve ‘ wee i ¢ mg Pees ee Sie oo sg oe ae > eee, | . ss 
a. Ca * , oe nn % Ae a get De Shige i ee ; “ea ae a : : Seek -_— * ff A 
meh Fae oS 3 ¢ 5 8 x ee " e mA is ee ee. ered nae " Yves ul ea a * Sire! eee % "4 
at “7 Sen y W aloe a. a ‘ Ps ‘ I rp ae oN lig os a a aah bey ig, bite oo id ee Pee Bey be, Pd ites Sc ; sag i a ee 
a s = ws cc ae ee tee iat A ee ee lo a “EP sey, > ites ame Zz <A : : ek 
3 ‘ , i es = ee: ; Re ae a ae, a rt = Pare ; , “ie a ‘a Py ; 
‘ “ ‘ rt . nt = ” Fe = be ee ae a ea aa 
i or: es i r . 3 Phin! be ie re , a a : 
; oye ; re ae ‘ie i —_ Fj ‘ 7 ‘ 

pee t pane Bi the. So cs i ‘ ae oe ere? é it . 

Bee Bo: ae ea: ‘ + ae ‘t - here i é vga Br, if 

ae OO) Bae ce. Tete , a Hane oe 

gia Cais, es ins. Pee ee i. ie “h . > La ier, ’ oe 2. * Wet » « - 
= ors ts i ae ; , IN es : : ? 

oir ie saves’, deinen a eo, ea i “ie o SE x g Si 4 oe fn . sala uy 

he A) a a », rhe a a } / ‘ ey aw y Repeat , P 

Bos: & aoe oe care * : Ae ale a eg fie: | : ee id 4 : aia } 
eS ere, Baers. ; = os. . a aaa ‘ . rs f ash; i: a . 3 Sota ae ¥ - & e 

aay een vad Bef A ¥ ae. ra: ‘ | pe BP 2 4 te ce y . % i ‘sees a fi - * 

a Oe hk eo q Gea, Soe : : f Bg : te gett Suk — « S Sea PIC 7. a ; +. we 

Evie’ Pe ee | ee yet sable ee i oe bee iN =f, Bee hie nc oae a < ae pes a * ae o> 

eee 3 LS eee, ae 2 Bore | PT iis ae ae ‘ f ie oseg *, 4 : a SS eg ee Pigs « see ee Pa my . 

E98 Sa By een AR oe lie & i: oe We ae Pre oh a i . . . a ee hat « a : a rg wih ceapriay 3 ga ee - 
oe BH ee <5 Fe tp ieee tar et eh lt 2 oe as “ “ ’ lh Cys: a 3 es 4 + Pte genes 4 pal” eee és 

vo ates oe See Ao een a fo ES dy ame eas. ie a me, 2 ry Cie ae ‘ae ines ry nu Os _ %) 

>: Ae | a See RMR ee ye Sg ec ms Nahi ur wig: oO aan , . bs, * hiked * 4 xe d ™ ‘Re 3 ‘ie . 

ret oe: SF SOY Ve te Ss vn gee ‘ea me F224 # q oe . Bo ia ek, : 

ee a ae oe , ee a | ee A 

ze ee Cee Ee am \* - ye \ f a q \ “| | Fe 

: Ya! uh * 3 3 Rie Ce Seg 4 es om igs i 
B87) am San — 2 we i ¥ ‘ i bs . | og 4 é ne 1 : ax 
a4 ay, - 9 a A ee ie ms a x . . iad ‘ 2 Dante 

See 4 pe te ‘ - f & eae : "an + : y Samm d r ms = aoe 
po ca Re LAP aka a at cea we cae een as ee ea : % ‘ 

a gare n Boats en * x . f te got ¢ % ke ee P a 
a Sees ey, vet eT ee ae se a ” mae “ae 
ie sie oes od : ce me ne . oe 4 vy fe oa © 

“4 7 a a ¥ ti A. Si are -e 3 gees ae oe . aa % ee td rz 

e ee, Pare ke pa - Sir oe « ab ACS r x a edi 2 
re i a ha ae : —-. a 7” 4 eee, * S ‘a oy See fo Fiat s ; 
aa Pires Ss ie Sages yaaa f Bee hs oe i oe ee y ae See F a 
: 2 i eee : : OP ge ear oe Age : \.. Eton : seen 2 : . ’ ees a | aan ee tes é pa Fe 5 ee 
gh eee age A Ay es a ter bt SA oe eet i Ey . +’. 4 ee ee ea 
> 7; eS 2 2a) ' oe Bore pS a a Se » fee ; pa eas et a” ee aa 

ra i . San file bi Sy ; . © - = . a ee Pash oo 

= tog 5 aia 4 “ ms : pt oe 1 “a : oot ae oe Cae Heit i 

ee, aa rahe Bai: r i us ead ; Bs P en “ a ° i ee oa! Pewee. a: Lae 2 E> a 

ino i ‘ Bape ns pe Se 5 a x s : Ese eh es 

ee Z , Tee > es x e > ah eee : . ee Sane. ia we he 

ae ° ov ‘ Bes . * : el ae ee ek ae ‘ eet? ae ca = § 2 " we i, m ch y eas ‘ si % ke a 
ie ET ene anne a ees pO 2 ie, ee ee { Fe | a ‘ 2 Cone rates ; ot ae 

; Ve ees ; ‘icine ti Oe a a - ek i i : ad uh ibe on a 

ares tig. Cas en canine eer ee OTS . on ae ee. - a ie ae cS Sam > i ee 0 a age a 

reas 2s : a eae Seas : ae ; ce, t ? EN ae th es | ONG tale ie wee bcs i bee. 

Be Se eee ey ey Tulse ; ites el aft a SS ae 4 ak es 2 a Re cs 

yEciy sere y Cesc pen naa gn 4 ‘ he . ‘ ni > ie  - . a | a. - eteaae eee a oa. 

: y  f nie. = a i Byes" . ‘ ae a : oe at ae ya 7 Z ee J . S TS Soa oe Jae f fe: ae i bie i rae : 

ou a of ree a : . ee JE Go a a Bad a ao : ae i 

He Ti! Ly Eg ‘3 ad y pe re oe a ‘3 P os a ‘ned * a eee eed: hae * ie 
ei ar tee. gee be act : oa P lg = Ee ae: ee ees 

_ - ' perpsres ee Se ee 2 a ee 
fe i cht = ae =e . f t hee g ‘ rae of ° ° 
3 hod eae yee ‘e ee Boo bet ase re . 
| | ee . Paper Ist Mort }. P 
moe ae eee | m orn }. 
‘ 
i 
rey y =; ve 
yf _ - ; ¥ = 
P - x 
: , ti 4 : ; 
ae e a , a 
a ; ? Ey + 
a: 5 F * .. 
4 E ‘eh 2 
ei $ 
eT ae.. ; ; *y i “at y > = ee i 
: = ‘i * é ‘ S ' ‘ ee ‘ A <a US eS i a aid F ye ‘ 3 w ve, o 2 4 ; ee tae : 
yeetor ey 5 2 pti © at Fe. ee Ser ke een ole lg, “ae nh etn Bes . s a oe an Fy £ hile = Sey Fe mre 4 é i me om i i ein ae ‘ = f SRLS Sara ate i, er tee a a 


Sell your brand name through the Journal-American.... 


year after year the first choice of retail food advertisers 


N the streamlined shopping world of self- 
selection, your sales depend on aggressive 
and consistent pre-selling of your brand name. 
Retail grocery advertisers, who demand 
immediate over-the-counter results, have con- 
sistently made use of the Journal-American 
as the best place to pre-sell in New York. For 
the tenth consecutive year they have placed 
more linage in this newspaper than in the 
two other evening papers combined; more 


Ue 
A HEARST 
NATIONALLY REPRESENTED SY HEA 


than in all four morning papers combined. 

To housewives this comprehensive directory 
of food means a saving of time and money. 
They know that week after week they can 
shop in the comfort of their own homes and 
find the largest selection of food items adver- 
tised by the largest number of grocery stores. 

By advertising in the Journal-American, you 
can put your products on the shopping lists 
of New York's largest evening audience. 


Percentage of Total Retail Food Linage 
For the Year 1952 


Source: Media Records 


1 ADVERTISING SERVICE 


3 os ght, an, Rea terre es bait et Fe g nde DERE yea, Sha ne. Ty ae a Se ete - Re RS i Sek Set te ae bet Vr er ee Br tt Ree Re Rh ale Ee. Sl et ee Se a eT eh cy sak «4, OT he ee fe of Ee oe al ee on ee Pee see ie ee: a. NS ws Fs wa Pee 
i " a ei ae 5 Vl ae Se hk ee Ceae i ‘ee Wek 8; bel Os Cate eed at gies A, | re Aen oe ak “ : Lg Meee ete eel ; So) gies MS eae Pee ER ae MURS GTR LA (20S 1A +4 Rie Pinay el Se hot ead ttan en agen ee eee CORE etna en te Seay ee 
Cee On mare an ere Pa Sine, ee ee re go ays eo amen ee eam Or PO oft eae iw et Me eee ti octah  h ong» Nee Seti sss ears aniatee IRS  aic ng eae 
et : pf al Sine * ie SF ; s Wie ae PPP tA SPECS ere NN Rs Bee eae ag ps of EE BP CEN aN eat haa ekg ee Tae a Sg eee eat ae. WL cera a abe met! a le eae ate Oa 
ris Siena a ie : ie - ate : les aye of Mer: ae ae ; R : fe He toe ih anec.  Mee f cau, © reer oer mapas. aoa 
POS bogs 2 for — St rid * 4 pills ‘ ‘ , ere ia eee - ~ i i re wh Cs ? . 
oh eee ene Wy ; epee eS ae eer iy ne ee : ore ee 3 Dae ae vine ie 
Se ¥ BAO etre She Rene - mead Pi ete tal 5 Fae of My chee J ea aes 5 x . = satay 4 ee 2) ee * a oor gl age ee pertain " ane ae Pe é ht, eee ea ~. * 
7 ; ee ae te The Gat mee ate Ee pe, eed Se tae eS “ ae. ve tw ie oat LS Shim Abeer Be ene. ee ne! Sean eens A € : th ea Big ee en, e 2 
a i eed Tg Tae a eee ire oa oe, Ceres ES ears ec 8 see ety ent ee eae ay pa Pa Oe aos Coop a in) Sg ee Ree eae: Sale > Se Ree eee eee Para a a p : she See ee Sus pare See. SS ee Die 
ee ee ee a ee GE aaah hase Ts: Re er eee Mae eee 
al . , aa: . 4 : : : NARS oe ee 
’ : ° : ‘ao 
. . r > "ge oes : 
2 > . aw Se : at c 
‘ — ie a 
ns Q a 
os 
(9) ee 
“ F ‘ at 
<r 
a ee 
4 ‘ rai ie 
ke VE —_ Rit a 
, Ce ee 
Pinay i 
en an 
| ro a 
; le 
‘ oc 
; ihe: 
‘ ok 
: on 
Oe 
, . 
’ : 
is ie 
AN © : 
d hae vr 
si area Ss 
chen 
* aes 
y aa 
sites ee 
bares mea 
sabi Sa 
PA ie + 
cad te 
Fi sti oes 
i ee ee 
1 iia Seles 
ion oe 
engl Bis 
Oh: K ae aa = 
See 
rete 
‘ » eae 
by tS 33 
. ti 
a ‘ ne . i 
Bre ee % BN = eee Be eve pit és a - 
eee ga oS aA ae RG 7 : 3 
8 Sigil i cul is ress Peers 
ae as sre aah 
f es ie Bes as 
ag eh ee 
| . oS 
F ee : os VPA 
PS aa My eee a pr es eee 
eo, ‘ 2 ee oa cas ee, 
: Poa Lees : 
k * dm sae eo : 
ge a ee ge iets? oa 
S Ri ae ; Bas Se fot ye 
J ” a as pas: ve ae ae 
4 oe 4 ee a pega oe 
3 é pee OTe! Sheet 
3 oO eal eae a 
Sr 5 eos ae esis ue 
; ik pee / : ie 
aad 4 a Pe | seh 
j : oe > pg) * 
ae uy tie 
, . ee a ae 
@ cane ail del 
e % f F PERS © =. 
} 4 Rs sé e. . Se Ee lek 
% i % A eke. af 
i @ j , a 
- , : Boner 
e) ; Y i eeey 
: id ; abe ' re 
# is oe 
3 3 J 4 ie ae eat 
; Peak: tact ee! 
ery bas ae 
: gt eka 
ee a tee SS 
¥ oa ek q ° 3 hey ; 
aa . Ree 
| = 4 ‘ Bie ae 
ae “ . . i y , . ae aA 
— . IPS eho. ay Je Say ores ol ; . : cag a ai Haak 
* BE , ‘ Bate ie eae mn ‘ . ' as BREE ee dost 
we ae : Lint ace ee pert - ’ a 
= ee ll ls 2 Se i,t J ge ae oe tk sa ® i eer ae 
bee a ‘ < esa . 3 eee : ‘ % ? rhe 4 m Ae, 
ae rae ne orks ot aaa : F im Ds PS is wag SEE ie Oe bs uy hs ore 
3 oe i eis: + ie. Laiyele ; Be set E tte ; cml Nn ca | de ab ss si gg oe let Pak Ws ots 1 ‘ santas 
$ 5 gis . aS F a i ae. 5 ¢ |. sae pret * 5 ng : g BAG " (Seah gaia ing EL 
ges soy a) ae mete a ; Paaut : Rah tis : free Gaara 
‘ede es be ard . Nese bare t epi oe r oe Pee eh f J * 5 
ig Br a > ner cune rea Bo eine | ae ra ad Pee a i a een ee en, eat ny 
ii. ie ‘4 ; Ree . iy me tee emt 5. ee. pre Sahil) 4 cn ead 1 ie ort 
+ ae “en # ; ice be ae: i ee te Mast es j at bese es os En oe 
Ai Sy led “ Re aR . ‘ oes, Pl fish te wheter *. ef ‘ Bt "i hd Pw A ; ican 
ae ele ' ALT a ttt rae A : ae eae ate —_ Pee, ee Seek ue 
ie ae yt pie a Cente . Ay 3 3a bes od p sie 2 ae Taurean, 
ee fll H sa Ng ® a aoe ‘ By, So Sa 43 : es. eee 2 Pei Se 
pues fe i: & * ete , eapecte Choa CP am ate apres ‘ te ytd : : 
ete aa 2 ’ : : Caen f eee ei |? s Zz Toles cer oo a... av ‘ a 
eo a. ee capi »* ee : . a sgh id age: vas Bae or, CTE elas er ne? 
re a As Fh 2 fae ere ty a as yeaa ae eg —_ eae ee ‘ 2 ital es any 
Be oe oe eae ee cues a ane se dee : a ae Sage ts 4 if ae Rie, rie 
bed : ' eo ‘ Sac aGs bee dia, ¥ i stl a a. j 6M le . 3 oe” we . re 3 
i F - i ae 4 ’ 1 we pes ane EBs m gh, : ‘ees > FEA Bccolwste pete ue . Fie . fo? 4 a NN oe aor 
*yggad By 2 oo im Pog ke ay ee ee : mye ae ee ra it A lt bis. hy Me Sh ewe ‘ae hee oe See ‘hg 
i 4 pa; Ro ye ‘ ee ole ‘ itty? ae’ Pa ae pare % , Ly ites PLN Nats 
bes | Di a - . es seis Toles) 4 : ek ae ee Lae . nal Mace’ J be i op ~ a ie, i - WAS Ee Pk oie one 
‘ ene at” * ete oe ee: fe é poe ta os ie ¥, e. et eS > ; i as jes * 
Wu es - se EAI 4 . $o5 sh, ot ie aD ‘co aan < “4 is ‘ee ‘ ‘2. St es . % . “ a, > ee ‘ » 
fe: SY sca ane Ae ee eames Sea CER eee a te te ea” : fee a Sle eee “ See se . a ae Rh “ated 
. ceitbine3\ = A . : 7 : : rae wet : Sie Ve sels : i Deets . ath 3 iy eee ees Kegee oee 
P io ‘ one eee “eats : gece ot : nae eR oe Ae . i teed iS oa 
oH ‘ af a a Bas % ‘ + oe ro. on oe . ‘ 3 on f 
- Faper — eae orn. Faper See orn. Faper — ae ogee 4th Morn. Paper © 
En Sas eet ial to ss 4 * . ‘ ie Seles bares baer aie s 3, 4 a eee cule a eee eee Bee Mee oh i ena . , ROS eae ot : ge hw 
PME IS II in ” . AEs See caer am EL ER | ao 4 : et SAD AES CR rm ne Oy, eames Si aaa AEST ae a ae Se ; 
is ne ast ii ea oor siti : be 4 ; - is fe al . < 
: = . : ary % NEW YOR 4% i ; . a aye 
Pic: en . “se : ts 
a - ' Reid = 2 end B ; rag Pts 4 . 
eid q euteeeal ae wT a? a “pd hd ; ’ 
2 ‘ : Ata. } 
Ms , q all ie sc a y ¢ e . : , 
ee , on “rv oe fe > Ym ' ; 7 zi ; 
~ es per ee, pci ; 7 +. ge * paras. = “a m . rs ? 5.3 2 Raa F 
. RR i —(ThE AMERICAN PEOPLE 73 | | 
: . 184: . ae. 
4 PER 
* a , 
BS ina ol 
r * tele 
Lé ® : Mi Fee 1 
r f 5 4 é REE URN Fae eet TE ST , See Abe at om . Sa ee ee 4 , ats "ART : ; 
: ss z oe y ’ . 
ie mares 
‘ i 
: : ; ad Sa Tee ess Fae 
d ‘ : ‘ : ey asa 
” Whe a ate) Ss tye i hy * nen ee Ny y . mt : * i : , 5 4 i? ‘ 4 ‘ ++ . é 2% a. on r 
ae by rile Pe » F - * * é 3 os . ee, 4 ¢ = “ : ‘ ib if ae bd = = : + ti ’ “ : » ac * ; ? 
eee Prem Pier ro, 50, Fo Pte REIT G Nei ara ie are VEE I Dy a oie ee ar men Te bu eg "4 y ; P ee a NE, ans ; 
Ps ihe ha ae i oan ee ba rs Pee ees ae oe Fa ia © ” ere eee ee ie eS oe ee yf ee ot pis a a I saad . ar bt ‘ er 3 . ‘ fan ts ae 9 i id § Pak es ini sd gah Roe a 
eth h ~<, at Poh ie oe . 2 2 LX gh C i ae rie gi yh an a eS One ele, oy é ee Raat se aaa Oe pe ie | , i oe S ¥ st in tly et Niet CERF nay tet beh cea iar) ngs BS 5 2g ae ee ks j 
ee Vp er karte Ore. ce ag, pen gates By 2 ae ee SOE he Fete Sad, Mak Gee REA Mere eee OS # eit tag AGT ORG EOS caus Saye A OSE en, oo Se RR. OF SE A ROE mcs poe ut aed tae Breen ess Cas 8 Chany 
a : Ret ‘ se mee a” y wane pe ia bye ay ates 4 ry 2 ee Te voy > ee % eae a ' © gab pa 2 on * - & r ea ae pes " ssh ee 


~ Gye ALL STAR REVUE on TV_ 


ce 


_— 


2s 


i.2aa sey 
. ag star rast coe Be, DD 


1. Self-standing mountain merchandisers 
dominate this display for Hickok belts 
created by W. L. Stensgaard & Associates, 
Chicago. Mountains are in neutral gray, 
and pennants are soft blue. Center moun- 
tain displays 17 belts, with sizes indicated. 


2. Designed to occupy a minimum of 
space, this floor merchandiser for Willson 
Products Inc. holds a gross of Willsonite 
sun glasses. It was made by Consolidated 
Lithographing Corp. 


3. American Safety Razor Corp. recently 
started using this counter display-type 
packaging of a new Gem razor and a 
blade dispenser on a “sell-on-sight” card. 
The display cost retailers $2.05 per unit. 


4. Lithographed in full color by the VU, S. 
Printing & Lithograph Co., this window 
display for Max Factor includes a 26x35” 
center card, two side cards measuring 
18x26”, two lipstick cutouts, six mer- 
chandise cutout cards, and a lipstick color 
guide card. 


5. Johnson & Johnson uses storewide cam- 
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paign featuring window streamer, window 
display and counter stand to merchandise 
radio show at point of purchase. Palmer 
Associates, New York, produced it. 


6. Edlund Co., Burlington, Vt., is using 
a blue, orange and black carton by Robert 
Gair Co., New York, to introduce new 
style can opener, Package design is in- 
tended to spur sales in hardware and de- 
partment stores. 


7. P. Lorillard Co.’s new merchandising 
aid is intended to help retailers boost 
single-pack sales. Rack holds 126 packs 
of 12 brands. Rubber guards prevent mar- 
ring of cash register. Rack is said to halt 
pilferage problem. 


8. It’s neither silk screened nor printed; 
it’s an artificial flower held in place by 
a thin film of transparent plastic. Lawson 
& Lawson, New York, which designed and 
produced this display for the Holzer 
Watch Co., says the process is “Trans- 
Form,” which is so precise that ferns, 
fabrics and actual products can be held 
in place without fading or warping. Proc- 
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ess doesn’t impair texture or color, the 
company says. 


9. Big news of 1953 for stores is Queen 
Elizabeth’s coronation. So W. L. Stens- 
gaard & Associates, Chicago, and the Bis- 
sell Co. teamed up on this “Queen” pro- 
motion. 


10. A 14x19” flat plane with pop-out, die- 
cut simulated biscuit can, this Pillsbury- 
Ballard display contains a_ three-cycle 
flasher unit. It simulates biscuits moving 
from can to oven and from oven to plate. 
Four-color display was developed by Fet- 
ter Printing Co., Louisville, to solve prob- 
lem of getting consumers to realize that 
product could be moved directly from 
can to oven without additional prepara- 
tion. 


11. Equipped with a special divider, this 
floor stand is printed in high-gloss inks 
and enables Colgate-Palmolive-Peet Co. 
to sell its chlorophyll toothpaste and 
dental cream together and separately. 


12. Full-color display carton unit that 
King Kone Corp., Bronx, New York, food 
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specialty house, thinks achieves a new 
impulse item concept: “minimum mass 
display.” Built-in tray permits sampling 
and allows merchandise to fall automati- 
cally into a jumbled display on opening. 
King Kone conceived the carton idea and 
Folding Carton, Bogota, N. J., did the 
printing. 


13. Cutex nail polish and lipstick window 
display, created and lithographed by Lutz 
& Sheinkman, New York, for a special 
related item campaign. 


14. Tire chains, heretofore packed in cloth 
bags, are now available in a combination 
corrugated and folding paper-board car- 
ton designed by Robert Gair Co., New 
York, for the Round Chain Cos. Octagonal 
carton facilitates ready packing of chain. 
Carton top is printed on white Tufbord; 
bottom is corrugated fibreboard. 


15. This six-bin self-service basket, de- 
signed to hold all six flavors of Jell-O, 
ties in with the national advertising for 
the product. Palmer Associates, New York, 
was the designer and producer. 
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Look for it!.. 


‘IT’S OUR 
DISPLAY IN THE 
"tH ALL-OF-FAME”’ 


P-0-P-A-I EXHIBIT and SYMPOSIUM 
PALMER HOUSE - CHICAGO 
MARCH 31st—APRIL Ist and 2nd 
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1. An integral part of a mass- mee, 
merchandise presentation hs. 

= 


2. Versatile enough to be used anywhere in the store 


3 A size to command selling action 


Merchandising problems are not confined to supermarkets. They’re constantly with us in 
drug, hardware, liquor, barber shops—in all kinds of stores. 


Perhaps, you have problems distinctly your own. If it pertains to display, 


we're sure we can help solve it. 
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all that’s NEW in... 


ss '  Point-of-Purchase 
ial é Advertising 

ss THREE-DAY EXHIBIT AND 
oth 7th ANNUAL SYMPOSIUM 


March 31st, April 1st and 2nd 


AT THE PALMER HOUSE, CHICAGO 
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6 N. MICHIGAN AVENUE - CHICAGO 2, ILLINOIS 


WRITE FOR INTERESTING AND INFORMATIVE CASE HISTORY 
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P-0-P Activity 
in Cincinnati 

CINCINNATI, March 18—There 
are a number of successful users 
of point of sale material among 
Cincinnati industries, with the 
Crosley division of Avco Corp. 
in the last few years becoming the 
largest purchaser of all types of 
display material, and rising from 
a low spot in the appliance ladder 
to third place in this field. 

About a year and a half ago, 
Crosley placed an order amount- 
ing to approximately $80,000 for 
dealer outdoor signs, mostly plas- 
tic, of various shapes and sizes to 
fit the dealers’ buildings. Under 
the setup on this type of dealers’ 
outside sign, Crosley pays one- 


third, the distributor one-third, 
and the dealer one-third. 


Crosley also reports great suc-) 
cess with its display department, 
which today employs 54 people, 
including display men, sign paint- 
ers, carpenters, etc. This depart- 
ment is prepared to manufacture 
all types of displays, mostly for 
conventions, sales meetings of dis- 
tributors, and for Crosley’s travel- 
ing show. 

Eight semi-trailers are kept in 
use all the time, with three of 
them having sides that open, and 
displays of modern kitchens and 
other appliances are seen by the 
public wheréver Crosley desires to 
take the display. The company has 
produced its appliances with the 
outside made of transparent plas- 
tic, so that the public can see the 
guts of the appliances and observe 
how they work. 


s At the present time there are 
three shows on the road traveling 
to different towns, and prepara- 
tions are being made for another 
large traveling show. Although 
cost figures could not be obtained, 
it is reported that the budget for 


the display department for 1953 
is approximately $1,000,000. 


While building up its appliance | 


sales, Crosley has been behind its 


competitors when it comes to serv- | 


ice parts, and is now starting to 
build up this department. It has 
used small metal signs and decals 
for this department, but without 
much success, and has now con- 
tracted for illuminated plastic of 
the cash register type, a 6x20” size, 
and also this size with a clock. 
It will promote these dealer point 
of sale pieces in a sales contest 
now being promoted in its parts 
department. 


® The largest users of p-o-p in 
Cincinnati, as an industry, are the 
breweries, although in trying to 
meet all competition with the use 
of television, which is high priced, 
they have had to pull in their 
horns in the use of other media, 
and some point of sale with the 
brewers has suffered. But some 
have tried to hold up the amount 
of display by trying to purchase 
less expensive pieces. 


| Research among the brewers|/! 


| shows that the majority of Great-| 
er Cincinnati brewers are alotting | | i 
about one-third of their budgets |” 


for point of sale, and the last sev- 
eral years the budgets on a whole 
have been large, and are still 
growing. 

A few of the advertising mana- 
gers of breweries are of the opin- 
ion that no matter how much they 
advertise in other media, the final 
decision of getting a prospect to 
request their brand is at the point 
of sale. 

This has created new problems 
in the past five years, with the 
sale of package goods shifting 
from the old-time cafe or saloon 
and going to what are called car- 
ry-out stations—or as the brewers’ 
association likes to call them, 
package dealers. 


@ The saloon keepers blame this 
on television viewing, and the fact 
that the package dealers deliver, 
and can sell up to a case at a time 
with their licenses; the tavern 
, owner is limited to the number of 
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GRIP AND READ—The grip on this Golf 

Pride display is designed to get a cus- 

tomer to pick up the display, and at the 

same time read the sales points. Fawick 

Flexi-Grip Co., Akron, through Fred Bock 

Advertising, is supplying more than 2,000 
of these to pro-shops. 


bottles he can sell. The tavern 
owners are lobbying to have the 
license law changed, so that they 
can go after this home trade. 

The Ohio state liquor regulations 
have many different types of li- 
censes, and also many regulations 
with reference to point of sale 
pieces. About a year ago they pro- 
hibited cash register signs, or an 
illuminated sign over a cash regis- 
ter, clocks, and decals on doors. 
They also limit two neons to win- 
dows of a permit holder, and no 
brewery or whisky signs are al- 
lowed on the outside of the prem- 
ises. 

There formerly was a regulation 
that all of the point of sale adver- 
tising for one brewery or distillery 
in one place for one year could 
not go over a limit of $10 per year, 
and no piece could be larger than 
224 sq. in. 


s The breweries still favor neon 
skeletons, with prices ranging 
from approximately $18 each up 
to $48. At times they purchase only 
the skeleton tubing from sign 
companies, and get the transform- 
ers elsewhere, This is part of the 
close purchasing due to high ex- 
penditures on other media. 

Some of the brewers are going 
heavy in plastic with fluorescent 
tubes for illumination, while 
others think plastic does not have 
the quality they want. Stick-ons 
and cardboard advertising, includ- 
ing lithographed and silk screen 
work, are used by many local 
brewers. 

There are two brewers who are 
large shippers, Red Top and Burg- 
er, and they use all types of point 
of sale, as they have to meet the 
regulations of the many states in 
which they do business. 


s With the brewers who are doing 
the majority of their business in 
Greater Cincinnati, Bavarian, 
Hudepohl and Wiedemann run 
close together in purchase of point 
of sale, with Wiedemann probably 
being the largest purchaser, in 
amount of money spent. 

Wiedemann likes quality piec- 
es, and will pay for something that 
is out of the ordinary and not used 
by other brewers, no matter where 
in the U. S. the competitor may 
hail from. 

About ten years ago it went 
into wood plaques with three 
ducks of fluff mounted on the 
wood, which made a great hit and 
are still in use. About four years 
ago it put out a Christmas dis- 
play using an artificial Christmas 
tree with ornaments and its ads 
}on the background in such a way 
that it would not offend anybody, 
and demand for these pieces ex- 
'ceeded the supply. 
| It was reported at that time that 
the displays without the ornaments 
cost $1.35 each, the ornaments ex- 
tra, with the story that the orna- 
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ments were put on by Wiede- | 

mann in its own plant.This com- | 

; pany uses neons, plastics, stick- 
ons, decals, valences (where per- 
mitted), illuminated clocks (also 
where permitted) and cardboards 
of lithographed and silk screen 
work. 


8 Bavarian Brewing Co. also uses 
neons, plastics, a lot of litho- 
graphed cardboard and stick-ons of 
all types. This firm has miniatures 
of its posters lithographed, and 
places them in the dealers’ prem- 
ises, which gives it a change and 
a new card whenever it changes 
posters, and it has a follow-up of 
its posters at the point of sale. 
Bill Schott, the head of the firm, 
and Robert Knefle, advertising 
manager, both realize the value of 


Solf point of sale and are always open 
‘a to new ideas, and something dif- 
“od ferent than the run of mine. 
wick 
“ey Hudepohl still banks on neons, 
000 and is not too favorable to plastics, 
but uses quite a bit of cardboard 
ie and other lithographed pieces. It 
uses clocks when state regulations 
orm permit, and this firm also is al- 
the ways looking for something new 
ley and different, but wants the price 
to be right. 
ons Although all brewers in Greater 
li- Cincinnati are still heavy users of 
ons cardboard, streamers and other 
ale paper jobs, they acknowledge that 
rO- this type of p-o-p in the cafes, etc., 
an has an average life of only five 
AS= days, while the other types they 
_ 8. use are more permanent. 
l - 
no s Gibson Art Co. uses point of sale 
al- with its display cabinets, and il- 
m- luminated pieces. It has had one 
| glass item for the past 15 months, 
ion with seven changes of faces, but is 
er=- now getting ready for something 
ry new and will probably go into plas- 
ild tic to prevent the losses suffered by 
ar, breakage of glass. Gibson charges 
an dealers for point of sale pieces. 
Baldwin Piano Co., with a qual- 
ity product, has used plastic in a 
on 6x20” size for the past year, known 
ing as the Snap-On. It is manufactured 
up by one sign company here, and 
ily provides for a change of four faces, 
gn covering its Acrosonic Spinet piano 
m- and both its regular organ and a 
he new electric organ. They also are 
x= planning on something in the 
quality line and are ready to go 
ng with a new piece, but will continue 
ont to use the 6x20” piece. Baldwin 
ile charges dealers for p-o-p pieces. 
ive 
yns = Globe Wernicke Co., manufac- 
id- turer of office equipment, is a long- 
en 
cal Ta eats 
ire 
"g- 
int , 
he 
in 
ng 
in 
in, 
un 
int 
rly 
in 
It takes more than 
C= taste to put your 
Lat product on the tongues of America’s 
original “Captive Audience’’— parents! 
ed Don't forget there’s money in Sonny — 
re and Susie, too, the boss product demand- 
ers! They yell for the soft drink that gives 
ay loons — and they get it. And your sales 
message on PIONEER Qualatex “Floatin 
Billboard” balloons advertises — an 
nt SELLS! . 
Any product moves faster with low-cost 
ce PIONEER balloons as package inserts, 
he tie-ons or self-liquidators. Gorgeous 
colors, printed in non-fading crackless 
nd pigments. Our Ad Service partment 
irs gives you ideas, samples, 
s- ERT Weise The PIONEER 
war: * tT) 
rn Good Howeheering) Te Rinad, Willard, Obie 
S £5 aoveatt® 


time user of point of sale, using;der received from 
principally clocks and one smaller lately has been bus: 
display. These have been made of Hudson Jets. 
glass, but due to breakage the | The DeSoto skel 
company plans to use plastic in the ‘dealer $137, and w 
future. Dealers’ names are im- drop shipment ba 
printed on the piece, ana the dealer ordering di 
dealer pays for the point of sale sign company. The 
pieces he uses. sign is smaller and c 
U.S. Shoe Corp., with the trade- $32.50 each, also or 
mark of Red Cross Shoes, has used | ment basis. 
plastic letters, and expensive, il-| It has also had so: 
luminated, glass-faced signs, with from Black & Deck 
polished brass border, which cost | on double-face ar 
$19.50. Due to breakage, glass is plastics. It has also 
out, and U. S. Shoe is planning on for cash register typ 
plastic faces, but wants quality Brown-Forman and 
throughout any point of sale it a similar order for ¢ 
uses. It uses beautiful silk screen 


cardboard jobs, running in series, # Another Cincinn::i 


to get all the seasons and show off! pany in the large 


JeSoto, and 
on a job for 


ns cost the 
sold on a 
with the 
from the 


‘iludson Jet) 
‘s the dealer | 
: drop ship-| 


good orders 
, Baltimore, 

single-face 
d one order 
vlastics from 
as completed 
ven-Up. 


and more clocks, but is always, very successful. It also likes dis- 
looking for something in the qual- play pieces on which it can have 
ity class. Gruen asserts that clock dealers display the product, and it 
point of sale advertising has been also likes to use motion displays. 
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its shoes to advantage. 


® Three local sign manufacturers 
are enjoying good business, with 


firms in other cities. 


'ported to have a lai 
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‘or price information 
A story on poil 


finished without 


it 
orders they have received from Greater Cincinnati would not be | 


e order from | 
no quantity) 
is obtainable. | 
of sale in) 


= & ADVERTISING DISPLAY CO. 


118-124 WEST PEARL ST, CINCINNATI! 2, OHIO” 
ATTEND POPAI SYMPOSIUM 


PALMER HOUSE, CHICAGO MARCH 31- APRIL 1 AND 2 
See our exhibit — Booths 34, 35, 36 


reporting on| 


A year ago the American Sign Gruen Watch Co., which is a heavy 


Co. was busy with a large neon or- user of clocks. It purchases clocks | 
age”. 
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Enroll now in this 
Exciting P.0.P. Idea Club! 


application may spark an idea that will ad@ pep 
to your program, inspire your salesmen, 
please your dealers. 


For years, KLEEN-STIK has served the fiation’s 
leading advertisers. We do no printing. Bgt, the finest 
creative printers and lithographers take afivantage of 
KLEEN-STIK to make their ideas mercBandise 

their customer’s products. Thus we are ajClearing 
House for the best P.O.P. ideas. At leas one 
outstanding application or construction per month 
can be yours for the asking. There’s nogobligation 
whatsoever. Fill out the coupon below qnd mail it 
today. Your first ‘‘P.O.P.-of-the-Montlg Club” idea 
will be mailed shortly in a convenient, 
folder for quick, easy reference. 
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New York, March 18—Two na- 
tional photo contests have shown 
Sylvania Electric Products just 
what pays off in the way of point 
of sale material. 

What Sylvania learned from the 
successful photo contests staged 
by the photolamp division was 
summed up by John Williams, ad- 
vertising manager: 

“We know we've got to use 
plenty of color; that the display 
must be large, but not too large; 
and that it must be simple. Dealers 
are too busy to bother with com- 
plicated arrangements. 

“That’s why our kits include 
everything a dealer needs to run 
a successful promotion—printed 
press releases, radio spots, an- 
nouncements, ad mats—all are in- 
cluded in a single mailing. Follow- 
up mailings keep the dealer aware 


Photo Contests Show Sylvania What 
Types of P-0-P Material Pay Off 


of contest developments and urge 
him to use all his facilities. Based 
on our experience in these contests, 
we know this method will work.” 


8s A major portion of the com- 
pany’s promotion budget for spe- 


cial contests goes into point of|; 


sale, because “it’s the surest, least | 
expensive way of getting a mes-| 
sage across to a large segment of 
the population when they’re in a 
spending mood.” 

George Connor, general sales 
manager, said the most important 
factor in any consumer contest “is | 
the amount of cooperation received 
from the local dealer.” 

To get this cooperation, Syl- 
vania’s contest point of purchase 
material is geared primarily to 
boost dealer sales. 

“Creation of the point of pur-. 


Fi wus, SYNASMIN rt 


100 CONTEST MS A 


HURRY, HURRY—Counter card announces 
Sylvania’s third annual flash photo contest, 
| offering a Nash Rambler convertible as 
top prize. The company believes point of 


‘sale material should be colorful, 
big, and simple. 


fairly 


chase material is based on the 


premise that an increase in flash- 


bulb sales automatically results in 


a boost in Sylvania’s sales,” said 
Mr. Connor. “If we help increase 


\the flash photography industry, 


we've increased our own busi- 


V Mtr. D. 


BRAND 
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decal merchandiser, says: 
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wee | ness.” 


,elected the Africa trip, 
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would 


As a result, he continued, Syl- travel by TWA, Sylvania dealers 


|vania’s contest material points up) 


| the simplicity and the fun of flash | 


® In 1951 Sylvania sponsored its. 
first flash photo contest, which it 


were allowed to use airline offices 
as additional points for setting up 


, || photography rather than extolling) display materials. Dealers were 
the virtues of the company’s prod-| 
- 


urged to cooperate with TWA of- 
fices on local promotions. 


@ This year’s contest—known as 
“Folks Are Fun’—has been made 


| dubbed “Pets Are Fun.” It was | wider still, so that amateurs of all 
lopen only to boys under 18. The) 


|ages may compete. A custom-built 


promotional kit for dealers in- |Nash Rambler convertible will go 


cluded entry blanks, simple win- 
dow streamers, placards and a 
bookiet called “Flash Is Easy, 
Flash Is Fun.” The booklet dwelt 
on simplicity because the contest 
aimed to sell the idea of flash to 
young people. 

In addition, Sylvania made an 
arrangement with the Boy Scouts, 
making posters and contest an- 
nouncements available to scout 
leaders throughout the U. S. Deal- 
ers were urged to tie in with scout 
activities by conducting photo clin- 
ics and separate local contests. Part 
of the program consisted of help- 
ing scouts work for photography 
merit badges. 


s As an added incentive to deal- 
ers, Sylvania offered a $100 prize 
to the one who sold the winning 
contestant his flashbulbs. Dealers 
were further asked to display 
prints of contest entries in their 
store windows. 

The first prize winner in that 
contest was offered either a Speed 
Graphic camera or a Sylvania TV 
set. Other prizes included radios, 
cameras and photo supplies. 

Entries, according to Sylvania, 
came in from all over the nation. 
Dealer response was “excellent” 
and in some cities dealers pooled 
their advertising to create a bigger 
splash. Dealers in one community 
got together and offered teen-agers 
the loan of flash cameras with 
every purchase of film and flash- 
bulbs. 


# In 1952, encouraged by the pre- 
ceding year’s results, Sylvania de- 
cided on a bigger push by offering 
as top prize a two-week African 
safari in the company of Comman- 
der Atillio Gatti, or a trip to New 
York or Hollywood. The contest, 
moreover, was widened so- that 
girls as well as boys could enter. 
Promotional material was enlarged 
and additional placards, streamers 
and other materials—all designed 
with an African motif—were 
added to the kit. 

Since the winner, if he er she 


to the winner. Junior and senior 
divisions will get 50 prizes each. 

“We selected a car as grand 
prize because we believe it has 
equal appeal to the adult and the 
teen-age markets,” said Mr. Con- 
nor. Contest material in 1953 will 
include large posters, window 
streamers, criss-cross pennants, 
gigantic window paste-ups and 
entry blanks. 

In addition, Nash Motors offered 
the use of 1,200 dealer facilities. 
“Contest display material has been 
set up in these outlets as well as 
in the 40,000 dealer outlets to 
which Sylvania mailed kits,” said 
Mr. Connor. 


Joins Edgar Walter Fischer 


Charles S. Jackson, formerly art 
director and account executive in 
the Chicago office of Calkins & 
Holden, Carlock, McClinton & 
Smith, Chicago office, has joined 
Edgar Walter Fischer & Asso- 
ciates, Chicago. Federal Enter- 
prises Inc., Chicago maker of elec- 
tric signs and signals, has ap- 
pointed Fischer to handle advertis- 
ing for all divisions. Previously, 
Calkins & Holden, Carlock, Mc- 
Clinton & Smith had the account. 


Chilford to Conner, Jackson 


Chilford Arms Mfg. Co., San 
Francisco, a new company formed 
to manufacture hunting special- 
ties, has named Conner, Jackson, 
Walker & McClure, San Francisco, 
to handle its advertising. Felix 
Chilton is president; Werner Chil- 
ton, his son, is v.p. of the new 
company. 


WIJTN Promotes Willems 


J. Carl Willems, a salesman with 
the stations since 1945, has been 
promoted to sales manager of 
WJTN and WJTN-FM, James- 
town, N. Y. 


Harlow Named PR Head 


Cavanaugh Morris Advertising 
Agency, Pittsburgh, has elected 
|Murray Harlow v.p. in charge of 
public relations. He formerly was 
/resident fund raiser for the United 
Jewish Fund of Pittsburgh. 


OINT-OF-PURCHASE is your last 
chance to clinch the sale. And the 
space in your dealers’ stores is free! 
So cash in on the pulling power of 
your advertising program with dy- 
namic, attention-getting PF decals! 


Vividly-colored nameplate decals like 
those illustrated as well as decal val- 
ances, window decals, dealer-service 
decals, product decoration decals —all 
stick to their jobs of turning impulses 
into sales! 


art services consultations and estimates without obligation 


PF DECALS... your last link between advertising and the sale! 
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FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals. 
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with ADMATIC 


ein Store by Day 


sales. Write for circular. 


_ Admatic Corporation _ 
70 WEST HUBBARD STREET, CHICAGO 10, ILLINOIS” 


@In Window at Night 


Fully automatic, with color, motion 
and sound, ADmatic will sell for you 
day and night. Troublefree—com- 
pact —versatile—the ideal point-of- 
sale medium. ADmatic tells your 
sales story with thirty 2” x 2” color 
slides projected in sequence on the 
large cabinet screen. Designed for 
use in lighted areas, this forceful ad- 
vertiser is your answer to increased 
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Brand Names Awards: 


Go to 110 Retailers 


New York, March 17—Although 
presentations won’t be made for 
another month, Brand Names 
Foundation has selected, from 20,- 
000 entries, 109 U. S. retailers and 
one Canadian merchant as winners 
in the fifth annual Retailer-of-the- 
Year competition. 

The panel of judges, all top win- 
ners in last year’s contest, named 
a Retailer-of-the-Year and four 
Certificate of Distinction winners 
in 22 categories of retailing. Win- 
ners were selected from 440 final- 
ists. Here are the top winners in 
each category: 

Alcoholic beverage, Roger Wilco 
Liquor Store, Palmyra, N. J.; auto- 
mobile dealers, Masters Pontiac 
Co., Long Beach, Cal.; building 
materials, Bader Lumber Corp., 
Gary, Ind.; children’s wear, Youth 
Fashion Shop, Perth Amboy, N. J.; 
department stores, class I, Pizitz, 
Birmingham; Class II, Kaufman- 
Strauss Co., Louisville; drug stores, 
Class I, Van Antwerp & Aldridge 


If you want to know 
more about... 


NEON PRODUCTS, Inc. 


CHICAGO OFFICE 
Room 27, 
4817 Sheridan Rd. 


See oor \\. 


chico” 


\ 4 : 
Showrooms: 


THE SCIENCE OF SELLING WITH SIGNS 


NEON PRODUCTS, INC. 
LIMA, OHIO 


Drug Co., Mobile, Ala.; class II, 
Belling Pharmacy, Appleton, Wis. 


® Electrical appliance, 


Food Fair Stores Inc., Philadelphia; 
class II, Buehler’s Supermarkets, 
Peoria; furniture, Goldeen’s, San 
Jose; gasoline service stations, Eck- 
man’s Atlantic Station, Mt. Holly, 
N. J.; hardware, Schlafer’s Inc., 
Appleton, Wis.; jewelry, Schind- 
ler’s Jewelry, Sioux City; men’s 
wear, Hanny’s, Phoenix; music 


Samsons, | 
'Milwaukee; food stores, class I, 


stores, Wilking Music 
polis. 

Office equipment a 
Howard Co., Midlan 
stores, Lustig’s Inc., 
sporting goods sto 
'Minneapolis; varie 
Stores Corp., New ¥ 
/men’s specialty stor: 
New York. 


Meldrum Shifts H. 


James E. Hansen 
land staff of Meld 


», Indiana-| smith has been transferred to De- 


| troit, where he will handle sales 
stationery, | 


promotions for the agency’s De- 


Tex.; shoe} troit office. 


ungstown;| 


Corrie’s, Westinghouse Buys TV Quiz 


McCrory | 


*, and wo- 
Saks-34th, 


sen 
the Cleve- 


m & Few- 


The appliance division of West- 
inghouse Electric Corp., Mansfield, 
O., is sponsoring a new television 
quiz program, “Freedom Rings— 
Playhouse with Westinghouse,” 


over 33 CBS Television stations, | 


Tuesday and Thursday afternoons. 
Fuller & Smith & Ross, Cleveland, 
is the agency. 
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Schrafft's Appoints Mahoney 

Frank G. Shattuck Co., New 
York, operator of Schrafft’s stores 
and restaurants, has named David 
J. Mahoney Inc., New York, to 
handle its advertising. The account 
formerly was with Cowan & Deng- 
ler, New York. 


VanSant, Dugdale Adds One 


VanSant, Dugdale & Co., Balti- 
more, has been appointed to han- 
‘dle the advertising for Hals beer 
_and Arrow beer, products of Globe 
‘Brewing Co., Baltimore. 
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to create displays that move goods 
by moving customers to action. 
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MODEL STORE—This is the model store set up in Cleveland by McKesson & Robbins (AA, March 2) to 
demonstrate open display and self-selection techniques in drug merchandising. At left, pharmacy mer- 
chandiser with five units, used as front section of prescription department. Merchandiser, with a capacity 
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of 1,134 items, measures 12'11” wide and 34” deep. Center shows general view of mode! store taken 
from front entrance. Self-selector units are along right wall and pharmacy merchandiser is in rear. At 
right is a cosmetic counter display and merchandising unit. Unit consists of three 30” sections. 


WTCW. Whitesburg, Ky., Bows , with 1,000-watt power on 920 kilo- 
cycles. Ky.-Va. Broadcasting Corp. 
is the operator. 


WTCW, Whitesburg, 
begun 6 a.m. to 6 p.m. broadcasting 


Jewell Gets Waring Account (Agency, Oakland, Cal., to handle 
Waring Insect Control Co. has | the advertising for its combination 
appointed Jewell Advertising’ insect exterminator and fumigator. 


ROBERT GAIR COMPANY, 


LSE BUYIN 


» 
CREATED BY 


GAT 


CARTONS 


Increase sales, profit and good will, with 
dynamic Gair Cartons. More and more, 
Impulse Buying of a product in Self-Service 
markets depends on the attractive- 
ness and selling impact of the package. 


Safeguard the success of your new package 
by placing your packaging problem with 
the Gair organization. Yes! Gair has been 
designing and manufacturing folding car- 
tons with a powerful “Sales Impact” for 
almost a century. For complete information 


PAPERBOARD | 
FOLDING CARTONS ~ 
SHIPPING CONTAINERS 


INC. © 155 EAST 44TH STREET © NEW YORK*+ TORONTO 


BofA's History 
Told by Thomson 


New York, March 18—One rea- 
son why the Bureau of Advertising, 
American Newspaper Publishers 
Assn., came into being 40 years 
ago was the competition newspa- 
pers were getting from magazines 
as an advertising medium. 

And even back in those days, the 
bureau boys were inclined to snort 
when somebody said a magazine 
page gave an advertiser “prestige.” 

But that’s just one aspect of the 
life and times of the BofA, and 
the growth of national advertising 
in newspapers from $50,000,000 to 
$500,000,000—all of which make up 
a new book called “High Adven- 
ture in Advertising,” written by 
William A. Thomson, who directed 
the bureau from its inception in 
1913 to 1948. 
(North River 
Press, N. Y., $3.) 

“High Adven- 
ture” tells the 
story of the Bu- 
reau of Advertis- 
ing in its entire- 
ty, perhaps for 
the first time 
anywhere. It 
highlights the 
William Thomson contributions of 

the BofA to ad- 
vertising, some of them so long 
taken for granted that admen have 
forgotten where they got their 
start. As for example, the measure- 
ment of advertising expenditures, 
Continuing Study, improvement of 
newspaper copy, standard market 
data form. 


# Mr. Thomson traces the vicissi- 


.tudes and victories of the newspa- 


per industry down the years te the 
middle of 1952. In the early days, 
he recalls, circulation figures of 
papers and magazines were often 
a matter of give-and-take between 
publisher and advertiser. Ad rates 
were set by bargaining. Agencies, 
at least some, were merely space 
brokers. There were agencies that 
snared accounts by offering to buy 
space at lower rates. 

He tells how newspapers’ na- 
tional advertising slipped until, 
in 1942, the magazines’ volume was 
greater, and how the papers re- 
gained the top seven years later. 

He underscores the role of the 
bureau in helping newspapers 
prove to advertisers that “all busi- 
ness is local, that campaigns are 
better built on market data than 
on alluring pictures of ‘national 
coverage’ and that, whatever else 
they do with their day, the cus- 
tomers find time to read the news- 
papers carefully.” 


WICC-TV, Hartford, to Bow 
WICC-TV, Hartford, second 
u.h.f. TV outlet in Connecticut, will 
begin telecasting shortly. The sta- 
tion, owned by Southern Connecti- 


,cut & Long Island Television Co., 


has been assigned Channel 43. 


= 


j 


Aw ee wae wo 6 4 D> O 


a ae eo 


a ee ee ee ee ee tee oie 
: am aes, ee ee = So ea = rare - yes os iin toes - Ee ee = a tf ue: cee : ese eae a CLs ee te Ores sae ea <S ree a a > ag oe ; 
ee 
— — : ee | Adve 
, ee i = fe ea 1s it — lc kl eS TG . Seaver a 
ones eee | Fe i — . wk)‘ ll Ee Ka: 
- me | eh. | ee wi ee: we Bd 
we ee se —— pal Se a ic. es — oe oe. .-.. Bee ellie ode pe? ma 
‘ 7 mr Ne mac ? are ‘ = tel , «4 7 as a” ik a | .: eae f Peat ip es arr rn het hata E: x ye = ay ot ir A a & 4 2 bade <¢: y 
en Ct on ot OS oe i SST” | See | + ae eo ae ie sooth | Mc 
a eae . | EMS ree - a Cony hes _~ ie PH f af Ve wey ~~ Ge ay Alta: ¥ : 24 . 1 * gee : . nadi 
|< ae A = epee: PR xn ances : ane oY “a 4 i BI Bes a - ea § ay ‘ j * Alas ~% . ; oe “ cm, Fy, Pre eve 3 %r mae 4 . a 1 
SL wiles Oe a tg See gee = : a here 
ihe on ite * rr hy | a a oo : is ~ ae mF i 2 8 - on ; Pi i M 3 uy 4 Ae : , - > z t : i a a ae Sy * Nee ment 
: : ‘ senses 8 ee nade , . roe . 754 b { 1s »* 7 5 git a = hey = . Ks <é “ay: ; tk , ted ig of pr. 
; pi em ats ti iad || See iy 44 Qe ay, ve & a | ae $96; nett eee! Adve 
ies = vy - Baw BD 7 hia i een. st “ > eh a le ae oe aT rT. Club 
; nein GE: f ‘i \ i eee i tt ee i ee J t__} Rae tof | —. E oo 
-& ay - / 4 By Sehr eee = $m ag a}. AD ea, aed 2 = 
re Ass ’ _ -_ coy ee ay a) See ee oe ye SSR E Ty Py) —— me . o 
Hed — NY . eT < ONS eee a ~~ sales 
a ca re a Mes ee i 4 ad coe hh hy ed oe PE GF erm Mig ; ond ata 
on eee. ee eR att Tage re a ST Ses Se = > = coul 
- a gs a“ : . - — bs 4 4 . : : Pay o5 ; : ene i 1 = F “ pre “a ee = my Mae ‘. ued oe Se . al s ; : * Bs. we U. S 
pets . a . a Z ‘ 2 4 7 ee ‘ - Ue a : : i" ii J ; for t 
fina er 
is as <haiahalieaieiliieneseniaieemeeateeaieasiieaasieamitainenananiantenin had 
page : Eee exte) 
Ere ew verti 
oe sudd 
ae scalesticitcetdiialatiaictiahdina it alii 1 tion: 
— | a 
= = ¢ @ We = G000 i> very 
ee << o °\ BREA Wf rf “we 
— 4, \ i | be 4 Sle oe = My SS that 
i WAN me oe Oo~K wee. | mod 
’ ( ‘ ‘ t) 4 D q » ON lishe 
Vide. ( \ 6 i eae "Va y = wha’ 
i 
i < ) nw, R need 
ae a ¢ oO i, 7 ~ on / a 4 | medi 
"a ' | , ge | He 
ices § went 
ae a, * = y new! 
ah: f they 
. w 4 ‘* : S) “the 
oe a i 
ae 2 4S << 7 | sight 
t? ay, HIT», fF then 
oe ln Y | 5 “Ho 
ea * 5 ; iy y, | | sell 
ae ae 4, “ : / | said 
vi - - $ caug 
oe : y ON & Stele 
ace - os ale V | 
jee we ye a | e- 
ne 7 | * 
; NOM | ‘f- 
gees re, 7 
a ve = | U | | 
fee \’ ‘4 J x) | 
a . yy : 
os 
iss UA | ee | 
Rae n 
— ¥ $s 
before € . } \ {' ! w 
Bien we ’ 4 \/ \ | 
Sea - ° 
3 NA’ VE a <\ a T 
Ped ‘ Q | ' 
MONG i LA ~ £ {7 ? , 
ic oF \ | 7 
oa : \ ee Vi x Y Y 
a = G4 . : 4 | } 
a: A “Tt ) 
a a3 : : ( —_— | 
. / ‘ j \ Ss | q 
4 Gy! y) Q / 
U C 0 ') 2 \ 
- od “ay Write for Brochure on Gair Cartons. J | 
| xAN Al Ss | 
: , ma \ i 
\ WA ( ye = ai 
4 = a 1 
y ) : 
shalt rer { { 
By ae : 
ge WM, | , 
a \\ . i ) 
oa “NN 


953 


At 


Tt 


oe 


a ae 


ne Saeed 


i 
! 
' 


Advertising Age, March 23, 1953 


Karol Tells Canadian | 
Admen Not to Slight 


Radio for Television 


MonTreEAL, March 17—While Ca- 
nadian broadcasters convening 
here were fretting over govern- 
ment restrictions on construction 
of private television operations, the 
Advertising and Sales Executives 
Club of Montreal was being told 
not to over-evaluate television and 
slight radio as an ad medium. 

John J. Karol, v.p. in charge of 
sales for CBS Radio, told the group 
at a luncheon last week that they 
could profit by the errors of their 
U. S. brothers in going overboard 
for television four years ago. 

He said that the “balance of ad- 
vertising pressure” in the U. S. 
had been disrupted—and to some 
extent is still disrupted—when ad- 
vertisers and their agencies were 
suddenly “overcome by the emo- 
tional appeal of TV.” 


a The adding of another medium 
like television in an economy is 
very enriching, he pointed out, but 
“we must be alert to the fact... 
that the addition of a medium does 
not imply the death of an estab- 
lished one. What it does imply— 
what it states emphatically—is the 
need for greater skill in achieving 
an effective balance among all 
media.” 

He said that many advertisers 
went into television because of its 
newness and glamor and because 
they were overwhelmed by the 
“theoretical impact of sound with 
sight added” and never asked 
themselves the basic question, 
“How much impact is required to 
sell my product at a profit?” He 
said the advertisers also had been 
caught in the “upward spiral of 
television costs to the point where 
they have been forced to cut and 
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@ THERE’S ONE 
& IN EVERY 


® NEIGHBORHOOD 


| Year after year leading 
merchandisers rely on 


DEALER SIGNS 


Names that everyone knows—BIG 
names, household words, names 
synonymous 

with leader- 
ship. . . these 
are the names 
on thousands 
of Artkraft* 


: signs through- 
out America. 
Many of them 
are in your 
own communi- 
ty. A large 
percentage 
have been up 
for many 
years — proof 
of their superiority. 

Artkraft’s mass production 
methods and unequalled manufac- 
turing facilities make possible the 
world's finest signs at moderate 
cost. 


' Anthraft’ 
SIGN COMPANY 


Division of Artkroft* 
Manufacturing Corp. 
1133 E. Kibby Lima, Ohio 


details on 


YZ 


Please send without obligation, 
Artkraft® signs. 


( ) We are interested in a quantity of out- 
dcvr neon dealer signs. 


We are interested in a vw of 
Porcel-M-Bos'’d store front signs. 

We are interested in a quantity of 
outdoor illuminated plastic signs. 


— 
- 


Please send instructions on how to set 
up a successful dealer sign program. 


NAME... 
FIRM.... 
STREET......+-++% 


CITY AND STATE. 
*Tri 


trim their appropriations for news-| work have been W ing with 
papers, magazines and radio.” business men and ag y men to 
make these facts kr . and to 
® Radio was especially hard hit, help work them int sensible 
he continued, and broadcasters | balance along with facts of 
contributed to the confused think-' other media,” he saic 
ing about radio and television by| Broadcasters are ! able to 
failing to appraise properly what} show that radio prese —_ the larg- 
they had to sell. est audience at the lo. < cost, the. 
“Now it’s a fact in American! CBS executive assert« 
broadcasting that we have never; “If we were able to sure our. 
been able to measure our audience |istenership more exp ‘y, we are! | 
with anything like complete ac-| certain we would fin ill larger 
curacy,” Mr. Karol said. “Our ov-| audiences at even lov costs. We 
er-all costs and our cost-per-| made the mistake of  rting late 
thousands were so low compared jn looking more care! |y. To you’ 
with other media that we just nev- || repeat, don’t make same eel 
er bothered. But when TV had) ror—not just becaus it’s unfair) 
been growing a while, we found | to you in radio—but  <ause it is| 
our radio audience shrinking.” also unjust to your .ients,” he, 
He went on to describe how the! concluded. 
radio men began to do more re- |» 
search to determine the size and F 
character of the radio audi- poco mma Kent | 
ence. Now the U. S. broadcasters | , PRasienss rey Givinentative,” bas 
are using the findings of this re-| }omoted Jack Kent to sales man-_ 
search to help sell radio again. | ager. Mr. Kent, who for the past| 
five years has been manager of the. 
s “Within the limits of ferretable | petroit office, will be located in| 
facts, we at the CBS Radio Net-|the New York office. 


67 


DahIman to Richmond Homes Set Up Charlotte Ad Panel 


Arthur L. Dahlman, formerly | The Better Business Bureau of 
with Knapp Mfg. Co. and Ad- Charlotte, N. C., is sponsoring an 
tisers’ Engraving Co., both of Cin- advertising panel, to draft stand- 
cinnati, has been appointed pub- ards for truthful advertising and 
lic relations director for Richmond to review and make recommenda- 
Homes inc., Richmond, Ind., man-!tions in cases where advertising 
ufacturer of prefabricated houses. | is thought to be questionable. 


ieee sy SEER e 
SUPERIOR DISPLAYS, INC. 


Juuius R. TEICH, President 
1112 Boylston Stree-—Boston 15, Massachusetts 


Point-OF-PURCHASE ADVERTISING 
CREATION TO INSTALLATION 
a 
OVERALL DISPLAY COUNSELING 
POINT-OF-PURCHASE PROBLEMS 
, 
PROFESSIONAL INSTALLATION SERVICE 
Wi£iNDOW AND INTERIOR DISPLAYS 
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—~_-—-~— T; wenty-five Years of Expert 


Complete Neriive 
under one rool: 


Quality engravings 


Color process plates 
Commercial photography 
Photo reto 


Ad compos 
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Chicago 10, 7 


“Day and Night 


ENGRAVING SERVICE 


A COMPLETE 
DEPARTMENT 


7% 
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1. This “Select-A-Button” self-service 
merchandiser stocks and displays buttons 
in 168 individual pockets, each of which 
holds from 6 to 16 cards of buttons, de- 
pending on _ thickness. Prepared by 
Sperry-Boom Inc., Davenport agency, for 
Batterson-Wessels Co., Muscatine, Ia., it is 
of spot-welded steel construction and sells 
for $12.95. 


2. Nine vivid colors, flashing lights, three 
kinds of animation and a tinkling bell 
make this Sunkist grapefruit display “a 
surefire stopper,” according to Chicago 
Show Printing, its producer. 


3. Formed from Kentley board, a product 
developed by Thomas A. Schutz Co., Chi- 
cago, these lithographed Kentucky Derby 
posters are turned out for Wiedemann’s 
beer every year, picturing the current 
winner. In many taverns the entire series 
is kept up, with each new poster placed 
alongside the preceding year’s. 


4. Made entirely from plastic (except for 
brass chains and hooks), this injection 
molded apothecary balance is light in 


AUTOMATIC 


ICE-MAKER 


REFRIGERATOR 


weight, and costs only one-third as much 
as it would if made from metal and wood, 
according to its producer, Thomas A. 
Schutz Co., Chicago. 


5. The problem: How to show 108 tools 
weighing 30 Ibs. and still have a dis- 
play that could be used on counters and 
in windows. The above display, produced 
by Ketterlinus Lithographic Mfg. Co., 
Primos, Pa., answered the problem for 
Blackhawk Tool Co., Milwaukee. 


6. Turning the control knob in rear of 
the back panel activates this Servel ice- 
maker unit and demonstrates all phases of 
its operation. A synchronous electric 
switch energizes plastic-covered light cir- 
cles that explain each operation. Plastic 
molded half-circles are used in the ice- 
maker unit to demonstrate automatic 
freezing, removal, and deposit of ice half- 
circles into refrigerator’s plastic ice bas- 
ket. Produced in five silk screened colors 
by Phelps Manufacturing Co., Terre 
Haute. 


7. Dual motion in this Chesterfield display 


creates the illusion that Dean Martin is 
passing the cigaret packs to Jerry Lewis. 
A 100-watt bulb illuminates the carton 
and the lettering. Produced by Kindred, 
MacLean & Co., Long Island City. 


8. A feature of this four-color Aunt 


Jemima floor display is the life-like qual- 
ity of the figures. It was created by Chi- 
cago Show Printing for Quaker Oats’ Len- 
ten promotion for Aunt Jemima products. 


9. The right arm moves, eyes roll, head 
turns, cap lifts and lips move in this four- 
foot papier-mache Duquesne beer bottle. 
Equipped with a two-way conversation 
unit, it was produced by Gardner Dis- 
plays, Pittsburgh. 


10. To underscore the “full 6 years old” 
statement, the hand in this Old Hickory 
display moves the quill pen back and 
forth. The background of the display also 
lights up. Designed for counters or win- 
dows, it is a reproduction (except for the 
animation) of the distiller’s full-color 
magazine ads. 


11. Bowls of food dominate these Upjohn 
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Unicap vitamin displays, produced by 
Forbes Lithograph Co., Boston. The side 
cards can be used either as counter cards 
or in conjunction with the large center- 
piece in window displays. 


12. This mobile enabled Dole Valve Co. to 
reach heating jobbers, who do business 
with supply houses that use their counter 
space for the sorting of materials, and 
have no room for counter displays. Pro- 
duced by Ketterlinus Lithographic Mfg. 
Co., Primos, Pa. 


13. The Elgin Displa-Mobile at left was so 
favorably received by dealers that the 
watch company decided to distribute the 
“Springtime Savings” Displa-Mobile at 
the right. Both were produced by Berger- 
Amour, Chicago. 


14. Animation of Packard’s power steer- 
ing, power brakes and ultramatic drive is 
achieved by backlighting, in two stages, 
which changes automatically from one 
stage (top) to the other (bottom) to 
show the basic action and advantages of 
each feature. Produced by Carter and 
Galantin, Chicago. 
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Yes... by combining these materials with 
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creative genius and improved production 
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methods we really make displays ‘POP’. 


at - THOMAS A. SCHUTZ CO. 


or 
> NO LL OIE LT ALAA IAD 


4868 NO. CLARK ST. CHICAGO 40, ILL. UPtown 8-3600 
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Visit our Booth No. 56 at POPAI DISPLAY SYMPOSIUM 
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Squirt Builds Winter Business with 
‘Glow-Ball’ and ‘Snowball’ Displays 


Beverty Hitts, March 19—If|is a large group of drinkers whose 
there is any industry that makes habits, or mixer preferences, have 
maximum use of point of sale ma- not been set. 
terial it is the soft drink business. | These people were set as the tar- 

The Squirt Co. here has more get for special promotion. There is 
than 50 different kinds of such rna- | also the added factor that if people 
terial available to its franchise can be induced to bring Squirt into 
holders. The material ranges from the home as a mix, children or 
conventional banners and stream- non-drinkers can get to sample 
ers to bottle toppers and collars,| and like Squirt by itself. 
cut-out standers, table tents, dang-| The preparation of special pro- 
lers, decals, emblems, racks, etc., 
etc. ‘5 

In view of this multiplicity of | a 
material it would appear difficult | Ragu 
to develop a point of sale promo- | 
tion that could stand out enough | Besse 
to accomplish a special assignment. | =a 

The special assignment was that | & 
of getting added business in bars, 
taverns and liquor stores, and 
holding that type of business dur-| @ 
ing the winter months, when soft! = . = 
drink sales generally hit bottom. | § oe 


@ This called for developing a 
“mixer” business, which presented 
its problems. For one thing, most 
Americans have definite drinking | = | 
habits; they do not include the use| Seam 
of a tart or sour mixer such as 
Squirt. However, it was felt there 


motions for these reasons was in 
line with a company policy of us- 
ing special promotions to stimulate 
opening of new accounts and in- 
creasing turnover within old ac- 
counts. 


® The result was two promotions: 
“Glow-Ball,” a drink which calls 
for Squirt and whisky, for winter 
months, and “Snowball,” a drink 
calling for the use of Squirt with 
gin or vodka. 

The promotions call for use of 
newspapers and radio to publi- 
cize the drinks, but the basic ele- 
ment is the placement of displays 
where mixer business is done. To 
this end, the display material was 
designed to be as distinctive and 
complete a package as possible. 

These promotions have now been 
used several years. Some changes 


Zz 


have been made in the display 


- | package elements, but of a minor 


\nature. The current Glow-Ball 
|merchandising package includes a 
|Glow-Man figure, fluorescent 
| Glow-Balls, a flat Glow-Man, back 
| bar streamer, table tents, a center 


|piece display card, Glow-Ball 


= | drinking glasses, and a Glow-Ball 


bottle neck rider. 


@ The comparable Snowball pack- 
|}age includes: a Snowball stream- 
|er, half-round snowman with an 
adhesive back, a flat snowman fig- 


DISPLAY MERS. « 
SALES EXECUTIVES « 
PRODUCTION MEN « 


‘ NOW - you can get high-fidelity 


FULL-COLOR TRANSPARENCIES 


in quantities of 500 or more 
at A FRACTION OF WHAT YOU’D EXPECT TO PAY! 


We've knocked down the price barrier so 
you can profit from the wider use of full- 
color lighted displays. 

These are mot prints, not dye transfers. 
but high fidelity, screenless, quality enlarge- 
ments of Kodachromes or Ektachromes— 
in full color . . . at unbelievably low prices. 

Save money with our package deal. We'll 
mount your transparencies in shadow 


in Monotone, Duotone or 


boxes constructed from a wide choice of 
display materials and with a choice of 
moulding frames. Displays come ready to 
plug in, with flashing device if desired... 
and are priced lower than you'd imagine. 
Attractive prices on smaller quantities, 
too. Drop shipments can be made. Com- 
plete photo studio facilities are available. 
Complete information and prices on re- 
quest. Please indicate size, quantity, num- 
ber of separate subjects and type of art- 
work furnished. 


PHOTO & COLLOTYPE STUDIO, inc. 
%& Photo-Gelatin Printers 

The perfect process for poms short run pictorial subjects 
ull Color—up to 


845-53 W. ERIE STREET e CHICAGO 22, iLL. 


* 
x 60” sheet size. 


Telephone: MOnroe 6-9835 
Kalamazoo Cincinnati Louisville St. Louis 
Soles Representatives: 2-6766 Plaza 4218 Wabash 8068 Central 5068 


COMPLETE PACKAGE—This is the entire merchandising package for Squirt’s Glow- 
Ball promotion. It includes the Glow-Man figure, fluorescent balls, flat Glow-Man, back 
bar streamer, table tents, center piece display card, glasses and bottle neck riders. 


a 


tie-ups with distributors for Cal- 
vert’s and Early Times whiskies. 
Many franchise holders have re- 
ported almost 100% of potential 
bar placements. 


ure, Snowball glasses, table tents, 
bottle collar, a round Snowball, 
window display card, and “Squirt 
and Gin” stickers. 

Squirt franchise bottlers must 
pay for the material directly, or 
by means of advertising allow- 
ances they have built up through 
case sales. 

More than 250 bottlers are now 
using these two merchandising 
programs. Some bottlers use their 
own salesmen to get placement of 
complete displays, but many have 
set up tie-ins with liquor distribu- 
tors or brand whisky representa- 
tives. 


# Squirt officials report that the 
two promotions have served very 
well as morale builders for their 
bottlers. Sales made have been in 
outlets not normally open to them. 
The Glow-Ball and Snowball 
drinks also have the further ad- 
vantage in that they cannot be du- 
plicated when Squirt is not used. 
That is, Squirt is selling a brand 
name that represents a flavor that 
cannot be substituted for. If a 
drink calls for ginger ale or soda, 
any one of many brands can be 
used. But only Squirt can be used 
for the Snowball or the Glow-Ball. 
the same city, during the winter Reviewing results, a Squirt offi- 
months, a tie-up was arranged be-/| cial said that they only go to prove 
tween Squirt and Old Crow for aja longtime company belief: 
similar featuring of Glow-Ball. “There’s no magic in advertising 
In California, Smirnoff vodka! that will overcome the absence of 
salesmen have set up window dis- | merchandising.” 
plays, back bar and floor displays. Boylhart-O’Connor, Los Ange- 
Other bottlers have worked out) les, is the agency for Squirt. 


s Last year in Baltimore the Gil- 
bey’s gin distributor cooperated to 
install over 300 liquor store win- 
dows featuring the Snowball. In 


Apex Mfg. Co. Pins a Lot of Hope on 
“We Don’t Believe in Work for Women’ 


CLEVELAND, March 17—Another 
household appliance producer will 
slug for business with a slogan. 

“We Don’t Believe in Work for 
Women,” says Apex Electrical Mfg. 
Co. 

Officials of both Apex and its 
agency, Meldrum & Fewsmith, 
have high hopes for the slogan. 
They expect it will ring more bells 
in consumers’ minds than the now- 
familiar, “You Can Put Your Con- 
fidence in General Electric” or 
“You Can Be Sure If It’s Westing- 
house.” 

Spring advertising which broke 
in last week’s Saturday Evening 
Post introduced the new Apex hue- 
and-cry. It will be used all through 
Apex communication material, in- 
cluding the company’s mail meter 
mark. 


Full-color ads will feature a separ- 
ate Apex appliance, each presented 
with the emancipation slogan. 

Use of the theme, Mr. McDavitt 
said, will allow full attention to 
an individual appliance, avoiding 
the possibility of confusion in a 
many-product layout. 

Copy will stress user benefit 
rather than manufacturer’s boast, 
Apex executives said. On an ex- 
tensive junket, Mr. Scott and Mr. 
McDavitt introduced the program 
to Apex dealers and distributors. 


McNeil to Schmidt Lithograph 


Joe McNeil, formerly director 
of point of purchase display ad- 
vertising for A. Carlisle & Co., 
has joined Schmidt Lithograph 
Co., Los Angeles, on specialized 
advertising ideas. 


Weintraub & Associates Bows 


ws The new theme, a major change 
in Apex advertising, is a move to 
integrate the effect of all Apex 
| promotion on the consumer, A. C. 
Scott, v.p. for sales, said. 

The campaign-breaker _illus- 
trated the full Apex line—includ- 
|ing washers, ironers and vacuum 
cleaners. 

“Our problem has always been 
how to do justice to each appliance 
and still emphasize the Apex repu- 
tation as a progressive and reliable 
major manufacturer,” said Harry 
G. McDavitt Jr., advertising and 
| sales promotion manager. 
| The schedule includes Better 
_Homes & Gardens and Good 
| Housekeeping, plus Electrical Mer- 
‘chandising and Retailing Daily. 


Weintraub & Associates, a new 
agency, has opened offices in the 
Delaire Bldg., University City, Mo. 
Sam Weintraub, formerly an ac- 
count executive with Harold 
Kirsch Co., St. Louis, is president. 


ABC-TV Promotes Smith 


Stanley Smith, a salesman with 
the network for some time, has 
been promoted to eastern televi- 
sion sales manager of the Ameri- 
can Broadcasting Co., New York. 


Muhleman to Wilson, Haight 


Edward A. Muhleman, formerly 
with Walter B. Snow & Staff, Bos- 
ton, has joined Wilson, Haight & 
Welch, New York, in a copy and 
contact capacity. 
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Chicago Company 
Invents Workable 
3-D System for TV 


Cuicaco, March 17—It had to 
happen. American Television Inc. 
has invented a workable three-di- 
mensional system for TV. 

All it takes, according to U. A. 


present standard equipment plus a 
$50 mixing device for the trans- 
mitting station and a $10 viewing 
attachment for the home set. 

The company took page ads in 
the Chicago Sun-Times last week 
to announce public demonstrations. 
Readers were asked to cut out and 
send in a coupon to arrange for an 
appointment and the company has 
received more than 5,000 replies 
to date. The showings will start 
Sunday, March 22. 

Mr. Sanabria also is preparing 
a petition to ask the Federal Com- 
munications Commission to with- 
hold approval of color television 
until such time as three-dimension 
can be incorporated. 


ws American experimented with 
F, three-dimension for TV two or 
7 three years ago, but Mr. Sanabria 
5 says the present models are only a 
month old. Either two cameras or 


tem. 


second, twice the number actually 
’ needed, according to Mr. Sanabria. 
{ Under his system, two cameras 

alternate in sending out images. 
( The total number of images going | 

out is still 60 per second but each 
camera sends only 30. The images | 
are synchronized by the mixing 
device. 

At the home set, the viewing at- 
tachment coordinates the viewer’s 
eyes with the images from the 
cameras. The attachment is a tube | 
which revolves about its axis. It 
has two peep holes through which | 
the viewer looks and as it revolves 
first the left eye and then the right 
sees the TV screen. 


} 
f 
} 
j 


s The tube’s revolutions are syn- 
chronized with the TV cameras’ 


These eye-catching, 
permanent, miniature 
trademark replicas 
bring instant recogni- 
Ation at point-of- 
Sam purchase. Individu- 
ally sculptured of 
non-critical, chip- 
resistant Palestic— 
achieve lifelike effect! 
\ Surprisingly low priced 
too! 


UNIQUE! 
MAKES YOUR 
TRADEMARK LIVE! 
AMAZINGLY LOW 
PRICED! 


inquiries Invited 


Plasto Manufacturing Co. 


312-316 N LAFLIN ST. CHICAGO. 7. ILL 


DON’T MISS SEEING THESE EX- 
CITING, NEW SALES BUILDERS AT 


BOOTH 82 


POINT-OF-PURCHASE SYMPOSIUM 
MARCH 31, APRIL 1, 2 PALMER HOUSE 


SR 


Sanabria, American’s president, is | 


one equipped with a mechanical | 
shutter can be used under the sys- | 


TV cameras send 60 images per 


transmitting so that the viewer’s 
left eye sees the images from the 
‘left TV camera and his right eye 
| the images from the right TV cam- 
era. Actually only one eye views 
the TV screen at a time but the 
viewing device gives a three-di- 
;mensional effect similar to that of 
stereoptican slide viewers. 

As only 30 images per second are 
required for continuous motion, 
there is no loss of detail but some 
flickering, Mr. Sanabria says. Cur- | 
rent developments promise to. 


overcome the flickeri 

Actually, Mr. Sani: 
any conventional st 
viewing system can | 
numerous methods ar 
worked on. The big } 
says, is that American 
strated that it “now k 


‘send twice as much 


one channel.” 


Kiesewetter Change 
Kiesewetter Assoc 
York agency, has char 


he says. to Kiesewetter, Baker, Hagedorn 
a states, & Smith. The change does not in- 
eoptican Volve any new titles, but is made 
used and solely to give the principals cor- 


‘ ition. 
ow being porate recognition 


iciple, he 
s demon- 
’s how to 
‘ure over 


Promotes Seat Cover Festival 


Bolta Products Sales Inc., Law- 
rence, Mass., is sponsoring the 
first nationwide promotion tying 
in seat cover manufacturers, job- 
_ bers, retailers and trim shops. 
Name Manufacturers’ presentation leaf- 
tes, New lets and special circulars will cre- 


71 


‘dising kits are offered free and 
may be obtained by retailers and 
trim shops from their suppliers. 
/Consumer level promotion opens 
May 11 and will continue for a 
month. 


|Mantel to Shield Coatings 


S. G. Mantel, formerly with Mal- 
lard Television Inc., New York, 
has been appointed advertising 
/manager for Shield Coatings Corp., 
Verona, N. J., maker of paints, 
floor finishes and construction spe- 


iitsnmame ate nationwide interest. Merchan-| cialties. 


“Hold dinner, Mom— 


the new 


tractor just arrived!” 


Write for facts today. 


Advertising Agencies | 


| 
| 
} 


OXFORD PAPER COMPANY, 230 Park Ave., New York 1 . N.Y. . 


rapidly growing population as well as 


The American farmer’s tremendous achievement of feeding our 


many other nations has 


been made possible chiefly through farm mechanization. Makers 
of power farm equipment have served the world well, with 
dynamic technical progress and education of farmers through 


the printed page. 


Much of this better-farming promotion appears on Oxford 
papers. The extra printing accuracy afforded by these quality 
papers make Oxford grades fit foundation for pages that sell 


farm equipment. 


xford Papers 


dp Build Gols 


Mills < Rumford, Maine, and West Carrollton, Ohio 


OXFORD MIAMI PAPER COMPANY, 35 East Wacker Dr., Chicago 1, It. 
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Bernhard’s Annual Publishing Study 


Expects 5% Increase in Advertising 


New York, March 17—Total ad- 
vertising expenditures for 1953 
will exceed those of 1952 by about 
5%. 

The expected lapse of the excess 
profits tax on June 30 is likely to 
have a depressant effect on adver- 
tising expenditures in the final 
six months of this year. 

Figures on advertising linage so 
far this year indicate further de- 
clines for women’s magazines and 
general magazines. Mixed trends 
are in evidence among fashion 
magazines, but the total for the 
field is below ’52. Substantial gains 
continue for business papers and 
weeklies. 

These evaluations of the outlook 
for publishing are made in the 
current issue of “The Value Line,” 


an investment survey issued by 
Arnold Bernhard & Co., invest- 
ment adviser. A year ago this com- 
pany said publishing stocks “are 
not good investments today” (AA, 
March 31, 52). 


s Divergent trends in magazine 
advertising this year seem likely, 
the current survey finds. 

“For example,” it says, “the 
4.1% increase in advertising ex- 
penditures in general monthly 
magazines in ’52 was only a little 
more than a third of the percent- 
age gain scored by advertising as 
a whole. This is estimated at $7.2 
billion, an increase of 11% over the 
estimated $6.5 billion spent for ad- 
vertising in ’51. 


“Women’s magazines (which 


purchase for many leading 
accounts. 


Pas 


Projectograph has increased sales nationally at point of 


SALES UPPED AS HIGH AS 200% 


Its application to your business will amaze you. 
You can identify your product with beautiful 
colored slides by means of projectograph’s ex- 
clusive “Pic-Disk” . . . it's as easy to change as a 
phonograph record. Holds 14-35mm color slides. 


Write or phone for descriptive literature today. 


Just plug it in! 


rr 
ot pot 
purchase 


IN P 
35mm Color Slides 


industrial and commercial 


CORPORATION — 
23 CHURCH ST., OSHKOSH, WIS. | 


include Woman’s Home Compan- | 
ion, Ladies’ Home Journal, Mc- | 
Call’s, Good Housekeeping and| 
others) did a little better than gen- 
eral monthlies with a gain of} 
4.5%,” the report says. | 
“Fashion magazines (like Charm, 
Harper’s Bazaar, Glamour, Made- 
moiselle, Seventeen and Vogue) | 
actually booked slightly less ad- 
vertising in 1952 than in 1951. 


# “Business papers and weeklies 
fared best among the magazine 
groups, with gains of 9.8% and 
9% respectively. 

“The really substantial gain last 
year,” the report points out, “was 
in advertising over television net- 
works—up 41.3%. 

“To some extent,” it continues, 
“the modest gains by women’s 
magazines and the general maga- 
zines, and the loss by fashion mag- 
azines, can be attributed directly 
to television competition. Although 
this newest of advertising media 
did not, apparently, actually take 
business away from published me- 
dia last year, it did capture the 
majcr portion of what additional 
business was available. 

“The adverse trend of advertis- 
ing in women’s magazines and 
general magazines is not a new 
development,” it is noted. “It ante- 
dates TV, which did not become an 
effective force until about 1949. 
Expenditures for advertising in 
women’s magazines and general 
magazines have failed to keep pace 
with total advertising expenditures 
since 1940. 


« “These two magazine groups 
have been feeling the competition, 
prior to TV, of radio and the week- 
ly news and picture magazines. 
Radio, and now TV, provide 
amusement requiring less effort 
than reading. The leading picture 
magazines also reduce reading to 
a minimum. 

“The progress of the picture 
magazines,” the survey says, “has 
been based on their rapidly in- 
creasing circulations (including 
claims of large ‘secondary’ or pass- 
along circulations), and the fact 
that they reach a greater reader- 
ship than the amusement media. 

“The news magazines, on the 
other hand, are not in competition 
with either TV or radio nor with 
the picture weeklies. They are pur- 
veyors of information, not enter- 
tainment. The same is true of busi- | 
ness papers. 


“There is little to indicate an/| 


- 


VACUUM CENTER—A feature of this West- 
inghouse “display center” is a strung-up 
pegboard, so that displays and sales mes- 
sages can be changed frequently. In- 
cluded with the stand and vacuum cleaner 
are a rug sample and a demonstrator kit, 
all for $75. The cleaner retails at a sug- 
gested $89.95, based on a dealer mark-up 
of 17%. 


early change in these trends,” the 
survey finds. “Figures on adver- 
tising linage so far this year indi- 
cate further declines for women’s 
magazines and general magazines. 
Mixed trends are in evidence 
among the fashion magazines, but 
the total for the field is below 
1952.” 

Publishers of magazine groups 
affected are making strenuous ef- 
forts to regain their positions, the 
survey says. These moves—such 
as changes in editorial technique, 
increased promotion and selling 
pressure—may prove successful, 
the report says, “if price differen- 
tials in number of persons reached 
per dollar of advertising become 
more substantial. However, it is 
doubted that such moves will suc- 
ceed this year in completely check- 
ing the decline in advertising lin- 
age.” 

On costs, the survey notes that 
the trend has been upward for 
several years. “Paper costs now 
appear to have stabilized, at least 
for the current year,” it says, “but 
labor costs are still rising.” 


@ Postal rates for second class 
matter went up 10% in April, 
1952; another increase of the same 
amount goes into effect this year, 
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and a third is scheduled for 1954. 
That these costs are becoming an 
important factor, the report says, 
is suggested hy the rapid growth 
in recent years of magazines such 
as Woman’s Day, Family Circle, 
Better Living and others sold ex- 
clusively in food stores. 

Another straw in the wind, it is 
noted, is the recent announcement 
by Cosmopolitan that it will be 
sold only on newsstands in the fu- 
ture. The subscription department 
has been discontinued. 

“Although higher rates will tend 
to compensate for declines in lin- 
age,” the report says, “it is not so 
certain that they will check the 
decline in earnings. In the women’s 
field, for example, although rate 


'| increases were general in ’52, the 
_|magazine which made most pro- 


gress toward recovery of earning 
power was McCall’s, whose linage 
during most of the year was higher 
than in the same period of ’51. 


s “We lean toward the view,” the 
report says, “that earnings of most 
publishers in the women’s, fashion 
and general magazines groups de- 
pend more on linage than on rates 
or costs. Consequently, most of 
them face a continuation, in ’53, 
of the declining trend of profits. 

“Over the next two to four 
years,” the report concludes. “we 
look for a continuation of the up- 
ward trend of advertising volume 
as the country grows. Modest earn- 
ings recovery should be made by 
magazines which are unfavorably 
situated at present, either as the 
result of increased promotional 
effort, or higher prices for space, 
or both. 

“There also may be a return to 
more advertising in magazines. 
Longer experience with TV may 
reveal that it is less effective as 
a selling force, especially in rela- 
tion to costs, than is now believed. 

“Earnings results,” the report 
adds, “will depend primarily on 
the situation and management of 
each publishing enterprise and 
only secondarily on general condi- 
tions in the economy.” 


To Hold 20th Premium Show 


The 20th annual Nationa! Premi- 
um Buyers Exposition will be held 
at the Conrad Hilton Hotel, Chi- 
cago, April 20-23. More than 200 
suppliers of premiums, prizes and 
business and industrial gifts will 
display their wares, it is reported. 
A premium advertising forum will 
be held April 21 by the Premium 
Advertising Assn. of America. 
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Industrial Marketing 


To “come up with a different display idea” has long 
been a habit with LUTZ & SHEINKMAN’'s Creative 
Staff. The new...the fresh...the original has always 
characterized our work. ‘““Warmed over” ideas .. . 
revamped artwork . . . hackneyed, trite treatments 


ee 


have no place in our thinking. 


« S came up with the 


That L & S display ideas pay off at point-of-purchase 
is best attested to by the long list of prominent ad- 
vertisers we serve: Standard Brands, Virginia Dare, 
Gulf Oil, Remington Rand, Royal Typewriter, Schen- 
ley Industries, Congoleum-Nairn, National Distillers, 
and a host of others. 


L U TZ& NY Ht E INK M A N Color Lithographers 


421 Hudson Street, New York 14, N. Y. © WAtkins 4-2000 


since 1896 
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the most satisfactory combination. 


have elaborate training facilities 
for their sales clerks, the display 
minimizes clerks’ errors by graphi- 
cally providing the answers to 
questions on costs, materials, con- 
struction, technical and engineer- 
ing data, installation, replacement 
and maintenance, operating pro- 
cedure, and advantages over com- 


s Principal drawback to Lightolier 
when displayed with 
competing lines under ordinary 
distributor salesroom conditions, is 
their relatively higher price, the 
company says. The new exhibit 
overcomes the buyer’s resistance to 
price by demonstrating Lightolier 
technical advantages, quality, low 
maintenance costs and beauty, in 
an easy-to-understand presenta- 


The new showroom also solves 
one of the major roadblocks in 
dealer showrooms—ceiling space. 
This is “premium area.” 

To offset the ceiling space prob- 
lem, the Lightolier setup has a 
wall display unit. Wall space is 
more readily available and, in 
addition, the unit provides data 
on candlepower, diffusion and in- 


A variation of the wall unit that 


is particularly helpfu dealers in 
solving store lightin;  oblems of 
a specific nature, suas exist in 
dress shops or yard ds stores, 
is a sequence of li; od shadow 
boxes containing sw es of dif- 
ferent colored cloth, owing the’ 
effects of different ts on the) 
materials. 
Some lights will ike a red| 
swatch appear m: on, while| 
others will give ita) ple or lav- 
ender shading. It i . dramatic 
demonstration of hov ghting can 
complement or det «{ from a 
product, directly affe ng its sales 
appeal, Lightolier ofi als said. 
s Particularly attrac’ vc to archi- 
tects and builders, » 10 purchase 
thousands of fixture .t a clip, is 


the ease with which «/! the techni- 
cal features of ins‘allation and 
maintenance are shown. 

The display offers these volume 
purchasers the answers to why 
they should pay more for a Light- 
olier product, how it is manufac- 
tured, how it will complement ex- 
isting interior design, and how it 
will provide desired lighting effects 
in any specific building area. 

A by-product of the display is 
the fact that its clarity and sim- 
plicity enable sales personnel to 
quickly learn the facts about 
Lightolier fixtures and as a con- 
sequence become better salesmen. 


# Most distributors, in addition to 
carrying several lines of lighting 
fixtures, are primarily electrical 
material supply houses. The heavy 
volume and fast turnover in elec- 
trical supplies leads them, quite 
naturally, to direct their sales ef- 
fort to this side of the business. Lit- 
tle emphasis, if any, is given to 
properly selling fixtures. The 
Lightolier display is designed to 
overcome this indifference through 
its mechanical selling techniques. 


Ben-Hur Appoints Clarke 


Richard T. Clarke has been ap- 
pointed advertising manager of 
Ben-Hur Products Inc., Los Ange- 
les food producer. He formerly 
was assistant advertising manager 
|of the cereal division of Albers 
Milling Co., Los Angeles, a Carna- 
tion Co. subsidiary. 


Gross to Steinbach & Sons 


A. J. Gross, formerly production 
manager for Remington Rand Inc., 
has been appointed New York sales 
manager for A. D. Steinbach & 
Sons, New Haven printer and 


4% Combination Rates 


Offered on ‘Quick’ 


" ‘Television Editions 


4 | New York, March 17—Quick has 


GUESSWORK 
fighting for premium ceiling space, Light- 
olier Inc. has developed a wall display, 
easily incorporated into existing distribu- 
tor shops, which gives detailed technical 
data on its lamps and lighting fixtures. The 
display eliminates guesswork on above-ceil- 


ELIMINATED—Instead _— of 


ing lamp construction and_ installation 
through this graphic presentation, which is 
within eyes’ reach, 


Two Publishers, Hillman 
and Ziit, Gets U.S. Posts 


Alex Hillman, publisher of Pa- 
geant, New York, has been named 
special consultant to the appropri- 
ation committee of the U.S. Sen- 
ate. Mr. Hillman will go to west- 
ern Europe with a staff of investi- 
gators and accountants to study 
American aid administered under 
the Mutual Security Agency dur- 
ing the past year. 

At the same time, William B. 
Ziff, chairman of the board of Ziff- 
Davis Publishing Co., New York, 
has been named general adviser 
to the Senate judiciary committee, 
which is headed by Sen. William 
Langer (R., N.D.). Mr. Ziff will 
work with a fact-finding commis- 
sion which will study laws that 
are self-contradictory, antiquated 
or obscure. 


Moore Joins Geare-Marston 


Charles B. Moore, formerly with 
the publications department of the 
gas turbine division of Westing- 
house Electric Corp., Lester, Pa., 
has joined the public relations de- 
partment of Geare-Marston, Phila- 
delphia and New York agency. 


Jack Dillon Joins OAI 


Jack Dillon, formerly with News- 
week, has joined Outdoor Adver- 
tising Inc., New York, in an ex- 


lithographer. 


ecutive sales capacity. 
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ing - TRUE BLUE?—Different lighting combinations in each of three shadow boxes show 
age varying effects on fabrics and other products. Boxes are illuminated with several 
her F types of incandescent and fluorescent light and swatches of colored fabric show what 
rc an the lighting does to the fabrics’ appearance. Customers can try their own fabrics, 
woods, wallpaper or paints to find 
the Li * fe > 
et M Lightolier Shows Distributors How 
de- ¥ 
‘ ® to Display Lamps, Lighting Fixt 
of fm 10 DISPlay LaMps, Lighting Fr ixiures 
53, 
3. : New York, March 18—A $25,000 
our showroom, specifically planned for 
‘we ‘ easy reproduction by distributors, 
up- i has been completed by Lightolier 
me Inc., lamp and lighting fixture 
m- manufacturer. 
by The exhibit, designed to resolve 
bly the dual problem of providing 
the : complex engineering information | 
nal and at the same time displaying peting lines. 
ice, merchandise to best advantage, 
employs the most advanced mech- 
to anized selling techniques to in-| products, 
es. crease retail and wholesale turn- 
lay over to both industry and home. 
as The manufacturer is providing 
la- blueprints, renderings, wiring 
ed. charts, color guides and custom- 
ort a tailored planning guides without 
on charge, but does not anticipate 
of i having any distributor set up an 
ind ] entire display. 
di- ; tion. 
a It is so constructed that dealers 
can build that portion which best 
suits their needs. 
ni- The exhibit is a “flexible fixture 
eld supermarket” divided into four 
hi- basic units. In addition, it is so 
200 flexible that any time new fixtures 
nd are available, they can be incor- 
“ill porated into the exhibit with a 
= minimum of trouble and at prac- 
ms tically no additional cost. stallation. 
Since most distributors do not 
sin 


approach for greater sales! 


See us at the 
Chicago POPAI Show 
March 31-April 1, 2 
Palmer House, Booth 70 


Have L&S give your next display problem a “whirl”; 
watch the uniquely different, profitable sales slant 
we develop. Prove to your own satisfaction that the 
L & S Creative Approach to displays is the right 


This eye-catching surfboard gieh af 
“rides the waves” all over fam 
country for Gulf Oil. Illuminati 


and motion are combined 


full-color lithography, for effect va 
action and realism 
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|announced combination rates and 
|frequency discounts for its TV 
editions, which appear in New 
York, Chicago-Milwaukee, and 
Southern California. 

Advertisers will get a combina- 
tion discount of 10% when they 
use one issue’s TV sections in two 
of the areas. The discount will be 
15% if the TV section is used in 
one issue in all three areas. The 
discounts are in addition to fre- 
quency discount rates earned in 
each area. 

TV section advertising must be 
non-bleed, b&w pages only. Rates 
are based on $800 in the New York 
area, $535 in Chicago-Milwaukee, 
and $400 in Southern California. 
Circulation guarantees are 150,000 
in New York, 100,000 in Chicago- 
Milwaukee, and 75,000 in South- 
ern California. 


wile GE! LES 


OR a new appeal, include 

Oak Hytex Balloons in your 
advertising and promotion ef- 
forts. They often give that 
extra little push so necessary to 
a campaign’s success. Effec- 
tively used as PREMIUMS, DIS- 
PLAYS, TV OFFERS, GIVE- 
AWAYS, at STORE OPEN- 
INGS, for NEW PRODUCT 
INTRODUCTION and count- 
less other ways. 


Write or phone for details on 
how our world’s largest variety 
of balloons can be adapted to 
your specific promotion 
problem. 


‘The OAK RuBBER CO 


220 Sycamore, Ravenna, Ohio 
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IDEAS + FACILITIES + EXPERIENCE 


The saddest sight you'll ever see 
Is that unhappy Sales V. P. 
Whose competition’s out today 
With their new Inland Sales Display! 


CHICAGO 6 * RANDOLPH 6-3256 


LITHOGRAPHED CARDBOARD DISPLAYS 


IDEAS 
EXPERIENCE 
FACILITIES 


Memo to Sales Promotion men: 
Don’t let those ulcers start again. 
When sales-curve sags 
and downward lurches— 
Call Inland in 
on Point of Purchase! 


INLAND LITHOGRAPH COMPANY 


CHICAGO 6-RANDOLPH 6-32856 


Alas!” 
the Salesman sadly sighed, 
“Our last Displays 
lay down and died. 
T put them up— 
they did not stay; 
We'd better try 
the Inland way! 


INLAND LITHOGRAPH (OMPANY 


CHICAGO 6: RANDOLPH 6- 3256. 


facilities 


experience 


INLAND LITHOGRAPH COMPANY 


IDEAS « FACILITIES + EXPERIENCE 


“What?” cried the Chairman of the Board, 
“We've got a million cases stored? 
Our P.O.P. must lack attraction— 
Call Inland in and get some action!” 


CHICAGO 6 * RANDOLPH 6-3256 


Soar as 12,000 
Go Door to Door 


Forest Hits, N. Y., March 18—_ 
This is a story of a business that | 
skyrocketed from a gross of about. 


$60,000 in 1946 to $12,000,000 in 
1952. It is also the story of a busi- 
ness which last year put perhaps 
$150,000 into a national advertising 
budget for a product which has 
never been sold in a retail store. 
The business, in which two com- 
panies are involved, centers around 
Nutrilite, a food supplement in the 
form of capsules and tablets. Nu- 
trilite Products Inc., Buena Park, 
Cal., manufactures the supplement 


centrated extract of alfalfa, water- 
cress and parsley. The base, along 
with 16 crystalline vitamins and 
vitamin concentrates and ten min- 
erals, composes Nutrilite Food 
Supplement. 


® Once the manufacturing phase 
is finished, a company called My- 
tinger & Casselberry, Long Beach, 
Cal., steps in to take over dis- 
tribution. It forwards the product 
to 12,000 authorized independent 
distributors. These distributors sell 
the supplement house-to-house, or 
they use a hot-prospect list. 

A Nutrilite distributor is any- 
one who sells the product. An in- 
dependent business man, he buys 
the product and sells it to con- 
sumers at a 35% markup. 

At the next higher level is the 
distributor who is known as a 
sponsor. This individual is quali- 
fied, by his sales record, to recruit 
salesmen (distributors). He trains 
the newcomers and gets an over- 
ride on their business as long as 
the latter sell Nutrilite. 


® As the sponsor enlists more and 
more distributors and thus gets 
added sales, he becomes an agent. 
Then, as his volume continues up- 
ward, he is named a key agent. It 
is at this latter stage that a man 
actually gets transferred to the 
company (Mytinger & Cassel- 
berry). This means that the key 
agent no longer buys his Nutrilite 
stocks from his original sponsor. 
Instead, he now gets the product 
direct from the company. It is at 
this level, also, that the key agent 


sponsor, 

The override that a sponsor gets 
on an enlistee’s earnings also in- 
cludes an override on the business 
done by the latter’s organization. 
The override is 2% of the volume. | 


distributors started out on a part- 


° e | 
from a base which includes con-| 


no longer is trained by his original | 


WHEN YOUR 
DOORBELL RINGS 
..- LISTEN! 


ting from some fulltime job. When 
this stage is reached, a distributor 


basis. 

Nutrilite is sold on a yearly pro- 
gram basis. Nutrilite XX, for ex- 
ample, the recommended monthly 
unit, 
nually. A customer does not com- 
mit himself to buy for any length | 
of time, but distributors feel that, 


tomer is so happy with the product 
that they no longer have to drive 
for a sale on their monthly visit. 
The yearly cost of the package is, 
reduced to $198 as a result of cou-| 
pons saved by the consumer for the | 
first ten months of a year. 


s The Nutrilite setup, explained 


here, calls for the 12,000 distribu- | 
tors to set aside 1% of their vol-| 
ume for national advertising. When | 
this figure is totaled, Mytinger & 


Casselberry adds another 25% to! 
the sum. 

This year, the tentative ad 
schedule calls for color pages and 
‘one-column strips in Ladies’ Home 


s Ninety per cent of the Nutrilite Journal, Life, The Saturday Even- 


| ing Post and Woman’s Home Com- 


| ‘time basis. They sold the product panion. At the moment, Mytinger 
ithis way until their earnings at, & Casselberry is distributing re- 


least equalled what they were get-| 


is encouraged to quit his other job 
and sell Nutrilite on a fulltime 


costs $19.50—or $234 an- 


after three or four months, the cus- | 


by R. W. Rickenbrode, key agent | 


EXPERIENCE 


FACILITIES 


Oe Se eee ee eet 


Said President to Promotion Manager, 
“Our statement’s scarlet as a tanager; 
Those dud Displays must be our trouble— 

Get Inland in here on the double!” 


it may be a Nutrilite Distributor who will request 

the opportunity to present the mtercsting story contained 
in thé booklet, “FACTS... sboat Vitamins, Minerals 

and Nutrilite Food Supplement.“ You'll find this 

is a story you can believe Because thé information 
contained in the bookict » authoritatively approved. 


Nutrilite is « foc g.uppicment in the form of capsules 


_ and tablets. It is represented solely to fortify the diet. 


Learn the facts and join thousands of families who eat 
Nutrilite regularly as a part of their nutritional program. 


NUTRILITE 


(A daslunguished product ameveg ford supgalomnls 


Nuwrttine Fond Suppiement vs subd only through 


wuthortzed mdupenden: dytriiuuss Lack im puur 
Classified divcetory under Vitamins” os ”F aad 
Supplements,” jor the Natcilite Distributor nearen 
yew oe write Metinger & Cassctheres, tac, 
i744 Santa te Avenue, Lang teach, Colijarnin, 


= 


BELL RINGERS—This color page in Life appeared for Nutrilite, which can’t be bought 
in any retail store. The food supplement is sold to consumers, in their homes, by 
about 12,000 distributors (salesmen) all over the country. 


corded spot announcements and 
newspaper mats which tie in with 
the national campaign for use by 
key agents at the local level. The 
national agency is Dan B. Miner 
'Co., Los Angeles. 

| According to Mr. Rickenbrode, 
television is definitely in Nutrilite’s 
future. He feels that the TV debut, 
when it comes, will be with a net- 
| work program “that will build up 
the prestige of the companies,” -as 
| well as-the product and the dis- 
tributors. 


@ Last year’s page ads, he con- 
| tinued, which appeared in the same 
|Magazines as will be used this 
year, were preprinted so that dis- 
_ tributors could use them in their 
| house calls. 
| “We get perhaps three times as 
much business from the preprints 
as from the ads themselves,” said 
Mr. Rickenbrode. He figures that 
300,000 copies of one Saturday 
Evening Post ad alone were used 
‘last year. In all, about 3,000,000 
pieces of literature were put out 
by Mytinger & Casselberry in 1952. 
Mr. Rickenbrode explained that 
90% of all Nutrilite sales so far 
have been made west of Chicago. 
“We are just starting to develop 
the eastern territory.” He anti- 
cipates that Nutrilite may well 
jump from a $12,000,000 volume to 
double that by the end of 1953. 


Hoover Boosts Iron in East 


Hoover Co., Chicago manufac- 
turer of electric and hand clean- 
ers and irons, has begun its first 
concentrated promotion to intro- 
duce its new steam or dry iron. 
The campaign will use newspa- 
pers and radio and television spots 
in the Philadelphia area. Leo Bur- 
|nett Co., Chicago, is the agency. 


| Bankers Life Names Johnson 


| Bankers Life & Casualty Co., 
Chicago, has appointed Merrold S. 
Johnson advertising director for 
the company and its White Cross 
insurance plan. He formerly was 
ad director for Hotpoint Co., Chi- 
| cago. 


Custom Shop Names Agency 


Custom Shop Inc., custom shirt 
maker and operator of a chain of 
stores in New York, Philadelphia, 
Washington, Newark and Chicago, 
has appointed Alfred J. Silber- 
stein—Bert Goldsmith Inc., New 
York, to handle advertising. 
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Medical Groups 
Go All Out for 
Public Relations 


Cuicaco, March 17—Better pub- 
lie relations is just what the doc- 
tors have ordered for the American 
Medical Assn. 

More than 700 replies to a ques- 
tionnaire which the association’s 
p.r. department sent to each state 
and county medical society early 
in 1953 indicate that 85% of all 
such societies, large and small, 
now have p.r. committees. 

Moreover, many new societies 
are engaging executive secretaries 
to direct activities. For example, 
23% of societies with 50 to 100 
members now have such officers; 
societies with 100-200 members, 
26%; 200-500 members, 74%; 500- 
1,000 members, 79%; 1,000-7,000 
members, 92%, and 95% for all 
state societies. 


® In addition, however, numerous 
societies are supplementing the 
work of the executive secretary by 
hiring special p.r. personnel. Ap- 
proximately one-fifth of societies 
with from 200 to 1,000 members 
have employed p.r. personnel; one- 
half of all societies with more than 
1,000 members have p.r. employes. 
About 42% of all state societies 
have p.r. people on their payrolls. 

To pay for this expanded promo- 
tion, and to provide the means for 
extending it even further, many 
societies are increasing dues. An 
average of 61% of all county soci- 
eties report dues increases; 52% 
of state societies have increased 
dues. 

In line with the general trend, 
most societies are devoting more 
of their budgets to p.r. activities. 
This is reflected even among so- 
cieties with between 50 and 200 
members. Many of these small 
units report they are spending be- 
tween 20% and 30% of their bud- 
gets on p.r. Most state sociéties 
report expenditures of between | 
16% and 20%. 


WWLDP-TV Opens, Names Statt 


Howard S. Keefe will be promo- 
tion manager of WWLP-TV, 
Springfield, Mass., which began 
telecasting March 1. Lewis I. 
Schwartz, formerly executive pro- 
duction manager for WJAR-TV, 
Providence, will head the produc- 
tion staff, with Wayne H. Latham 
production manager. Roger L. Put- 
nam heads the corporation. 


TEL-A-STORY Automatic 
Advertising Projector 


Presents your product story continuously 


hour after hour in natural color on 
COUNTERS, DISPLAY TABLES or in | 
WINDOWS. 


For Information Write Dept. D. 


TEL-A-STORY, INC. 


523 Main Street, Davenport. lowad 


‘Financial Post’ to Award 
Best Canadian Reports 


The Financial Post, Toronto, has | 
‘announced it will make awards to | 
Canadian companies issuing the | 
best annual reports in the 12 
months prior to June 1, 1953. 

There will be three awards, in 
metals manufacturing and proc- 
essing; all other manufacturing 
and processing; retailing and dis- 
tributing; mining and oil produc- | 
tion; public utilities, and financial | 
institutions. The reports will be 
judged on completeness, clarity 
and effectiveness of presentation, 
it states. 


Peller Brewing Boosts Brown 

Peller Brewing Co., Hamilton, 
Ont., has promoted Harry K. 
Brown, in sales promotion since 
1945, to the sales and public rela- 
tions department. 


Mallory Appoints Booth 

P. R. Mallory & Co., Indianapo- 
iis manufacturer of precision elec- 
tronic and metallurgical products, 
has appointed Richard Booth its 
industrial marketing consultant. 
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ed Caen Displays Moved Caruly 


Protect your exhibits! Ship them in North 
American padded vans! Reduce crating and 
extra handling—save time. Door-to-door 
delivery on schedule. Get the facts. Write 
today for free booklet, “How to Move Trade 
Show Exhibits.” 


Superior service available, too, for mov- 
ing household goods of transferred per- 
sonnel, office and plant equipment. Get 
cost-saving estimate. No obligation. 


Contact Display and Exhibit Department 


NORTH AMERICAN VAN LINES, INC. 
Dept. AA3 Ft. Wayne, Ing. 


your selling message and your product... 


right at the Point of Purchase 


BE there 


at the buyer's finger-tips with 


rach, Brach\s cazvr saor 


p= 


pees uo ou. a7 


... ready for impulse sales... 


be THERE 


METAL MERCHANDISER Custom-designed for your 


stocked for selling in an AMDCO 


product, for displaying, dispensing, demonstrating, 


servicing. Make your goods convenient to both 


doles seller and buyer, easy to inventory, 
[ imsuuire F 


easy to stock, easy to sell 


BE THERE 
permanently at the point of 
purchase in an AMDCO Metal 


Unit designed for selling and durably built for 


long-term position in choice locations 


« of Une 


L 
jp PALMER HOUSE + CBICAGO 


i <J 


SEE US AT BOOTH 910-911 A 
ne 


ask A- M:D-CO to show you how America’s 


Successful Merchandisers 
use Metal Displaye to make their products 
Easy to Buy. Find out how you too can do a big 
selling job at a small selling cost. Phone, wire, 
or write—no obligation 


ADVERTISING METAL DISPLAY CO. 


CHICAGO 50 - 4620 West Nineteenth St. + Bishop 2-1242 
MEW YORK 10+ 2 Eost 23rd Street + Algonquin 4-1295 
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New Display Methods Helped Kaywoodie 
Boost Yello-Bole Pipe Sales to 4,000,000 in ‘52 


New York, March 19—Changes 
in point of sale display methods 
played a big part in pushing Kay- 
woodie and Yello-Bole pipe sales 
from about 3,000,000 in 1950 to 
4,000,000 last year. 

The changes were made by Mor- 
ris Levinson, now president of the 
Kaywoodie Pipe Co., who took 
pipes out of the glass show cases 
and off back walls and put them 
on retail counters. Mr. Levinson 
contends that people are likely to 
buy what they can see, and if they 
can handle the merchandise they’re 
even more likely to buy it. 

He was cautioned that this step 
would mean the pipes would get 
dirty, and, worse, they’d be stolen. 
But he minimizes the pilferage 
aspect, and he says that rapid 
turnover is the answer to the first 


- objection. 


Kaywoodie, which makes pipes 
ranging in price from $1 to $2.50 


(Yello-Bole) and from $4 to $100 

| (Kaywoodie), used to have 138 
| different shapes. These were re- 
duced by Mr. Levinson to 48, with 
| promotion efforts concentrated on 
only 24 of these. This step was 
taken because he found that 48 
shapes did 94% of the business, 
and 24 of these 48 did 85% of the 
business. 


s The company is currently spend- 
‘ing about $200,000 on point of 
sale. Last month it introduced a 
three-dimensional “living room” 
counter display. The unit, measur- 
ing 91%” deep, 12” wide and 10” 
high, shows three Kaywoodie pipes 
| against a backdrop of simulated 
green carpeting, a bookshelf, and 
plastic easy chair and reading 
lamp. 

Dealers pay $25 for the three 
pipes (meerschaum-lined, all-bri- 
ar) and get the display free. They 


retail the pipes for $12.50 each. | 
This meerschaum-lined, all-briar, | 
pipe is supposed to be the first of | 
its kind offered by the industry. | 
A new Yello-Bole display piece 
is a revolving one designed as a) 
more or less complete pipe depart- | 
ment. It is 21” tall and holds two’ 
dozen pipes priced at $1, $1.50, $2 
and $2.50. Atop the display is the | 
likeness of a blonde model holding 
a cutaway Yello-Bole pipe. 
Morris Levinson feels this kind 


of rack encourages customers to) 
“trade-up” because they have a 


variety of prices to pick from. An 
important factor is that the rack is 
right out on the counter where a 
customer can remove the pipes and 
hold them in his hands. 


s The company also has a basket- 
type counter display which offers 
an imitation leather pipe “holster” 
with the purchase of a $2 Yello- 
Bole. The holster is intended for 
wear on the belt. 

In addition to changing point of 
purchase concepts in his own com- 
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at the 


PALMER HOUSE, CHICAGO 


) HALL" FAME 


SNYDER. BLACK 


200 WILLIAM ST. * NEW YORK 38, N.Y. 


“REMEMBER YOUR DEALER... HE SELLS 


THE PRODUCT You PRE-SOLD!” 


forms of tobacco. He also pushes 


cigaret and cigar smoking. 


pany and in the industry, Mr. Lev-| 
inson thinks it wise to emphasize | 
the more healthful aspects of) 
smoking a pipe as against other | that period. 


Since Kaywoodie does about half, 
its volume at the Christmas season, This Week Magazine at Christmas 
and Yello-Bole about 30%, adver- | time. Yello-Bole will go into men’s 


23, 1953 


LIVING ROOM—Three pipes are shown against library backdrop and on a simu- 

lated carpet. Plastic chair and reading lamp carry out the idea. Kaywoodie uses 

much display at point of sale to spur impulse sales, believing even a $12.50 pipe 
is an impulse item for some pipe smokers. 


tising at that time of year keeps 
the womenfolk in mind, because 
they do 70% of the pipe buying at 


pipe smoking as complementary to|s Kaywoodie will be using Life 


and The Saturday Evening Post 
this year, and will add Esquire and 


5. Sree oldest and 


langest organtyalion 
devoted exclusively lo 


ERCHANDISE 


RESENTATION 


| 
| 
| 


| 
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COMPLETE THE CYCLE OF THE SALE... . 


1. National Advertising = 
eam 


2. Local Advertising 
3. Point of Sale i 
4, The Sales Person \ A 
HALF WAY WON'T DO... . 
BE SURE TO HAVE THE FOLLOW THRU 


VISIT OUR PLANT 


Enjoy an escorted tour through 
our seven floors. 

Easy to get to, take cab out 
Randoiph,two blocks north of 
Lake street and one block east 
of Ashiand. 


346 NORTH JUSTINE ST., CHICAGO 7, ILL. 
ISE PRESENTATION, DEMONSTRATIONS, DISPLAYS, 
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HONEY GIRL—Revolving 
pipes 
prices 


with different prices. Variety of 
helps “trading up.” Only a few 
years ago, most pipes were displayed 
under glass counters or on back walls, | 
where customers had trouble seeing them 
and couldn't feel them. 


magazines like Field & Stream, 
Popular Mechanics, Popular Sci- 
ence and True. The Kaywoodie 
agency is Grey Advertising. 

At the same time, the company 
will be researching effective point 
of sale material and getting its 
displays into all retail outlets, 
even supermarkets that have to- 
bacco departments. All told, the 
company will send out about 165,- 
000 displays. 


NCR’s John Wilson 
Writes a Guide to 
Selling Methods 


Cuicaco, March 18—John M. 
Wilson, sales v.p. of National Cash 
Register Co., has written a guide 
to selling called “Open the Mind 
and Close the Sale,”’ published by 
McGraw-Hill Book Co. ($3.75). 

The book covers the problems 
of training salesmen, what motiv- 
ates salesmen and how to sell with 
a plan. It includes numerous hints 
on approaching customers and on 
the basic qualities required for suc- 
cessful salesmanship. 


Mr. Wilson points out in the. 


preface that, although he has 
drawn principally on his years of 
experience with National Cash 
Register Co. for this book, the 
methods and principles used by 
his company are universal. 
“While sales policies and prac- 


| International Shoe Buys 


‘og capacity at Florsheim. 


: Frye Names Anderson A. E. 
| Sterling P. Anderson III, for- 


>| burgh, has been appointed account 
'|executive for Dan W. Frye Adver- 


|Engle Joins NBC-TV, New York 


_\of pubiicity, promotion and mer- 


(Out Florsheim Shoe Co. 
| International Shoe Co., St. Louis, 


has completed purchase of Flor- 
|sheim Shoe Co., Chicago, for an) 
‘estimated $21,000,000. The pur-| 
chase, announced Feb. 1, was con- | 
‘tingent on the delivery of 85% of 
_|Florsheim “A” stock and 98% of 
the “‘B” stock. 

With the exception of manage- | 


-|ment coordination, plans call for’) 


‘an independent operation of Flor- | 


‘sheim. Irving S. Florsheim and) 


‘Harold Florsheim, chairman and - 


president, respectively, have. 
agreed, on the basis of a five-year 
|contract, to remain in a manage- 


|merly with the advertising depart- 
iment of Equitable Gas Co., Pitts- 


|tising, Pittsburgh. 


Thaine Engle, formerly director 


|chandising for WBAP and WBAIF- 
TV, Fort Worth, Tex., has moved 


| to NBC- ig f New York, as super- 
‘visor of television promotion. 


\))) 1 IT MOVES-DONT SHOOT! 


ACTIVATE IT!.. 


(INEXPENSIVELY and FOREVER with 
PROVEN VACUUM-LOADED BUBBLING TUBES 


gevernsts VALE . grat SMOKE TURNING Wier ¢ 


REMEMBER! THE Vl 7UN 
FOREVER 11 


rack holds 24) 


‘ ‘% cartons containers 
», wrappers bands 
ac 
for BRE « product Forbes creates \and produces: 
q printed cellophane 
to ae a \ labels printed foil 
* \ display boxes 


for Presenting a product Forbes creates and produces: 


tices vary from business to busi-| 
ness—and even from period to pe- | 


riod in the same business—the dif- 
ferences are more a matter of 
where to place the emphasis rather 
than changing the principles,” he 
says. 


BotA Promotes Bragg 

Warren E. Bragg, account ex- 
ecutive with the Chicago office of 
the Bureau of Advertising, Amer- 
ican Newspaper Fublishers Assn., 
has been promoted to account 
group supervisor in the New York 
office. He will supervise sales ac- 
tivity in the tobacco, 
and public relations classifications. 
Mr. Bragg succeeds Bruce Robin- 
son, who has resigned. 


German Fair Opens April 26 

The Hanover Heavy Industries 
Fair will open April 26 in Han- 
over, West Germany. Seventy-two 
exhibits of industrial output in 
Western Germany will be shown. 
Grant Advertising, New York, is 
handling advertising and publicity 
for the German-American Trade 
Promotion Office. 


insurance | 


les 


“; 


for Building Dacenines Relationships Forbes creates and produces: HAS 


’ Packaging 
AJOR U MERCHANDISING PROBLEMS: Presenting 

| = Promoting 

A PRODUCT OR SERVICE 


inserts sleeves 


X \ wall cards 

\ window posters 
NN window displays 

: 4 P ; ~ 3 sheet posters banners 
4 Ass counter merchandisers 

' product demonstrators 
panel inserts festoons 
wall posters carcards 

floor stands mobiles 

hy hangers pennants 

i 24 sheet posters 


7 


age : : nn booklets folders 
geet Fa 7 ig ane be ei 2 dealer promotions 
4 OES inserts broadsides 


. illustrated stamps 
use | Pape creates aaa pn PSN Serene 
Ex iin calendars catalogs 
y wee —« 
~ magazine inserts 

books coupons » 
catalog inserts 
direct mail ; 


his ; letterheads ll ‘, 
, f i> | yearly reports 
Aa ’ cps historical books ; 
ae =< {> art plates / Vz 
\ ry ' Fs ) greeting cards VA 
wae iA Jus, oe school books ', 


LITHOGRAPH CoO. 


FO K i ke 5 delivers mi rchandising impact a Letterpress 


BOSTON - 


CHICAGO * CLEVELAND * 


... and for all these For bes produces by the best choice of 3 methods: 


»_ Lithography 


Rotogravure 


NEW YORK 


ROCHESTER, N.Y. 


Visit us at the POPAI Exhibit, Palmer House, Chicago, March 31, April 1 and 2 
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‘Flying Clinic’ Will 
Study Trade Fairs’ 
Display Techniques 


PittssurGH, March 17—Next 
month, U.S. display designers, 
sales promotion managers and in- 
dustry executives will take off 
from Idlewild Airport, New York, 
for a flying study of little-known 
European trade fair display and 
promotion techniques. 

Gardner, Robinson, Stierheim & 
Weis, Pittsburgh display builder, 
which is arranging the tour, calls it 
a “Flying Display Clinic.” During 
the planned tour period (April 17- 
May 12), seven international trade 
fairs will be visited for one to four 
days each, it says. 


s At each fair, Gardner, Robinson 
has arranged for guided tours by 
national display builders and de- 
signers, and for talks with the fair 
management and with exhibiting 
business executives. In support of 
its plan, Gardner points out that, 
with freer trade between U.S. and 
Europe a certainty in years ahead, 
sales promotion men will be wise 
to get acquainted with the foreign 
way of doing business. 

The “clinic” itinerary includes 
the following fairs: Swiss Indus- 
tries Fair, Basel; Milan Interna- 


STORE COUNTER—This is how a James McCreery & Co., New York, counter looked 
during a store-wide promotion based on Revion’s “Eat, Drink and Be Merry” non- 
smear lipstick theme. Promotion was tied in with fashions, furnishings, china and 
other items. Store program included shadow boxes, elevator cards, and displays 


throughout the main floor. 


tional Trade Fair; Hanover Heavy ;Gene Mann Joins Filmcratt 
Industries Fair; British Industries 


Gene Mann, Broadway and Hol- 


Fair, Birmingham and London;| jywood producer, has joined Film- 
Paris International Fair; plus a| craft Productions, Hollywood, as 
possible side visit to the Liege|y.p. in charge of creative produc- 


Fair. tion and sales. 


THE PUCKETT SALES PROGRAM 


: captures the imagination of all channels 
: of trade and arouses the consumer to 


Mrs. Jennie Puckett, Pres. 


: BUYING ACTION! 


Come to the POPAI Exhibit and 
Symposium at the Palmer House, 
Chicago, March 31-April 2. Visit us 
at Booth 27, get acquainted, see our 
prize-winning designs, and get the 
facts about our complete service. 


, YOU, TOO, CAN BE A WINNER! 
WIN GREATER SALES WITH PUCKETT 


DISPLAY PIECES, 24 SHEETS AND 
THE PUCKETT SALES PROGRAM 


Write or phone us for a consultation. We'll be glad to submit our ideas. 


CHARLES 1. PUCKETT, INC. 


111 EAST DELAWARE PLACE, CHICAGO 11, ILL. . .. Phone DELAWARE 7-5370 


Creators and producers of complete 24-sheet and point-of-sale selling programs 
Members of the Brewers’ Assn. ef America and Point-of-Purchase Advertising Institute 


Advertising Age, March 23, 1953 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The sixth annual Market Data Section of ADVERTISING AGE 
will appear in the May 11 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive in- 
dex of all available market data in all fields. 

Last year, more than 1,200 separate pieces of market data were 
listed in the section, and readers of ADVERTISING AGE sent in re- 
quests for nearly 37,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published — to June, 1952, 
wiil be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before April 15, 1953. 

Market data material scheduled for publication before Sept. 
1, 1953, will be listed in a “not yet published” tabulation, pro- 
vided that 50-word description of each such item reaches 
ADVERTISING AGE before April 15. The description must include 
probable date of publication and any conditions attached to dis- 


tribution. 


Illinois St., Chicago 11, with any 


Actual copies of all other material to be listed should be ad- 
dressed to the Market Data Editor, Apvertistnc AcE, 200 E. 


necessary explanatory notes. 


|Lebows Themselves 
| Were the Models in 
| That ‘Vogue’ Page 


WASHINGTON, March 17—Readers 
of the March 15 issue of Vogue 
didn’t realize it, of course, but the 
boss himself appears in the Lebow 
“The Lady Says Yes...” advertise- 
ment. 

Moreover, the lady saying yes to 
the man in the flannel suit is his 
wife, Mrs. Victor Lebow. 

“It all started as a mixture of 
emergency and experiment,” said 
William F. Sigmund, account ex- 
ecutive and creative director of 
Henry J. Kaufman & Associates, 
agency for Lebow Bros., Baltimore 
maker of men’s clothing. “The 
male model turned out to be 
smaller than he said, and the size 
40 suit waiting for him was too 
large.” 


s While the agency man, photog- 
rapher and art director sat on their 
hands wondering where they could 
get a true size 40 model in a hurry, 
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Bazaar, Holiday, The New Yorker 
and Town & Country (AA, Feb. 
Feb. 16). 

The national ads are merchan- 
dised to retailers through a port- 
folio of reprints, retail adaptations 
of the ad, and color blowups for 
use as window and interior dis- 
plays. 


Appoints Carroll Van Ark 

The Colorado Assn. of Finance 
Companies has appointed Carroll 
Van Ark v.p. in charge of public 
relations. Mr. Van Ark, formerly 
a pr. executive with J. Walter 
Thompson Co. and Young & Rubi- 
cam, will head a Denver head- 
quarters for the group. 


Two Denver Agencies Move 
Mark Schreiber Advertising and 
Conner Advertising Agency, both 
of Denver, have moved to the re- 
cently remodeled Zook Bldg. 


KFH, Wichita, Boosts Cotton 

Larry Cotton, regional sales 
manager for KFH, Wichita, has 
been promoted to national sales 
manager. 


wart | mew 


sera 


| 


Lebow was on the scene, wearing 
just the kind of jewelry which, 


evoke the embrace of appreciation 
needed for the photo. 

An experimental shot was made 
for the sole purpose of establishing | 
a layout format. When the print} 
emerged from the darkroom, it was) 
decided professional models were 
not needed. | 


The series of dramatic interest 


! ads also is scheduled for Harper’s | 


the head of Lebow Bros. slipped in-| | 
to the jacket. As it happened, Mrs. |) 


when given to a woman, would|— 


“HOW TO LIGHT 
AND ANIMATE 
P-0-P DISPLAYS” 


A Working Manzal for 
Point-of-Purchase Display Creators 


Discusses end illustrates all types of light 
‘and motion units for mass produced dis- 
_ plays: MOTION — Circular, tapping, oseil- 
. | Jating, lifting, turning and twisting, vertical, 
horizontal, pumping, special motions . . . 
LIGHTING (Incandescent and Fluorescent) 
_ = alternating, random, simultaneous, and 
' combination flashers, 

Visit our plant. See these units in opera 
tion on displays of outstanding waver 
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FORESTER’S NEW WINDOW-—Peyton Hoge, ad manager for Brown-Forman Dis- 
tillers Corp., Louisville, points to the large bottle in the latest window display for 
Old Forester bourbon. The display, and smaller versions of it for counter and other 
uses, is part of the distiller’s “Nothing Better in a Highball campaign, which will 
stress this copy theme in magazines, newspapers and outdoor, as well as point 


of sale material. 


A Reproduction of Your Package and/or 
Emblem gets More Eye Contact 


ANOTHER “PRESSON” PRODUCT BY 


R. R. KELLOGG apvertisinG SERVICES, INC. 
1710 West Washington BoulevardsLos Angeles 7, California 


Samples to your specifications submitted without cost or obligation 
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Creates New Halftone Method 


Woodward Press Inc., Montreal, 
has developed a process for mak- 
ing a 300-screen halftone. It can 
be used at economic commercial 
speed without loss of quality in 
reproduction, Woodward says. The 
plate is suitable for use on either 
coated or offset stock. 


Hicks & Greist Boosts Two 


Hicks & Greist, New York, has 
promoted Robert L. Edens and 
Andrew Isaacson to be group copy 
supervisors. Both men were copy 
writers with the agency. 


Charles Gray Names Spouse 
Charles M. Gray & Associates, 
Detroit agency, has appointed Wal- 
ter W. Spouse art director. He for- 
merly operated his own art studio. 


Successful | 
3 Silent — 
SALESMAN 


The NEW “See-la” Battery 
moved Ceiling Turner for 
heavy “Mobiles”. 


——- 
The genuine and original 


“TURNA” battery moved 
Display Turntable. 


Used by leading Chains and 
Manufacturers successfully. 
7%” diameter Color Gold 
can be supplied in any other 
Color. 


ee eel 


The “TURNAM” Battery 
moved motor used for any 
animation. Runs also verti- 
cally. 


All three units are running 
on ordinary flashlight Bat- 
teries for 5 to 8 Weeks un- 
interrupted with a load 4 
to 7 lbs. 5 RPM. Visit our 
booth No. 87 at the POPAI 
Show, Chicago. 
HERTVY CO., Inc. 
REGO PARK 74, N. Y. 
IL 7-4388 
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POWER PLANT RUBBER GOODS OFFICE FQUIPMENT 


PAINT DISTILLING SOTTLER 
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FOR EACH OF US TO GET MORE STEEL... AND PRODUCTS MADE OF STEEL... 
PROVIDE MORE SCRAP TO MAKE THE STEEL. 


WE'VE GOT TO 


Half the melting stock used in the 
steel mill or iron foundry consists of 
iron and steel scrap. In normal times, 
enough scrap is produced by the mills, 
foundries, railroads, fabricators and 
scrap dealers to fill the need. 

But now the mills have stepped u 
oeaey to meet the greatly incre 

itary and civilian demands for steel. 
And that increased capacity has out- 
stepped the supply of scrap. 

That is why we are calling on plants 
in both metal-working and NON.- 
METAL-WORKING industries to pro- 
vide the needed scrap NOW. 


You have the heavy scrap 
needed to make more steel 
Enough obsolete machinery, equip- 


ment and parts are being carried as 
useless inventory to give a big push to 


the production of steel. Surveys have 
proved this. 
The trick is to get that old steel into 
the hands of the steel producers. 
We're putting that job up to you. 
To help maintain steel production... 
) rovide more steel for the equipment 
uu want... turn in your idle iron 
and steel to your local scrap dealer. 


What you can do to help 
maintain steel production 


Appoint one top official in your plant 
re full responsibility for surveying 
« plant and getting out the scrap. 


Consult with your local Scrap Mo- 
‘ization Committee about its program 
help out in the scrap crisis. For 
airman’s name, check with your 
iamber of Commerce, or the nearest 


This advertisement is a contributi: 1, in the national interest, by 


ADVERTISING AGE 


office of the National Production Au- 
thority, Department of Commerce. 


3. Call in your local scrap dealer to 
help you work out a practical eorapeing 
program. Non -ferrous scrap is needed, 
too. 


4. Write for free booklet, “Top Man- 
agement: Your Program For Emer- 
gency Scra mer ig addressing Ad- 
vertisi uncil, 25 W. 45 St., New 
York 19, N. Y. 
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A Point-of-Sale Piece Grew Up... 


Morrell's Calendars 
Are Its Chief Medium 


By Robert Murray Jr. 
Orrumwa, Ia., March 17—In all 
its 125 years, the Morrell meat 
packing firm never had anything 
more important happen to it than 
the advertising card you see at | 
right. 

Back in 1909, that card and) 
others like it were a surplus for 
John Morrell & Co. As it turned | 
out, this point of sale piece led to 
a whole new advertising approach. 
Someone attached calendar pads 
to the cards, salesmen gave them 
to butchers and Morrell had found 
a new medium. 

In the years since, calendars for 
meat dealers and their customers 
have constituted almost the whole 
of Morrell’s advertising. Until 


Sigs 


1950, the company, now one of the 
half-dozen biggest meat packers. 
in the nation, never advertised na- 
tionally (except for some institu- 
tional copy in Fortune and ads_ 
on Red Heart dog food). 


s Morrell now runs color ads in 


,national magazines, through N. W. 
_Ayer & Son, but its calendars are 
| still the No. 1 promotional tool, 
soa more important to Morrell 
than ever before. 

No one remembers who had the 
happy idea in 1909 of attaching 
calendar pads to those extra 
counter cards. And of course no 
‘one knew then how important a 
move this was going to be. 

| In any event, the meat dealers 
/were glad to get free calendars— 
‘not so plentiful in those days— 
and Morrell made it a practice 
from that time on to give out cards 
with calendar pads, first for 
counter and later for wall use. In 
/1913 Morrell gave Ketterlinus 
|Lithographic Mfg. Co., Philadel- 
phia, its first calendar printing 
job. (M. G. Becker, Ketterlinus 
| V-D-» took the order; today his son 
Kenneth correlates the Morrell 
‘calendar work from Ketterlinus’ 
| Chicago office.) 


. Until 1919 the calendar was 
‘mainly a date pad with a sepia 
halftone product reproduction at 


‘‘Where Orders Originate’’ 
—a booklet. Write for 
your copy TODAY! 


Use MacRae's Blue Book 
— the Industrial Encyclo- 
pedia of Product Informa- 
tion—as the base of your 
industrial advertising and 


promotion program. 


During the past 60 years close to 1,000,000 copies 
of MacRae’s Blue Book have been used by leading 
buyers and specifiers in American industry—at the 
point of purchase and at the moment of buying need. 


Many comparative checks of keyed advertisements 


have proved-in quality of inquiries, and resultant 
business in dollar volume per inquiry—that Mac- 
Rae’s maintains a position of superiority and trust 


which is unique in the entire field of industrial ad- | | 


vertising. 


For advertising rates, 
consult your agency or write 
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the bottom of each of 12 pages. In 
1920 Morrell came out with a full- 
color calendar, with recipes (‘‘bal- 
anced ration suggestions” by Mrs. 
Ida C. Bailey Allen) on the back 
of each sheet. 

Focd still lifes remained the 
subject matter throughout the ’20s 
and early ’30s, with a couple of 
notable exceptions. For its cen- 
tennial in 1927, Morrell produced 
its first “theme” calendar with 
scenes from the company’s his- 
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| tory. And in 1932, for the bicenten- 
‘nial of George Washington’s birth, 
'C. H. Taffs painted a series on 


Washington’s life. (This fine idea 


-|unfortunately met with public 


criticism. Product illustrations 


.|overlapped the paintings of Wash- 


ington; some _ people reacted 
strongly to the Father of Our 
Country kneeling on bacon at Val- 
ley Forge, and the like.) 


‘1|@ The 1934 and 1935 calendars 


marked another turning point. 
“Songs That Live Forever” were 
so popular in 1934 that Morrell 
planned another series for 1935, 


The House of Morrell 


John Morrell & Co. is almost 
unique in American business 
history in that it remained in 
the hands of the original family 
for 125 years. It was founded 
by John Morrell in England in 
1827. 

A nephew, Thomas Foster, 
picked Ottumwa, lIa., as the 
center of the American opera- 
tion. (Thomas had heard the 
name in England and fell in 
love with those Indian names.) 
Various Morrells and Fosters 
have headed the company, and 
kept control through fires, 
floods and financial panics. 
George M. Foster is now chair- 
man, J. M. Foster president and 
many other descendants are 
with the company. The English 
branch is now a subsidiary. 

Morrell sales last year were 
about $292,000,000, down 5% 
mainly because of strikes, price 
declines and the 1951 flood tinat 
wiped out its Topeka plani. 


but with famed Madame Schu- 


mann-Heink commissioned to se- 
lect the songs illustrated. (The 
diva picked “Juanita,” “Mother 


|}; Machree” and “Mandalay,” among 


others.) This, too, was a great suc- 
cess, and since that time Morrell 
has usually picked fine artists and 
used big-name “sponsors” as com- 


+} mentators. 


In 1938, George Lyman Kit- 
distinguished Harvard 
Shakespeare scholar, was induced 
to select the scenes. Paintings were 


‘| by Edward A. Wilson, copy by W. 
}|Shakespeare, but the public was 
not overwhelmed. Sometimes Mor- 


rell missed. 


® By 1940, the calendar with a 
theme was well established, and 
the design of calendar pad was 
simplified and much improved. 


.|This calendar, showing scenes of 
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|ity’” meat packer and couldn't al- 


ways compete on prices. Also, it 
differs from other major com- 
petitors by sticking strictly to) 
|meats (except for Red Heart dog) 
| food, which it long sold through 
| brokers). 

| By starting its co-op deal early, 
/and constantly working with its 


81 


manager, that the company 
wouldn’t dare drop them. Although 
no survey has been made, he says, 
‘of how many calendars given to 
women (who take 99% of the deal- 
ers’ supply) are kept up on the 
‘wall at home, Morrell’s dealers 
seem to feel sure almost all of them 
are used. 


| lithographer to improve the calen- | 


‘dars, Morrell has long since had al-| 


|}most a monopoly on this medium. 
| One or two other grocery product) 
|companies use the medium, but! 
with no such success as Morrell’s. | 
What it costs Morrell to main-| 
tain its hold is a closely guarded 
secret. Kenneth Becker of Ketter- 


considered using calendars 
big way several years ago but 
abandoned the plan because the 
cost for the first year or two would | 
possibly be too great. 


linus told AA he has frequently 
been asked about the cost figure 
from his client’s competitors—in-_ 
cluding one major soap maker that. 
in a) 

| 


s Mr. Peck is not at all concerned 
‘that hundreds of millions of cal- 
endars are printed every year. 
That just proves how important 
they are, he points out. And nearly 
every household uses more than 
one. Morrell’s, he is confident, has 
artwork as good as any, its design 
has been developed into the best 
over the years, and it has an al- 
most perfect system of distributing 
them. 

Further, Mr. Peck told AA, cal- 
endars are an ideal means of get- 
ting a seasonal message about 
meats into the home. The March 
calendar plays up Morrell’s as 


SUITABLE FOR FRAMING—In 1947, Morrell arranged with 


Kieran) proved immensely popular, as reprints and as a travel- 


“The Ham for Easter,” the July 
page pictures four processed meats 
for summer meals, and so on. (Al- 


There are so many advantages 
to the calendars, according to Hol- 
lis Peck, Morrell’s public relations 


’ Ketterlinus so that the latter could offer some of the calendar ing exhibit. (When the Chicago Tribune Graphic section re- 
e pictures on heavy stock for framing. Sets of two at $1 of the produced the Chicadee painting, Dec. 20, 1951, Morrell got 
- 1947 flower pictures had a heavy sale for several years. So, 171 requests for it from 11 states and Canada.) And the current 
2 too, did the Feodor Rojankovsky nursery pictures in 1948. The print offer of Ted Kautzky’s American scenes has had a bigger 
1 songbird calendar by John Atherton in 1951 (text by John sale than ever before for the same period of time. 
“America in the Making,” one of households in 1931. Dealers were haps significant of the price 
: several done by N. C. Wyeth (the offered 100 calendars at 10¢ apiece, changes of meat in recent years.) 
originals are at Iowa State Col-' delivered to them with their names, Year after year, since 1931, more 
‘ lege), was the progenitor of today’s imprinted, to be given to cus- and more dealers have ordered 
2 calendars. tomers. more and more calendars to give 
i The calendars have had a stand- | out. Morrell won’t tell how many 
" ard size for many years, for very, # Morrell salesmen took orders for | ‘it prints, but insists the number 
. good reason. Even if a dealer these from many dealers early in| is growing—even after raising the 
doesn’t particularly want another 1930 and by the end of the year| | price from 10¢ to 15¢ per 100 two 
» one, he takes it, as a rule, if for no dealers were proudly handing out) years ago. Stores order from 100 to 
: other reason than that it covers the calendar shown at left. (It! 3,000 each. 
‘ up the clean spot on the wall where seems garish now, but then it! There is said to be no one kind 
‘ his last Morrell calendar hung. was described as “combining in of store that accounts for more 
a most interesting manner the than its share of the co-op calen- 
s The biggest step in the devel- tempting appeal of the meat dishes, ‘dars. Small stores and big, stores 
oa opment of the calendars was taken| with the modern note in the art in low-cost and swanky neighbor- 
‘. in 1930. That year Morrell decided | treatment.” Nowadays, the product hoods, all go in for the co-op deal 
“a to introduce a smaller size for illustration is small—which is per- equally. The one exception: chain 
a | supermarkets. Even with the grow- 
|ing percentage of supers in the 
ol grocery field, however, orders for 
B the calendars continue to increase, 
2 according to Morrell. In_ fact, 
: d they’ve doubled since 1945. 
. ® Originally, of course, the cal- 
ti endars were mainly a gimmick to 
“d get into stores. Morrell needed to 
od ° d Te d add — (it only became - 
| tional in distribution three or four 
N. Friel este years ago), and the calendars 
aS seemed to serve the purpose. The 
re , M & R i C A * 7 C A L $ company is something of a ‘‘qual- 
It’s absolutely free! Important and valuable | 
a window, door, and interior space for the | 
1d colorful eye catching American Decal that J | 
AS suggests, “Buy my products here!”’ 
- Faithfully reproducing trademarks or 


product illustration, American Decals offer: 


© Effective point-of-sale promotion 

© Traffic Circulation 

® Dealer identification 
American Decals tie in your other advertis- 
ing efforts at the “point of buying decision.” 
They stay on the job for years and years — 
delivering your message day and night. 


Pree 


Send today for fully illustrated brochure and 
samples. Allow American Decal to solve your 
sign problems. 


OR 


with | ut 
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American Decal window signs may be individually person- 
alized with your dealer's name or special copy 


PHOTOGRAPHS—In 1937 Lejaren a Hille 
made 12 photograph « ‘tings of “ 
mortal characters from ‘erature’ 


A\merican fDecalcomania san 


4344 W. Sth Ave., Dept. A, Chicago 24,. 
New York © Cleveland © Windsor, Ont., Caneda — 


Sales offices in 1 all principal cities 


for calendar reproductic:, so all 
masterfully hand colored. 
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(you 
see Deerslayer and Chir jachgook here). 
Color photographs were: : suitable then 
were 
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| this stands tor ham /(Ofow Ludl Absolloftd. 


who believe that a display is only the 
by-product ef good ideas! 


24 E. PEARSON STREET, CHICAGO, ILL., SUPERIOR 7-4252 
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most from the start, Morrell’s cal- 
endars have used fish to indicate 
fast days. That’s a problem at the 
moment. It’s about time to start 
final preparation of the 1954 cal- 
endars and there’s a mixup of some 
kind as to what abstinence days 
the Catholic Church will recognize 
next year.) 

There are other advantages. 
Many of the paintings make news 
as traveling exhibits. Sometimes a 
publication will reprint one, as 
when the Chicago Tribune repro- 
duced the Atherton Chickadee; of- 
ten a hospital or school will frame 
a series and keep it up for years; 
the calendars go to stockholders, 
and so on. 

Sometimes the Ayer agency ties 


in Morrell’s magazine ad illustra- | 
tions with the product shown on) 
the current month’s calendar page. 
Ayer does not otherwise figure in 
the calendar picture. Large space 
is used from time to time in Life 


on Morrell Pride meats and ads on | Safeway 


Red Heart run in Better Homes & 
Gardens, Family Circle, Life, West- 
ern Family and Woman’s Day. 
Five minutes of “Today” on NBC- 
TV are also used, twice weekly. 
Ketterlinus also produces var- 


ious displays for Morrell dealers. | Peop 


One of these, featuring a strongly 
realistic slice of ham, went to many 
dealers in 1949 and was actually 
saved for a year and re-used by | Ben 
fully 50% of the dealers in 1950— 
and some are still using it! 


lies at the point of 


ing started. 


tising Institute. 


Compact, convine- 


ing unit that made 
buyers conscious of 
Delta Tools... 
induced them to 
buy. 


GARDNER-BUILT 


“Silent Salesmen” 


develop your customers 
at point of purchase 


The culmination of all advertising effort 


sales message that stresses a product’s 
features clearly, forcefully, does much 
to assist in closing a sale that advertis- 


Gardner has created many effective 
point of sale displays. As a matter of 
fact, one will be used for 
Fame” of the Point of Purchase Adver- 


Write, wire or phone for full information 


purchase. Here, a 


“The Hall of 


Durability of Bolta- 
flex coverings is em- 
phasized by the cut- 
out of a youngster 
“bouncing” up and 
down on the chair. 


CHICAGO 


1937 W. Hastings St. 
Chicago 8, III. 
TAylor 9-6600 


PITTSBURGH 


477 Melwood St. 
Pittsburgh 13, Pa. 
MAflower 1-9443 


NEW YORK 


516 Fifth Avenue 
New York 36, N.Y. 
VAnderbilt 6-262! 


DETROIT 


810 Book Tower Bidg. 
Detroit 26, Mich. 
WOodword 2-3557 


February Sales 


of Chain Stores 


——_——February—————. % Gain 2 Months—__——_——.. % Gain 
1953 1952 or Loss 1953 1952 or Loss 
Food Chains 
*Grand Union. $ 17,976,605 $ 17,096,674 + 5.1 $ ty 7 $ 375, 008 + 2.6 
*Kroger Co. ...... 81,163,882 804,524 + 2.0 160,801,14 158, 2.0 
*National Tea ...... 34,083,677 27,710,148 +23.0 Ley 867 53,472 "360 +338 
ee 108,417,946 + 8.5 233,017,952 215,268,573 + 8.3 
"ag +7. +71 
Mail Order 
. 196,347,392 178,303,159 +10.1 enainais 
OF Sey 8,336,624 9,233,078 + 9.7 15,744,425 15,945,342 +15 1.3 
*Montgomery Ward 62,170,559 67, 879,036 — 8.4 
Group Total ..... "536,624 § 9,233,019 + 9.7 $ 15,744,425 § 15,945,342 713 
Drug Chains 
_ ere 4,201,535 4,356,122 — 3.5 8,615,492 8,456,295 + 1.9 
RSS 13,974,192 14,085,502 — 0.8 28,799,730 28,011,331 + 2.8 
aveawe . + 2.6 
} Sete and Miscellaneous 
MD dcicctue 235, 4,914,654 + 6.5 11,887,975 11,415,741 + 4.1 
Butter Bros. 9,190,279 8,619,917 + 6.6 18,235, 16,921,406 + 7.8 
Consolidated Reta. 
eee hb sade 1,958,781 2,079,387 — 5.8 4,171,177 4,317,129 — 3.4 
‘Diana Stores Corp. .. 1,844,022 1,651,223 +11.7 18,785,780 18,027,384 + 4.2 
Edison Bros. ........ 4,710,615 4,680,343 + 0.7 9,450,853 9,154,605 + 3.2 
 *S, Serr 15,383,450 14,903,567 + 3.2 30,641,466 28,630,195 + 7.0 
‘4Grayson- Robinson 
PE eS 60055alees 5,377,631 5,403,251 — 0.4 59,458,361 53,099,666 +411.9 
. , . . At Saree 6,309,961 6,530,914 — 3.4 — 
*Interstate Dept 
ah s'a ks ¢ 8-004 3,685,226 3,828,130 + 3.7 — 
Kinney, G. R. Co 2,086,000 2,151,000 — 3.0 205, 4,063, + 3.5 
Sara 20,704,876 21,057,408 — 6.8 41,316,312 40,203,775 + 2.8 
..  * eae 10,968,424 coe 22,319,256 — 
Lane Bryant, Inc 4,498,966 3,816,178 +17.9 521, 7,482,439 +13.9 
wee a eiss ¢ 66s 7,932,437 7,931,476 —— — 
) eee 6,572,336 6,943,180 — 5.3 12,791,704 13,292,826 — 3.7 
McLellan Stores 3,553,433 3,688,680 — 3.8 ,243,538 395, — 2.1 
*Mercantile Stores, 
MT a he tae 06:8 4:0 ,715,300 7,483,900 + 3.1 — 
oo G. Gi... 11,283,417 11,572,760 — 2.5 22,585,137 22,106,173 + 2.2 
National Shirt Shops 1,124,202 1,007,722 +11.6 2,231,335 2,031,154 + 9.9 
Neisner Bros. ...... 3,990,680 3,838,921 + 4.0 7,825,740 7,278,613 + 7.5 
| olga J. J. .... 10,316,815 10,401,421 — 0.8 19,905,677 19,957,306 — 0.3 
NT eae 60,832,991 59,029,050 + 3.0 126,543,775 119,341,091 + 6.0 
Rose’s 5-10-25 .... 1,282,357 1,262,357 + 1.5 2,529,950 381, + 5.8 
Shoe Corp. of America 3,257,391 3,073,616 + 6.0 7,060,965 6,651,755 + 6.2 
*Sterchi Bros. Stores 993,467 917,743 + 1.7 16,196,004 12,778,672 +26.7 
Western Auto ...... 13,301,000 10,114, +31.5 24,281,000 19,452,000 +24.8 
Woolworth, F. W. ora shes — 2.3 91,804,299 90,554,237 + 1.4 
+ 4.5 $ 547,672,795 $ 516,536,702 + 6.0 
Combined Total ata 080, 417 sia 419, 24 + 5.5 $1,250,234,174 $1,175,254,451 + 6.4 


*Fiscal year begins in February; no cumulative figures apply. °Five weeks -— 52 weeks. 


*Four weeks, and eight weeks. ‘Seven month peri 


iod. ‘Twelve month period 


10,100 Drug Stores Tie In with ‘Puck’ 
‘Health and Beauty’ Promotion March 29 


New York, March 17—Puck— 
The Comic Weekly and 23 inde- 
pendent Sunday comics sections 
will carry a “health and beauty” 
promotion on March 29 featuring 
six national advertisers. The pro- 
motion will get merchandising and 


distribution support from 10,100) 


drug stores. 

The stores include 9,000 in the 
McKesson & Robbins “orbit” and 
1,100 stores in cooperating chains. 
Advertising in Puck and the other 


comics will push Chlorodent and 


Shadow Wave (Lever Bros.), 
Johnson’s baby lotion (Johnson & 
Johnson), Mentholatum (Mentho- 
latum Co.), Noxzema (Noxzema 
Chemical Co.), Formula No. 
(Charles Anteli Inc.) and Zonite 
(Zonite Products Corp.). 


Puck displays will be used by | 
all the stores tying in. These will! 


feature Maggie & Jiggs, Popeye, 
Snuffy Smith and other Puck 
comics characters. 


® The drug promotion is the first 
of five Puck campaigns scheduled 
for this year and expected “to com- 
prise the most extensive merchan- 
dising accomplishments in the his- 
tory of the drug industry.” 

Both advertisements and point 
of sale displays in the drug push 
will concentrate on the theme, 
“Look better, live better, feel bet- 
ter. ..try your druggist first.” 

In addition to McKesson & Rob- 
bins outlets, the cooperating drug 
o| chains include Liggett-Rexall Drug 
9 | Stores, New York; Katz & Best- 
off, New Orleans; Kinsel Drug Co., 
| Detroit; Republic Drug Co., Den- 
ver, and Sun Drug, Pittsburgh. 
| Besides Puck’s 19 basic newspa- 
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DIAL YOUR WEATHER—This wood i 
for Fresh‘nd-Aire room air conditioners is 
silk screened in seven colors. It holds an 
actual unit, and by turning the dial to 
each of seven different positions a sales- 
man can present seven sales features of 
the unit. Display costs the dealer about 
$18, on a cooperative cost plan. 


pers, the promotion will run in the 
Birmingham News, Cincinnati En- 
quirer, Cleveland Plain Dealer, Des 


== | Moines Register, Louisville Couri- 


er-Journal and the Buffalo Courier 
Express, among others. Puck fig- 
ures the combined circulation of 
all papers used in the promotion 
at above 13,500,000. 


Stone-Tarlow Promotes Shoes 

Stone-Tarlow Co., Brockton, 
Mass., manufacturer of elevator 
shoes for men, has begun a trade 
publication ad series to introduce 
six new style numbers. Consumcr 
advertising will appear in Esquire, 
Holiday, Town & Country and 
True. Emil Mogul Co., New York, 
is the agency. 


Meyer Joins Harnischfeger 
Curtis Meyer, formerly a direc- 
tor and v.p. in charge of sales for 
the Milwaukee Electric Tool Corp., 
has been appointed sales manager 
of the electric hoist division of 
Harnischfeger Corp., Milwaukee 
manufacturer of excavators, over- 
head cranes and electric hoists. 


Allis-Chalmers Names Murphy 

James W. Murphy, with Allis- 
Chalmers Mfg. Co., Milwaukee, 
since 1951, has been promoted to 
assistant to A. R. Tofte, manager 
of the general machinery divi- 
sion’s advertising and industrial 
|press department. 


“He just went overboard about 
X-Ray’ brilliant POP ideas * 


X-Ray Visual Sales Method, Inc. 
Booth 18, POP Show 


35 E. WACKER DRIVE, CHICAGO 1 
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Dean Tells ANA How to Set Up Ad 
Budget by ‘Profitability Approach’ 


(Continued from Page 3) | planations for the popularity of 
advertising cost of adding cus- this approach.” 
tomers beyond that point exceeds | 2. All-you-can-afford. “Spending 
their profit after being added. /money because you have it and 
Having made his pitch for this without regard to its benefits is 
method, Mr. Dean examined other not often a defensible way of de- 
methods of budget determination termining the budget.” 
and ticked off their advantages | 
and disadvantages: hes 3. Objective-and-task. “Nobody 
1. Percentage-of-sales. The “il- can quarrel with the procedure... 
lusion of control...some element, The basic objection is that it lists 
of safety in relating expenditures objectives without the determina- 
to revenues...inertia and lack of tion of the value...The method 
understanding of more logical and| assumes that the outlay is always 
definitive methods of analysis are worth the cost.” 
probably the most important a! 4. Competitive-parity. The “cor- 


sd 
WOOD again proved your 
best buy"in the greater 
Grand Rapids area 


*As borne out by 1952 SAMS report covering circu- 
lations for all Grand Rapids stations. Here are the 
nutshelled figures . . . read ’em and reap. 


DAY 
ere ee PP errr rr Tree rere rere Tree e 72,014 Families 
oo we Ae Peeerrrrrre rere 47,954 Families 
POOP GOOG FOR Siasadcvssccvcccscsscs 34,712 Families 
Independent Station No. 1.........-.ee0005- 26,773 Families 
Independent Station No. 2...............4.- 19,540 Families 
NIGHT 
WN Ea cedunekdeasewhseds eased oodsedene 56,862 Families 
SED SE. OO Be teks ccccessdsesecken 35,824 Families 
SR Bt BO Biticcscccvsddsessavers 29,628 Families 
Independent Station No. 1..............0445 Daytime Only 
Independent Station No. 2...............-.. Daytime Only 


Not only is WOOD top dog in circulation; the cost 
per thousand story is even better. 


At night, WOOD is more economical than any other 
station for all service from one-half hour to 
chainbreaks. 


Daytime, WOOD is more economical than any other 
station for all service from one-half hour to chain- 
breaks save one type service on one station. 


As always, your best buy in WOODland-AM is WOOD 


GRAND RAPIDS, MICHIGAN 
Grandwood Broadcasting Company 


NBC — 5,00 Watis 
Associated with 
WFBM-AM and WFBM-TV — Indianapolis, Ind., WFDF — Flint, Mich. 
WEOA — Evansville, Ind. 
National Representatives: Katz Agency 


OODiand! AM 


WHAT, WHY & HOW—A new type of 
shaving lather, why it is c better lather, 
and how to use the dispenser are the three 
big questions answered in this Aero Shave 

display. 


respondence between the cost of 
advertising and its value would be 
purely fortuitous...The fact that 
the parity approach may stabilize 
competitive warfare in the pro- 
motion of products is not great 
enough to justify its use.” 

Mr. Dean also presented a pitch 
for controlled experimentation, 
which he says is as applicable to 
business and advertising research 
as it is to natural science. 

He pointed out that since adver- 
tising is an investment, deductible 
for tax purposes, it should be made 
to compete for funds with alter- 
nate ways of investing them, and 
the rivalry should be based on 
profitability. 


# Dr. Ernest Dichter, president of 
the Institute for Research in Mass 
Motivations, stressed motivation 
research. He cited as basic changes 
in the American consumer: (1) 
Dynamic security (‘a security 
found in the acceptance of the 
continuous change in this world”); 
(2) personality is more important 
than nuts and bolts (he urged 
companies to develop personalities 
for themselves of their products), 
and (3) desire for emotional satis- 
factions. 

He urged advertisers to work 
for three goals in talking to the 
consumer: (1) Realize the trend 
to independence in the consumer 
and encourage it; (2) educate 
consumers to accept necessary 
changes; (3) educate consumers 
away from stereotypes to realism 
(“it may not be easy to persuade 
the average advertiser to forego 
his conventional appeal to stereo- 
types...Not only his customer but 
he, too, would profit from a more 
realistic attitude’’). 


Schwin Named Assistant 
to Atlass, CBS V.P. 


Newell Taylor Schwin, formerly 
advertising director of Household 
Finance Corp., Chicosvo, has been 
appointed execu- 
tive assistant to 
H. Leslie Atlass, 
v.p. of Columbia 
Broadcasting 
System and gen- 
eral manager of 
WBBM and 
WBBM-TYV, Chi- 
cago. 

Mr. Schwin 
first joined 
Household Fi- 
nance in 1932, | swell T. Schwin 
returning to the 
corporation in 1945 «fter serving 
with the Navy. 


McKee to Filmack Studios 
Bob McKee, forn rly all-night 
disc jockey for th “720 Club,” 
WGN, Chicago, has_ ined Filmack 
Studios, Chicago, . production 
and sales of televis: » film spots. 


‘Free Press’ Char jes to A.M. 


The Colorado Spri 4s Free Press, 
heretofore publishec evenings and 
Sundays, has chang 4 to a morn- 
ing newspaper, seve: days a week. 


emer | Reply-O-Products Moves 

“ Reply-O-Products Co., New York 
maker of Reply-O-Letters, has 
moved to 7 Central Park West. 
Certain production departments re- 
main at the old ad , 150 W. 
22nd St. 


KNBH Appoints Roberts 


Adrian Roberts, formerly head 
of his own Los Angeles public re- 
lations office, has been appointed 
assistant promotion manager of 
KNBH, Los Angeles. 


—_ 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
r} , Marie Maize on your | 
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And now 


the “Single Rate” applies! 


Nighttime radio schedules on WOOD are now a 
smarter investment than ever because: 


1 You buy nighttime at same price as daytime, and 

what a cost-per-thousand picture that will give you! 
Just check your SRDS and your SAMS report... 
you'll see what we mean by a “real sleeper buy” in 
the rich Grand Rapids market. 


2 You get a “bonus”, too! The Katz sponsored 
Pulse Study of 18 TV cities reveals number of radio 
sets in use at home is about the same at night as 
in daytime; but — get this—at night there are 
more people listening to each set. Daytime radio has 
a peak at 10:00-11:00 AM when 365 people per 1,000 
radio homes are listening; at night, the peak is 8:00- 
9:00 PM with 517 listeners per 1,000 radio homes; 
the figure never goes below 431 from 6:00-10:00 PM. 
It’s poppa home from work who "pakes the difference. 


*Literally, an exception — Class B is from 11:30 PM 
to 7:00 AM. 


GRAND RAPIDS, MICHIGAN 
Grandwood Broadcasting Company 


NBC — 5,000 Watts 
Associated with 


WFBM-AM and WFBM-TV — Indianapolis, Ind., WFDF — Flint, Mich, 


WEOA — Evansville, ind. 
National Representatives: Katz Agency 
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| The April issue will boast 28,- 
665 lines of advertising, compris- 
ing 70 full pages, with total ad- 


* 
as Monthly ; Goes vertising revenue of $310,000. The 
edition will include 128 pages, 


Off Newsstands with the publishers claiming they 


PHILADELPHIA, March 18—The ,had not lost one line of advertis- 
first monthly edition of Pathfinder, ing as a result of transition from 
The Town Journal, will make its semi-monthly to monthly. 
appearance in the homes of 1,220,-| Also, with this new issue, Path- 
000 subscribers on March 23 as the finder has been removed from the 
April edition and as the largest newsstands around the country, 
Pathfinder ever published. ‘ADVERTISING AGE learned. Farm 


‘Pathfinder’ Bows 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Journal Inc., Pathfinder publisher, | the last word is written. However, | 
put it on newsstands for the first it will show more interest in fea- 
time a year ago. |tures about small towns. It will 

include a “Washington Report,” 
® Even though circulation effec- business forecast “in consumer 
tive with this issue is the largest language,” national and interna- 
in the publication’s history—and tional features, news for the home, 
20,000 above the 1,200,000 effec- Science articles, medical stories 
tive on last Jan. 1—AA was told 2nd many short items. 


there will be no concentrated cir- 
culation drive in the near future. 
Reason is that Pathfinder prom- 
ised its advertisers not to make a 
rate increase effective this year. 
Current rates are based on the 
Jan. 1 figure. 

Pathfinder had heralded this 
change to a “greater rather than 
a new” magazine for the past four 
months, but made the transition 
and sold advertising for it with- 
out a dummy. To make the con- 
version, no Pathfinder was pub- 
lished during March. All the ad- 
vertisers scheduled for March are 
in the new April issue, with many 
new ones. 

As a monthly, Pathfinder will 
still play up news, since it will 
delivered four to six days after 


Laura Perry to Ramsdell 


Laura Perry, formerly manager 
of medical direct mail for J. B. 
Lippincott Co., Philadelphia pub- 
lisher, has joined the professional 
copy department of Lee Ramsdell 
& Co., Philadelphia agency. 


'Boccard Heads New Agency 


Victor C. Boccard, formerly an 
account executive with Grey Ad- 
vertising, New York, has been 
named head of Boccard, Dunshee & 
Jacobsen, a new Denver agency at 
610 Santa Fe Dr. 


Cutajar Joins Duane Lyon 

Charles J. Cutajar, formerly v.p. 
_of Robert Holley & Co., has joined 
S. Duane Lyon Inc., New York, as 
an account executive. 


| Rex Trailer’s 


WPTZ 
“RANCH HOUSE” 


*Call us at WPTZ, or see 
your nearest NBC Spot 


NBC 


TV-AFFIUATE 


Sales representative. 


WPTZ 


FIRST IN TELEVISION IN 


PHILADELPHIA 


CHANNEL 3 


“Pardner— 


I roped 5,396 


letters 


with only two 
announcements !”’ 


“T’ve been a trick rider and roper in rodeos, but 
never had a stunt equal what happened when 
I asked our WPTZ television audience to see how 


many four-letter words they 


could make out of 


the name of our show, ‘Ranch House’. 


“I asked them only twice, and I didn’t offer the 
Grand Canyon for the most words—just a 
wrist watch from a local jeweler, but— 


“We were swamped . . . with 5,396 
letters, packed tight with words our 


fans took time to figure 


out. 


““Maybe they like our show because it’s not 
high-brow or high-pressure. Just a friendly 


get-together for some guitar, 


singing, and square 


dancing, three times a week—Tuesday, Thursday, 


and Saturday. But whatever 


it is, we’ve made 


real friends, of youngsters and grown-ups, too. 


“You still have time to get in on ‘Ranch House’— 


we have a few participations 


open,* and we’ll 


make you at home. Can’t promise 5,396 letters 


every time, but we’ll sure 


try!” 


(Signed) ey Loicler 


ee a” OL, 


1600 Architects Building 
Philadelphia 3, Penna. 
Phone LOcust 4-5500 


Advertising Age, March 23, 1953 


National Sets Plans 
for Oldies—Taylor, 
Crow and Grand-Dad 


New York, March 17—Price and 
quality will play equal roles in 
National Distillers’ year-long 
newspaper advertising campaign 
for its three quality bourbons— 
Old Crow, Old Taylor and Old 
Grand-Dad, which did not use 
newspaper space in 1952. 

The dual purpose of the cam- 
paign is to capitalize on newspa- 
pers’ “deep penetration” of every 
major bonded bourbon market 
and to develop a full-scale pro- 
motion drive by National’s local 
sales forces. 

Old Crow will be pushed in 50 
markets weekly, equally divided 
between “open” and “monopoly” 
states, in 200-line advertisements. 
Copy aims at building prestige, 
with emphasis on high quality and 
favorable price. Lawrence Fertig 
& Co. is the agency. 


® Old Taylor weekly ads on a 
full-year schedule will run in 72 
newspapers, with the price line 
featured in the first half of the 
campaign and quality copy fea- 
tured thereafter. An additional 90 
newspapers will carry the price 
advertising only. 

A split price and quality adver- 
tising has also been set up for Old 
Grand-Dad in 82 newspapers, with 
an additional 80 carrying only the 
price half of the campaign. 

Price advertisements will run 
from 400 to 1,200 lines and the 
copy on quality will run from 400 
to 600 lines. 

Kudner Agency, New York, 
handles the Old Taylor and Grand- 
Dad accounts. 


Two Gamble-Skogmo 
Stores Hike Volume 
with ‘Egg Riot’ Sale 


FAIRMONT, MINN., March 17— 
Two stores in Fairmont and near- 
by St. James, Minn., put on an 
“egg riot” sale that turned out to 
be a smashing success. 

They offered 8¢ a dozen above 
the market price for eggs if they 
were exchanged for merchandise. 

The result was 10,300 dozen 
eggs for-the stores—7,000 dozen in 
the Fairmont store and 3,300 in 
St. James. The stores are members 
of the Gamble-Skogmo voluntary 
chain. 

Biggest single transaction was 
receipt of 390 dozen eggs from a 
farmer who purchased a bedroom 
set. 

The Fairmont store said its busi- 
ness soared 412% for the three- 
day event over the same days last 
year. 

The eggs were sold by the stores 
to local produce houses. 


CVA Corp. Promotes Two 


CVA Corp., San Francisco, has 
promoted George R. McGee, in 
charge of planning and purchas- 
ing material for promoting its 
wine brands, to merchandising 
manager for Roma and Cresta 
Blanca wines: Floyd Thulen, also a 
promotion planner for wine 
brands, has been appointed as- 
sistant merchandising manager. 


lacques Kreisler to FC&B 


Jacques Kreisler Mfg. Corp., 
North Bergen, N. J., maker of 
watchbands and jewelry, has ap- 
pointed Foote, Cone & Belding, 
New York, to handle advertising, 
effective in May. Fall advertising 
plans will be announced shortly. 
Previously, Hirshon-Garfield, New 
York, had the account. 


Heads Crosley Dixie Station 


Bill Robinson, v.p. in charge of 
programming for Crosley Broad- 
casting Corp., Cincinnati, has been 
named chief executive officer of 
Crosley’s new Atlanta station, 


/_WLW-A 
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Hamm's Budget 
Keeps on Rising 
and So Do Sales 


St. Paut, March 18—Theo. 
Hamm Brewing Co. is spending 
three times as much money on ad- 
vertising today as it did five years 
ago. 

According to Odd E. Moe, gen- 
eral sales manager for Hamm’s, 
the result was a 20% sales gain 
last year for the company while 
the “premium” beer industry as a 
whole increased only 1%%. 

William C. Figge, Hamm’s presi- 
dent, is particularly sold on the 
effectiveness of the firm’s “Land 
of Sky Blue Waters” advertising 
theme, as carried out by Camp- 
bell-Mithun, Minneapolis. He said 
1952 was the company’s second 
record year in a row. 


Among advertising plans an- 
nounced by Mr. Moe and Camp-. 
bell-Mithun executives: 

Color newspaper campaigns in 
21 markets and b&w newspaper | 
space in 278 markets in 21 states| 
and two territories. 

Three color spreads in national | 
magazines. | 

Outdoor poster advertising -in | 
497 markets in 20 states. 
Painted bulletins in seven mar- | 
kets. 

Street car and bus cards in 
three markets. 

Radio and television, with the 
aecent on news and sports shows. | 
This includes the Edward R. Mur-_| 
row news show on CBS. | 

| 


| 
| 
' 


# Increasing emphasis on tele- 
vision was announced by Albert 
R. Whitman, Campbell-Mithun ex- 
ecutive v.p., who said that “as 
more and more TV outlets become 
available we’re going to use more 
and more TV.” Partiality of 
Hamm’s and its agency for tele-| 
vision stems from its spectacular 
success in Chicago, where the 
brewing company sponsors major 
league baseball telecasts. 

Mr. Whitman also pointed out. 
the effectiveness of the Murrow, 
show as demonstrated in an inde-| 
pendent research report. Out of. 
every 100 people interviewed in 
the Murrow listening area, 53 
listen to the program at least 
once a week. Of the 53, 34 drink 
beer, and of those 34, 17 drink 
Hamm’s beer. Of the 47% who do 
not listen to Murrow at least once 
a week, only 24 drink beer and 
only six of those 24 drink Hamm’s 
beer. 


Coast Boosts Fruit Cocktail 


The pear program committee, 
representing California pear grow- 
ers, will join the Cling Peach Ad- 
visory Board in a special spring 
promotion of canned fruit cock- 
tail. Four-color ads are sched- 
uled for the May and June issues 
of Household, Parents’ Magazine, 
and Today’s Woman. The ads will | 
feature fruit cocktail’s especial ap- | 
peal for children. Four-color ads 
will appear also in rotogravure 
sections of Sunday newspaper sec- 
tions. The joint promotion is be- 
ing handled by Batten, Barton, 
Durstine & Osborn, San Francisco. 


Bass Promotes Footwear 

G. H. Bass & Co., Wilton, Me., 
will promote its Weejuns, Sportoc- 
asins, Quail Hunters and Bass out- 
door footwear in trade publications 
and in Boys’ Life, Esquire, Field 
& Stream, Glamour, Golfing, Holi- 
day, Hunting & Fishing, Made- 
moiselle, Outdoor Life and Sports 
Afield. Dealer helps include news- 
paper ad mats, window display 
materials, counter and _ display 
cards, direct mail pieces and radio 
scripts. Badger and Browning & 
Parcher, Boston, is the agency. 


Phillips Leaves Agency 

William B. Phillips has severed 
his connection with Wasser, Kay 
& Phillips, Pittsburgh agency. 


Regina Opens Drive in Ten Magazin 
for Its Twin-Brush and Electrikbroom 


Rauway, N. J., March 17—Ex- 
tensive consumer advertising is 
planned for spring as a sequence to 
the current trade merchandising 
schedule by Regina Corp. for its 
Twin-Brush polisher and scrubber 
and Electrikbroom. 

Full-page, four-color ads will 
run in Better Living, Better Homes 
& Gardens, Family Circle, House 
Beautiful, Life, Living for Young 
Homemakers, Sunset Magazine, 
The Saturday Evening Post, Wo- 
man’s Day and Woman’s Home 
Companion. A special two-page ad 
will appear in Coronet. 

Dealer aids include newspaper 
mats, radio and television com- 


mercials, envelope stuffers, counter 


cards and giveaway 
Lewin, Williams & 
York, is the agency. 


‘lets. 
‘ylor, New) 


Appoints Clark Col 4d 
Phillips Foundry >. Bakers-_ 


field, Cal., manufact’ rr of a line! 
of farm implements d in con- | 
junction with tract has ap- 


pointed Clark Collarc \<vertising, 
Los Angeles, to direc’ advertising. 
Initially, U. S. and © reign farm 
implement publicatio:. and direct 
mail will be used 


Keiner to Allen & ‘«ynolds 
Jack F. Keiner, formerly with 
KOIL, Omaha, has joined the ra- 
dio and television department of 
Allen & Reynolds, Om:ha agency. 


SELLING TO FARMERS? 


PE PRK ES Bs aes, ih ah 


Farm Income is 


82% Higher* 


hy, in the 21 
: Northwest Counties 


Serviced and Sold by the 
SEC = (SOUX FALLS ARGUS-LEADER 


*$12,146 INCOME PER FARM! (82% higher than national average) 
In city and country ...the ARGUS-LEADER sells for you through 
its complete, comprehensive coverage. 98% family coverage in the 
city zone. 66% coverage in the 14-county ABC retail trading zone. 


South Dakota’s leading daily newspaper 


od i S ST | . 


oes ae lead 
‘as ArgusLeader 
Represented by GILMAN, NICOLL & RUTHMAN 


Yow’re whistling a 


JIG toa PIG — 


...if Dale Heath 
is Out-of-Stock! 


Here is Dole Heath checking shelf stock. Keeping several. thousand 
grocery items adequately stocked is a continuing, full-time task. 


@ Consumer advertising? Dale 
Heath, above, loves it. He should. He 
sells groceries to the tune of $1,250,000 
a year in his Supermarket in Wausau, 
Wisconsin. And he knows that without 
manufacturers’ advertising he could 
never move this tremendous volume. 


@ Chances are, your advertising 


helps him sell plenty of your product— 


when he has it in stock. But remember, 
your product is just one of the 3,500 or 
more items he carries in his store. Takes 
a heap of checking to ride herd on an 
inventory that big... and retailers are 
only human. So naturally quite a few 
items turn up missing from the shelves. 
Often for days at a time. 


@ When your product is out-of- 
stock your consumer advertising can’t 
possibly make sales as it should. Like 
whistling a jig to a pig... no response. 


@ One good, practical way to 
maintain a healthy stock situation in 


big volume stores is to keep the “Dale 
Heaths” so well informed about your 
advertising, promotions, deals, display 
ideas and what-have-you that they'll 
never forget to order—frequently and 
in ample quantity. 


pore ee ee oO Oe eae rae ae. 


Is Qut-Of-Stock 
Slashing Your Volume? 


A recent study in food stores 
shows that 41 of the 154 top 
food brands checked were out- 
of-stock in from 5% to9% of 
the stores. Another 24 brands 
were out-of-stock in from 10% 
to 16% of the stores. 


"Seen eae eee KH Ee eee eee eee 


@ And the best way to keep them 
informed is |!:rough strong, steady ad- 
vertising in 2 publication they read 
and rely on 1s they read and rely on 
PROGRESS '\'E GROCER. 


CY 
seeee md > 


As of January, 1953 


THIS 13 THE PROGRESSIVE GROCER MARKET 
24% of the stores...79% of U. S$. Grocery business 


cee wm mee eeeeeee «+s 


* 


SMALLER 
STORES 


$7.1 BILLION 
21.5% of sales 


@ Supermarkets and Superettes, 
which do 79% of the nation’s grocery 
business, vote PROGRESSIVE 
GROCER the best read, most useful of 
all grocery trade publications. And the 
reason for this overwhelming accept- 
ance is simple. . 


@ More than any other publication, 
PROGRESSIVE GROCER gives big 
volume operators the kind of informa- 
tion they need to merchandise more ag- 
gressively, operate more profitably. The 
interest generated by this dynamic edi- 
torial approach overflows into the ad- 
vertising pages, making advertising to 
the trade in PROGRESSIVE GROCER 
especially productive, 


@ To keep your product stocked, 
displayed and selling in the nation’s big 
markets, start your campaign now in 
PROGRESSIVE GROCER-—the maga- 
zine that does the most to move dealers 
to action. 


PROGRESSIVE 
GROCER 


Da BA — the magazine of 
SUPERMARKETS and SUPERETTES 
—s tga 

New York, 161 Sixth Avenue, Algonquin 5-2100 


Chicago, 111 N. Wabash Avenue, Central 6-3070 
Los Angeles, 1127 Wilshire Blvd., Madison 61270 
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Display Costs Level 
Off, May Drop in ‘53 


Material, Labor Prices 
Stable; New Materials 
Gain in Popularity 


Cuicaco, March 19—Advertisers 
in 1953 will pay no more—and 
may pay less—for point of sale 
materials than they did during the 
past year. 

This stable cost situation is the 
result, primarily, of two factors, 
AA found in checking suppliers: 

1. There is no shortage of the 
materials that are used in making 
displays. This is particularly true 
of paper and cardboard, the basic 
materials from which the bulk 
of displays are made. 

2. Labor costs, which have been 
rising steadily from year to year, 
appear to have leveled off for the 
present. 


s Still another factor affecting 
point of sale costs has been the de- 
velopment of new materials. Plas- 
tics, for example, have come into 
their own, particularly where an 
advertiser wants durability and 
light weight at low unit cost. Low 
costs are still possible only on 
fairly large runs, due to the high 
initial cost of making molds for 
plastic display pieces. 

No one in the display field is 
predicting that plastics will dis- 
place large amounts of litho- 
graphed materials, but many of 
the wood, metal and glass displays 
of the past will now be sporting 
a plastic look. 

Wood and metal, in particular, 
present a cost problem. Not only 
has the cost of the basic materials 


themselves gone up considerably, 


for an illuminated, flashing, three- 
dimensional display to cost $7.50 
each, and more. 


ANIMATED DISPLAY—It costs| 
“a minimum of $3” to animate the 
average display. This cost varies| | 


widely, due to the wide range in 


the cost of the motor to be used. | | 
This is determined by the type of|” 


animation desired. 

ILLUMINATED DISPLAY—The 
average flashing display will cost 
from $1.75 up. If it is just lighted 
(no flashing), it may run only 
about $1. 


s Cost-conscious advertisers are 
doing at least two things, AA 
found, to get the most for their 
display dollar: : 

1. They are using “combination 
runs,” or running two lithographed 
displays on one sheet, even though 
the second display may not be 
scheduled for distribution for many 
months. 

2. They are learning to buy in 
proper quantities. Nothing hurts 
an advertiser’s budget more than to 
over-buy on displays—or under- 
buy and have to re-order—and 
then have these displays sit and 
gather dust because he did not ac- 
curately check the number of out- 
lets where the display could be 
used effectively. 


# Some other ways in which point 
of sale costs have been reduced 
include: 

1. Using printed vinylite and in- 
flating it to get the same three-di- 
mensional effect achieved by mold- 
ing an item from plaster, by hand, 
and then painting it. In one in- 
stance this changeover resulted in 


How Costs Have Increased Since 1940 


AA asked one major point of sale producer to detail his cost 
increases since 1940, and here is the result: 


1940 1947 1952 
Airbrush work, per hr. $2 $4 $10-$40 
Lettering, per word $2 $2 $3 


Illustration Up about 25% since the end of the war. 

Cardboard Rose 79% from ‘40 to ‘47; up another 
14% by 1952. 

Labor Rose 70% from ‘40 to ‘47; up another 
35% by 1952. 


but the labor involved in produc- 
ing displays from these materials 
is usually greater than it is if the 
same display is made in piastic. 


= Lithographed displays, avail- 
able in virtually any size or shape, 
still dominate the point of sale 
field. It is difficult, because of the 
wide variety of types, and the 
quantities which are used by dif- 
ferent advertisers, to assess “aver- 
age” costs for lithographed dis- 
plays. 

However, AA asked one major 
supplier to give it some figures on 
display pieces that are in wide 
usage, and here are the prices 
quoted: 

COUNTER DISPLAYS—Re- 
gardless of the quantity ordered, 
the minimum cost for a simple, 
die-cut counter display card is 
25¢. From this figure costs range 
all the way up to $2, for which 
you can get a combination counter 
display and dispenser. For the 25¢ 
price an advertiser can get full- 
color cards—provided the quantity 
he orders is large enough to cover 
the cost of artwork and color 
plates. 


as WINDOW DISPLAYS—A “sat- 
isfactorily effective” display can 
be had for about a minimum of $1, 


in large quantities. The average. 
full-color display in national usage| “smart agencies to realize that 
today (5,000-10,000 quantities) | point of sale helps its client sell! gach column shows the company’s total expenditure (000,000 
will run about $3. It is not unusual | more products,” the supplier added, omitted) ‘for that year. Note that GF’s network radio expendi- 


cutting the cost of the display from 
$1.50 to 50¢. 

2. Using new paperboard materi- 
als that can be molded to give 
three-dimensional and picture- 
frame effects, at a much lower 
cost. 

Still another device that bids 
to cut the costs of talking dis- 
plays by a sizable amount is a 
new battery-operated unit that 
plays 50-second commercials and 
is said to be good for 3,500 plays. 
It sells for less than $10, as com- 
pared with anywhere from $40 to 
$100 for other talking units in use 
today. 


® The big problem in getting, 
more advertisers to use these new 
developments, one supplier told. 
AA, is that they tend to stick to 
the old “tried-and-true” types of 
display. | 

To overcome this inertia, it is| 
necessary for key personnel of the | 
advertiser to sit down with repre- 
sentatives of the supplier and per- 
sonnel from the advertiser’s agen- 
cy and work out the entire display 
program, the supplier continued. 
Although point of sale in most) 
cases has been handled by direct. 
contact with the advertiser and the | 


in the past seven or eight years for | 


roe GLENMORE'S sew 
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KING SIZE—This Glenmore counter piece, 

done in full color by Consolidated Litho- 

graphing Co., Carle Place, N. Y., lassoes 
an actual half-gallon “Texas Fifth.” 


“and this has led to more of the 
type of cooperation that is called 
for.” 


® Mention of agencies brings up 
the problem of speculative presen- 
tations in the display field. Al- 
ways a headache in the agency 
field, they are just as much of a 
problem to display manufacturers. 

One majer supplier told AA that 
he solved the problem, in part, by 
concentrating on special displays 
which, by their uniqueness alone, 
he could sell to an advertiser with- 
out entering into the expensive 
bidding that characierizes “specs.” 

Another said he absolutely re- 
fused to engage in speculative bid- 
ding; still another said that one 
solution was to operate with your 
clients on a cost-plus basis. Not 
always easy to do, this plan ap- 
parently is working successfully 
for several of the nation’s leading 
users of point of sale material. 

Apparently the ultimate solution 
to the problem lies in the eventual 
establishment in the display field 
of the same type of agency-client 
relationship that exists in the ad- 
vertising field. 


Cole Heads New Servel Unit 


Dave Cole, formerly sales man- 
ager in New York for the major 
appliance division of Admiral 
Corp., has been appointed by Ser- 
vel Inc., Evansville, Ind., to head a 
new department to handle Servel 
home appliances in chain and de- 
partment stores in the Manhattan, 
Brooklyn, Bronx, Queens, Nassau 
and Suffolk areas. 


Killingsworth Buys Holzer 


James C. Killingsworth, for- 
merly sales director of the Platt 
TV Stores in Southern California, 
has purchased Holzer Co., Los An- 
geles agency. The agency will be 
operated as Killingsworth Co. 


CLEVELAND, March 17—To be ef- 
fective, advertising must keep the 


4 farmer up on the farm, must keep 
,jahead of women by anticipating 
»|their wants tomorrow, and must 


|keep the same appeal for Negroes 
as for other consumers. 

Industrial advertisers should 
fire a pound of lead instead of 
scattering a pound of feathers to 
get the most for their money. 

These steps were stressed by 
four speakers discussing special 
audience appeals at a clinic spon- 
sored by the Cleveland chapter of 
the American Assn. of Advertising 
Agencies last week, 


= In appealing to women, the edi- 
torial matter and the advertise- 
ments face the same challenge, de- 
clared Elinor Hillyer, assistant ex- 
ecutive editor of the Woman’s 
Home Companion. 

“We must show the woman we 
really understand her problems, 
show her how she can save time, 
money and energy, how she can 
be more attractive and comfort- 
able, take better care of her fam- 
ily—and show her all that specific- 
ally,” she said. 

The approach to selling women 
is personal and warm and friendly, 
whether cleverly done or done 
“strictly from the corn,” but it had 
better be there in some form, Miss 
Hillyer advised. 

Knowledge of what interests a 
woman today is not enough, she 
said, explaining: “To influence a 
woman, you have to know what’s 
going to interest her in the future. 
Needs change, ideas change, cir- 
cumstances change—more rapidly 
than you think.” 


# Miss Hillyer described the trips 
which WHC editors make around 
the country sounding out readers 
about food problems, housekeep- 
ing, good looks, clothes, children 
and decoration. These trend-scent- 
ing junkets are in addition to the 
“systematic interviews,” in which 
the magazine collects the opinions 
and hopes of under-30 housewives 
having one or more children and 
in the $3,500 to $6,000 income span. 

In one of these recent market- 
measuring round tables, Miss Hill- 
yer said, the housewives disclosed: 

1. Nine out of 12 families ($4,000 
to $6,000 class) eat dinner in the 
kitchen. 

2. Practically no housewife has 
a real food budget. She just “gets 
by on as little as possible. It’s al- 
ways too much.” 

3. All the mothers love to bake 
—make cookies constantly. Layer 
cakes are the exception rather 
than the rule. They prefer cup 


Advertising Age, March 23, 1953 


|| Special Audience Appeals of Farmers, 
‘Women, Negroes, Industrial Men Told 


cakes made with a mix. 

4. They like hot biscuits, also 
from packaged mix. 

5. This group doesn’t use pastry 
mix; they like their own recipes 
best. 

6. Women with small babies use 
baby foods in cooking custard for 
cake filling, minced meats for 
sandwich spreads. 

7. Some women have traded in 
their automatic washers after six 
months for the non-automatic type, 
saying they can launder more 
quickly and save soap and water. 

8. The average family in the 
group finds one can of soup too 
little, two cans too much and would 
like a 1% size can. 


# Concentration is the real prob- 
lem—and the key—to selling to 
industry through print, John C. 
Spurr, New York, research director 
of McGraw-Hill Publishing Co., 
told the conference. 

Mr. Spurr said he meant a con- 
centration of advertising on the 
few people actually holding indus- 
try’s purse strings, and the selec- 
tion and use of “concentration” 
publications—the fewest papers 
which reach most of the potential 
buyers. 

“Out of 25,000 different occupa- 
tional titles in the nation’s indus- 
trial organizations, you must reach 
the key men—the relatively small 
number of executives, purchasing 
agents, maintenance and _ super- 
visory personnel who have the 
need for or the power to buy the 
product made for industry,” Mr. 
Spurr said. 

The problem is to beam the in- 
dustrial message to this group, 
without wasting words or money 
in magazines charging rates. based 
on another audience, Mr. Spurr 
said. 

“A survey asking industrial buy- 
ers which of 158 consumer maga- 
zines they read revealed that 41 
of the magazines, or 26%, received 
97% of the mentions,” Mr. Spurr 
said. “Of 983 business magazines, 
198 or 21% accounted for 88% of 
the mentions.” 


® Discussing the Negro market, 
John Harold Johnson, Chicago, 
publisher of Ebony and Jet, said 
Negroes have a high family in- 
come because of the doubling-up of 
in-laws and the high proportion of 
jobholders per family unit. 

The nation’s 15,000,000 Negroes 
have $15 billion annual purchasing 
power, “at least that was the figure 
given by the former Democratic 
Secretary of Commerce,” the ebul- 
lient Mr. Johnson said. 


Describing the Negro’s buying 


How General Foods Allocated Ad Budgets, 1948-1952 
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display maker, with no agency in MEDIA BREAKDOWN—The chart above shows how General 
between, there has been a tendency | Foods, second largest advertiser in the nation since 1950, broke 
down its expenditures during the past five years among five 
| media—magazines, form magazines, newspaper supplements, 


network radio and network TV. The dollar 
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tures have dropped from more than one-half of the total in 
‘48 to 28% last year, and that one-third of its budget now 
goes into network TV. It should be kept in mind that this 
covers only expenditures in the five media shown, and does not 
include expenditures for newspaper advertising, outdoor, spot 
radio and TV, etc. All figures are based on data compiled by 
Leading National Advertisers Inc. 
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HE’S 46 YEARS OLD—The “Time to Re- 
Tire’ Fisk boy, well known trade mark of 
U. S. Rubber Co.'s Fisk tires, is in quantity 
production now in this giant six-foot size. 
The original Fisk boy was created about 
46 years ago. The new “boy” is made from 
Vibrin, a polyester resin, and glass fiber- 
and weighs about 200 Ibs. The display is 
wired so that the candie carried by the 
boy may be lighted. Bassons Industries, 
New York, produces these Fisk units. 


habits, Mr. Johnson said: 

“He is quite brand-conscious and 
brand-loyal. His mind is usually 
made up before he goes to the 
store. But he is skeptical, too. He 
likes to think he is being sold the 
same thing as sold to other Ameri- 
cans.” 

Given the same opportunities 
and the same exposures, the Negro 
reacts the same as a white person 
in buying, Mr. Johnson said. 


® Mr. Johnson said the 500,000 
circulation of Ebony was built on 
the same basic impulse the Negro 
shares with most of his fellow men 
—the desire for recognition. 

“If Life, Time or any of the gen- 
eral magazines devoted just 10% 
of their editorial space to Negroes, 
we'd have difficulty in selling Jet 
and Ebony,” he said. 

Mr. Johnson said Chesterfield, 
the first national advertising in 
Ebony, is now the first cigaret in 
the Negro market. His is now the 
only national magazine advertising 
all premium beers, the publisher 
said. “When we get one national 
ad in Ebony, we usually get most 
others in the same field.” 

Answering a question from the 
floor, Mr. Johnson said Negro 
models are not necessary in Ebony. 
“The fact you’re in a Negro publi- 
cation is enough to inspire loyalty, 
but some advertisers do like to go 
all the way and have Negro mod- 
els.” 


s John Strohm, associate editor | 
of Country Gentleman, farm- | 
reared and still nostalgicaily snif- 
fing Wabash weeds, told his listen- 
ers to think of rural folks as being 
“UP on the Farm.” | 

“The day when you thought of, 
the farm market as somewhere you 
sold only fertilizer, harness oil and | 
horse liniment is just as extinct | 
as the day when a university hired | 
a football coach to build charac-_ 
ter,” Mr. Strohm said. 

However, in planning advertis- | 
ing, Mr. Strohm said, the farmers | 
must be grouped as follows: “First 
the 2,000,000 or so farmers who 
produce 90% of the nation’s food 
and fiber, who have an investment 
of $40,000 to $50,000. 


s “Second, hundreds of thousands 
of parttime farmers who don’t 
contribute too much to agriculture 
but who are an increasingly im- 
portant market because they have 
money to buy new equipment hot 
off the assembly line. 

“Third, the marginal farmers 
who buy little, sell little, and don’t 
read enough of my Country Gen- 
tleman stories to learn how to 
make enough money to buy the 
stuff in your ads, which they don’t 
read either.” 


The better farmers, Mr. Strohm 
said, are independent, own more 
of their own homes and land than 
the average city-dweller. They’re 
plain spoken and strong for family 
living. 

Mr. Strohm said advertising copy 
should be in simple, direct English 


—‘‘but don’t be afraid to use a 


technical term. We had a high re- 
sponse to an article recently about 
a tomato spray called parachloro- 
phenooxyacetic acid.” 

The farm wife has a strong say- 


so in buying and often is faster 


than her city sister in taking up 


a new product, Mr. Strohm ob-) 


served. “Do you know where Dun- 
can Hines cake mix is selling fast- 
est? In the farm areas.” 


Oregon 4A’'s Elects 

Leith Abbott, Foote, Cone & | 
Belding, Portland, Ore., has been 
elected chairman of the board of 
the Oregon chapter of the Ameri- 
ean Assn. of Advertising Agencies. 


Other officers elected are William | 


Wilson, McCann-Erickson, vice- 


chairman, and George Clinton, re- | 


elected secretary-ireasurer. 


Southeast 4A's Ele 
Tucker Wayne, 
Tucker Wayne & A: 
lanta, has been elec 


sident of |American Assn. 
iates, At-| Agencies. 
chairman|are Dusty C. Porter, Crawford &/| urer. 


of the Southeast chapter of the Porter, Atlanta, vice-chairman, and 
of Advertising|Lewis M. Ayer, Ayer & Gillette, 
Other officers elected| Charlotte, N. C., secretary-treas- 
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_@ WHEN you want i 


- Get all the facts from 


REYNOLDS - FITZGERALD, Inc. 


JOHNS- 
HOME INSULATION 


tagulation. 


“WHERE TO BUY IT” 


MANVILLE SPINTEX ROCK WOOL 


sepyice 


round comfort, lower jou»s-ma» 
ils, Product of one of the - 


comet n Home 
* Scientifically 
xpert crews. 


Paooucrse 


SHERWIN-WILLIAMS PAINTS 


Paints for all purposes 
including famous 
S W P House Paint, 
SUPER KEM-TONE De Luxe 
Washable Wall Paint, 


CHEVROLET 
Out-Values. . . 
Out-Sells. . . 
All Others! 


“WHERE 


ba: $4. TY AUTHORIZED SALES & 


KEM-GLO Miracle Lustre Enamel. 
“WHERE TO BUY IT” 


al 


TO BUY IT” 


Let Trade Mark Service 
guide prospects 


GOLD SEAL x 
FLOORS AND LLS 
The famous GOLD SEAL is 
your guarantee of satisfac- 

tion or your money back. 


direct to your dealers 


There’s one sure, economical way of getting national 
advertising to pay off at the community level. Use 


| 


Trade Mark Service in the ‘yellow pages’ of 
the telephone directory as the signpost in 
every important market. 


Trade Mark Service links your trade-mark or brand 
name with the list of your local dealers. Prospects can 
then easily find where to buy your branded product 

or service in their local communities. 


Trade Mark Service is the buying guide to keep 
prospects from getting side-tracked by substitutes. It 
works 24 hours a day— every day in the year. 
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Suggests Some Brightening 
of the Mundane 


To the Editor: Here’s an idea for 
you that has germinated from con- 
versations I have had with various 
readers of your excellent and 
ethical publication. 

My idea, I believe, is in keeping 
with the high standards of the 
magazine, and might even be con- 
sidered a practical “art form” by 
those in the advertising and press 
agentry field. 

Without further ado, the idea is: 
Promote a contest among your 
thousands of readers for the 
“cheesecake” picture of the month. 
Whether or not you would award 
a monthly prize, an annual one, 
or none is a matter of detail. 


, “- 
New Sales Opportunities 
for Fishing Tackle and 
Equipment Manufacturers 


) It will pay to investigate this new tackle and 
equipment merchandising medium. Write of 
phone Fred E. Owens, Publisher 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


In the past I have submitted to anything but complete. 
AA, and have had them used, | 
well conceived. ..literally and fig- Community, whereas for our 1847 
uratively...cheesecake pictures. Rogers Bros. brand we_ spent 
They of course would have to $285,173 and for Holmes & Ed- 
have some application to the ad- | 


_vertising field, as did the ones I 
submitted. 

While cheesecake might appeal 
to the baser instincts, it can also 
icreate reader interest and add 
| brightness to more mundane mate- | 
rial. 

The ball is yours, now. 

Pavu.t Ricks, 

Regan & Ricks, Public Rela- 

tions, Chicago. 

AA will promote no cheesecake 
contests, but it has no objection to 
printing good cheesecake submit- 
ted by readers. The only require- 
ment is that mentioned by Mr. 
Ricks—that they have some logi- 
cal application to the advertising 
field. 


PIB Omitted Leaders 


To the Editor: On Pages 48 and 
49 of your March 2 issue you 
list the expenditures of leading 
advertisers in magazines, farm 
magazines, and newspaper sections 
in 1952. 

Under the Home Building sec- 
tion china, glass, and silver clas- 
sification there are a few silver 


wards silverplate $200,395. In ad- 
dition to this there is another 
brand stamped 1881 Rogers, which 
according to PIB, spent $109,800. 


you have four brands listed when 
actually there are five additional 
brands not mentioned, all of which 
spent $45,000 or over, and five 
more on top of that which spent 
less. 


know about this. 


select the leading brands listed. 
AA printed the full list as re- 
ported by Publishers Information 
Bureau. 


Provides Additional Figures 
on Buxton Expenditures 


your March 2 issue, you include 
the expenditures in magazines, 
farm papers and newspaper sec- 
tions for leading manufacturers. 
Among them ycu have included 


The only silverplate listed is 


Under the sterling silver group 


I thought you might want to 


E. P. HoGan, 
Assistant Director of Adver- 
tising, International Silver 
Co., Meriden, Conn. 
ADVERTISING AGE did not itself 


To the Editor: On Page 48 of 


Wilmette, lilinois » Phone: Wilmette 4714 


manufacturers listed, but it 


Owners and operators of Radie Station WHKAS and Televisien Station WHAS-TV 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
301486 SUMDAY 


372,946 DANY + 


ier-Zourn 


the phrase, “Lady Buxton Leather 
Goods,” and used a figure of 
$115,435. As a matter of fact, 
Buxton Inc. expenditures are as 
follows: 

Buxton billfolds—men 


and women $27,015 
Buxton personal leather 
goods 115,435 
Lady Buxton billfolds §,225 
Lady Buxton personal 
leather goods : 64,255 
$211,930 


We do not suppose there is any- 
thing you can do about this error 
but we are sure the error is re- 
grettable in view of the fact that 
we recently, in a sales meeting, 
quoted the total Buxton expendi- 
tures. There is a chance that the 
printing of this figure might cause 
us considerable embarrassment. 
Won’t you please be nice guys 
and be careful in the future? 
Davin T. LEVINE, 
Amos Parrish & Co., New 
York. 
The figure quoted by AA was 
accurate when checked against 
the source: “PIB Extras,” a news- 
letter published by Publishers In- 
formation Bureau for agency ac- 
count men. 
rs © . 


Maytair House Organ Has 
Some ‘Bragging’ to Do 
To the Editor: We liked your 
front page insertion “If You Don’t 
Like Bragging, Skip This,” and 
are writing to ask permission to 
use this in our own house organ. 
We, too, are running our largest 
issue ever and would very much 
appreciate receiving your permis- 
sion to borrow your nice insert. 
Mo.tiy Dover, 

Advertising Manager, May- 
fair Mfg. Co., Brooklyn. 

7 + . 
Cites Another Example 
of ‘Nothing's New’ 
To the Editor: As ADVERTISING 
AcE so aptly puts it, “nothing’s 
ever really new.” You could prob- 
ably start a pretty interesting fea- 
ture with plenty of material 
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a Boy-in 1921! 


1934-1952—Another instance of similarity of theme in automobile ads are these 
for Packard and Cadillac, which appeared 18 years apart. 


Fortune and the Cadillac ad this 
past holiday season. 

By the way, I read H. E. Helling 
Jr.’s letter in your Feb. 16 issue. 
All I can say is I hope Mr. Hell- 
ing in all fairness to himself will 
get hold of a copy of Motor Trend 
magazine, February issue, and then 
hustle to his nearest Willys dealer 
for a ride in the new Aero Willys. 
He will quickly learn that the 
position of the Aero Willys stand- 
ing next to Cadillac is far from 
incongruous. A further check will 
show him that not only does Motor 
Trend rate the Aero Willys tops 
in several departments but a num- 
ber of other automotive editors 
have reported like findings. 

JAMES T. CUNNINGHAM, 

Ewell & Thurber Associates, 

Toledo. 

a 


a © 
‘Watery.’ Pabst Slogan Called 

To the Editor: I have long and 
silently felt “What’ll you have 
..?” was a very watery and ex- 
pensive excuse for good beer sell- 
ing copy. 


Forrest L. Fraser’s staccato and 
confident remarks about the slo- 
gan’s great success [AA, Feb. 23] 
caused me to search for an answer 
to: “Does it sell Pabst Blue Rib- 
bon beer?” The answer seems to 
be an emphatic “No!” 

For the past few years, Pabst 
has not improved its position with 
respect to the brewing industry 
and was about one million and a 


100% among biggest-buying | 
families with children! 


weekly showing how a current ad- 
vertisement resembled something | 
that had been done before. After 
your comparison of the Aero| 
Willys “Hats Off to Cadillac” and) 
the 1923 Jordan “Hats Off to Cad-! 
illac” ads, I came across the en-! 
/closed excellent example of “noth-| 
‘ing’s ever really new.” The Pack-| 
‘ard ad appeared in the May, 1934, 


covered 


METROPOLITAN 
OAKLAND 
AREA 


A “Billion Dollar 
Market’ with over 
one million people 


newspaper 


by one 


CONTRA COSTA CO 


This great and growing two-county market is 
thoroughly covered only by the Oakland Tribune 
the leading Northern California newspaper in 


@ DAILY CITY CIRCULATION 


@ HOME-DELIVERED CIRCULATION 
e@ TOTAL ADVERTISING 


ALAMEDA CO 
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Representatives Including Sunday Magazi 
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half barrels behind both Schlitz 
and Budweiser in 1952. In 1946, 
Pabst was in first place. Today, it 
is third in sales in the industry. 

By careful reading of Mr. Fra- 
ser’s remarks, advertising men will 
find a number of other weak points 
in Pabst’s merchandising and ad- 
vertising strategy. Because we like 
to see the advertising industry rep- 
resented by copy that sells mer- 
chandise, let’s hope Pabst devel- 
ops some practical, compelling sell- 
ing copy. Then Mr. Fraser and his 
crew won't have to go out on the 
streets begging: “You’ve enjoyed 
our programs. Now try our prod- 
uct.” 

Lon W. RAMSEY, 
Vice-President, the L. W. 
Ramsey Co., Chicago. 


Hoffman-Manning Agency 
Opened Last August 

To the Editor: Congratulations 
on your fine issue of Feb. 23, 1953, 
which, as always, was extremely 
interesting and informative. 

However, on Page 98 under 
agency closing, you include this 
agency. 

Please be advised that we 
opened our doors in August and 
are very much alive and kicking 
at the present time, having added 
ten new accounts since that time. 

Epwarp N. HoFFrMAN, 

President, Hoffman-Manning 

Inc., New York. 

AA apologizes, wishes Hoffman- 
Manning continued success. The 
“closing” reported was in fact an 
“opening.” 


Business Papers’ Editorial 
Scope Vital, Readers Agree 
To the Editor: I am sure all of 
your business paper  publisher- 
readers privately voted “kudos” 
to G. D. Crain as a result of his 
profound statements to the Chicago 
t. f. Club regarding the advertising 
importance of the editorial con- 
tent of business papers (reported 
in ADVERTISING AGE, Feb. 23). Mr. 
Crain certainly voiced the truth 
when he declared that circulation 
alone was hardly a suitable yard- 
stick for advertising analysis with- 
out consideration of the compara- 
tive value of editorial 
which a magazine renders. 
While all that Mr. Crain said is 
obviously true, it is unfortunate 


that almost every advertising 
agency completely ignores the 
cardinal principles which Mr. 


Crain so aptly outlines. This is not 
generally true of the advertisers 
themselves, whose money is being 
spent. The situation would not be 
so serious except for the fact that 
a large number of industrial ad- 
vertisers allow agencies to make 
all business paper schedule deci- 
sions including selection of papers 
to be used. 

Though the agencies always 
loudly disclaim the existence of 
said practice, it is commonly 
known that the majority of busi- 
ness paper space is bought on the 
basis of page rate vs. numerical 
circulation. ..with an occasional at- 
tempt made to analyze the quality 
of the circulation. Not one time 
in 1,000 is the editorial job that 
a trade paper is doing for the in- 
dustry given attention by the space 


buyer and/or the account execu- | 


tive serving the account. 


In fact, in the majority of cases, | 
the agency personnel responsible | 
for buying trade paper space use| 


service | 


| timate trade papers from those 
more commonly referred to as 
“racket sheets,” “association pres- 
sure sheets” or “paper converters.” 

The latter term refers to those 
trade papers which have been able 
to operate successfully by con- 
verting the agency weakness in 
trade paper space buying practice 
to benefit by stressing only nu- 
merical circulation. This classifi- 
cation never contributes worth 
while editorial content to the edu- 


dustry involved, feeling that the 
expense which would be required 
to do so can be eliminated without 
resultant harm to the advertising 
volume. 

Many trade paper readers refer 
to these fellows as the “reprinters 
of the mimeo or puff releases”... 
that is, magazines where editorial 
originality is, to say the least, 
“not in evidence.” The fact that 
a great many business papers in 
this class are more successful in 
acquiring advertising recognition 
and acceptance than their contem- 
poraries who really are doing an 


cation or advancement of the in- | 


| editorial job is eithe 


‘the sales genius of | former or 
asad commentary on = quality of 
business paper spa buying in 
general. 

In any case, all le’ mate busi- 
ness paper publisher. il! applaud 
Mr. Crain’s commen Perhaps in 
time agencies (artd .vertisers) 
will be able to c dinate the 
space buying functio 6 the point 
where the known ec. orial value 
of trade publications il] be given 
the consideration it d. crves in the 
analysis of the over- '! advertis- 
ing value of busines: >:pers. 

FRED 7. |\USSELL, 
Co-Publisher, Wes’. rn Truck- 
ing, Los Angeles. 
e 
To the Editor: Once again I 


| note that a group of publishers of 
|ABC papers have lambasted the 
give-away, controlled or free cir- 
culation papers or whatever you 
call them. 

There seems to be a widespread 
belief that when a person pays for 
his trade paper that makes him 


| 


for free he chucks it in the gar- 
bage can... 

I’m all for paid circulation as 
against giving a paper away for 
free. I'll go along with the old saw 
that anything given away for noth- 
ing is never appreciated. 

But I will not subscribe to a type 
of paid circulation where the sub- 
scription fee is something of a 
gimmick just to let the publisher 
represent his paper as ABC and/| 
have his salesmen tell prospective | 
advertisers “Sure we’re an ABC 
paper.” .. 

As your very own G. D. Crain. 
said the other day: “The guts of | 
every business publication is its | 
editorial content and until business | 
publishers are convinced that the | 
editor is the hero of their story, | 
they’re not going to produce the | 
kind of publications advertisers | 
simply can’t afford to stay out of.” 

Mr. Crain, you said a MOUTH- 
FUL. But far too many publishers 
think the editor—and in many | 
cases have that kind of editor—is | 
just a guy hired to throw editorial | 


tribute to|a KEADER. That when he gets it| junk around the advertising. 


IRVING GENETT, 
Editor, Floor Covering Week- 
ly, New York. 


art and design. A limited art 
doesn’t limit your art possibili: 


Every monthly issue can s 
with art and { 


| limited art budget 


Whit FOR FREE SAMPLES 


MULTI-AD SERVICES, INC. 


and have increased 


the U. S.* 


U. S. gain.** 


only SRDS circulation and rate. 


figures and often do not look at, 


or compare, the publications under | 
discussion. And even when they | 
do, format outweighs quality of | 


contents as a measuring factor. 
Perhaps the fault lies with the 


advertiser for not taking a closer | 
interest in matters pertaining to. 


Che Salt Lake Tribune 


(MORNING & SUNDAY) 


the spending of his money. The ad-| 


vertiser should necessarily famil- 
iarize himself with the editorial 
content of the various trade papers. 


when we talk about the 


Great Salt Lake Intermountain Market 
We MeCAN «. « « 


retail sales up yy | Oo 
wholesale sales up 323.1 Vo 


Retail Sales annually are $114 Billion, 


310% since 1939. This 


is 20.3% above the percentage gain of 


Wholesale Sales amount to near!y $114 


Billion annually and ire up 323.1% since 


1939. This is 54.7% above the pe: centage 


v. 


MOLONEY, REGAN 


SPAP, 
ote 
WS , - 


“AGENY 
Represented Nationally By 


ted 


Salt Lake City and 
Retail Trading Zones 


— Circulation Area 


These figures are further proof of 


the great growth this market is undergo- 


ing. 


Reach it all through two outstand- 


ing newspapers with one money-saving 


buy. 


*Sales Management 


& SCHMITT. INC, 


Metropolitan Sunday Newspapers 


*°*Consumer Markets 


=? DESERET NEWS wo 
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DERUS ASSOCIATES 
The Leader in Rapid Production 
and Effective Distribution of 
Radio Releases and News Mats 


Home Office 
420 N. MICHIGAN 
CHICAGO 11 
Phone SUperior 7-4360 ' 


GF Learned Lots 
in Merchandising 
Its Minute Rice 


tising managers to the Assn. of 
National Advertisers today. 

H. M. Cleaves, marketing man- 
ager of the associated products di- 
vision of General Foods Corp., re- 


changed from emphasis on “new- 


really a one-dish package. It now 
tried a 15-oz. unit three times the 


size of the first. It did well, boost- 


‘ing business 50% and not cutting 
ANA Meeting | small package sales. 


| 
ported that Minute rice is now 
the largest selling brand of rice— @ The company also tested 2¢ and 


Hor Sprines, VA., March 19—The | gocpit hat 70% of its 5¢ deals to see whether stepping up 
rise of Minute rice, and the con-| erect po "lias Sea of the size of purchase per family 
tinuing problems of merchandising rice ysers. 
in a highly specialized field, held 
‘top billing as five dissimilar case "pr 
histories were unveiled by adver-| et in January, 1946, in test areas, Changes, up and down, adjusting 


would increase frequency of use. 
During the three-year period, 
s Minute rice broke into the mar-|the product had seven price 


‘using newspaper advertising andthe specialty product to the com- 


THE 


is the only monthly pub- 
lication devoted to the 
rapidly expanding soy- 


@ : pa bean industry. Read by 


35 EAST WACKER DRIVE 
CHICAGO 1, ILLINOIS 
ANdover 3-3042 


producers, processors, 
grain handlers, manu- 
facturers and others in 
. 44 States, the District of 
Columbia, and foreign 
countries. 


‘radio spots. The manufacturing modity (regular rice) market. 
process had been bought by GF; During the same three years, it 
just before the war. The war lim-| had revised the promotion sched- 
ited its production, and now it was ule five times, the package was re- 
‘ready to go. For two years the} designed three times, copy changes 
‘company moved market by market,|and media changes had been ex- 
‘and the results were clouded by a tensive, and the basic philosophy 
severe shortage of regular rice. ‘of marketing the product had 
| In 1949, magazines were used,|bounced back and forth “like a 
‘aimed at the large group of infre-| yo-yo.” 

quent users of rice which research| “We re-learned the hard way,” 


j|had showed existed. The copy |Mr. Cleaves reported, “that: 


‘DO BUSINESS 
GAZINES REACH HIDDEN 
BUYING INFLUENCES 7” 


ol Cle Stes 


Survey Shows: BUSINESS MAGAZINES REACH MANY BUYING 


schedule. 


PROJECT: To determine how thor- 
oughly business paper advertising 
reaches customers and prospects of 


U. S. Steel. 
PROCEDURE: Each 


Steel divisions was asked to name 
all people its salesmen saw in one 
large, one medium and one small 
company. Salesmen named 105 sales 
contacts in the 33 companies. The 
list was compared with lists of sub- 
scribers to publications U. S. Steel 


McGRAW-HILL PUBZISHING COMPANY, INC. 


ApD 


wEARBaUARTE 


103 of 105 cates contacts, in 33 


plants checked, subscribe to publica- 
tions on U. 


pian 


S. Steel’s advertising 


. 


~ INFLUENCES THAT SALESMEN NEVER SEE 


was using to contact industry. 


RESULTS: 103 of 105 named sales 
contacts were subscribers to at least 


1850 other MEN in these plants—with buying- 


infiuence titles for U. S. Steel products—also subscribe 
to these publications. 


t oth the known and unknown buy- 
ing influences to build recognition 
and acceptance for products or serv- 
ices. 


one of the publications on U. S. 


of 11 U. S. 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 


LY 


Steel’s advertising schedule. In these ° ° . 
same companies there were 1850 
other men with titles indicating buy- 
ing influence for U. S. Steel products 
who were subscribers to publications 
carrying the company’s advertising. 


CONCLUSION: Business magazines 


make and maintain contact with 


A report of the above study is con- 
tained in our Research Department’s 
Laboratory of Advertising Perform- 
ance Data Sheet +1021. If you want 
facts regarding this or other subjects 
related to business paper advertising, 
ask your McGraw-Hill man. 


M-GRAW-H//) 1 we g 


€ FOR BITISINESS 
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“A specialty, generally, does not 


ness” to convenience. Minute rice| compete with a commodity. 
‘had been using a small package, 


a “The real selling points of the 
product—quick to make, easy to 
prepare, and a perfect end re- 
sult—could be sold to consumers 
whose previous experience had al- 
ways been negative. 


price for the product advantages, 
and that we only weakened our 
position when we slashed the price 
and the promotion funds to com- 
pete with the basic commodity. 

“Finally, we learned that we 
were selling a quick, easy. ..food 
idea which was much easier to 
sell than rice.” 

Minute rice now uses TV; it 
works cross-merchandising deals 
with other advertisers (as with 
Hunt Foods on Spanish rice); it 
now is concentrating on magazines, 
TV and outdoor, and it is expect- 
ing two new competitors, one from 
a major food company, the other 
already being distributed on the 
West Coast. 


s The importance of pre-planning 
industrial advertising campaigns 
was emphasized by J. Stanford 
Smith, advertising and sales pro- 
motion manager of General Elec- 
tric’s apparatus sales division. Mr. 
Smith, who was Industrial Mar- 
keting’s Industrial Adman of the 
Year in 1951, told how GE brought 
a new line of fractional horse- 
power motors into the market 
early in 1952. 

Mr. Smith told how research 
helped to find out what customers 
wanted in a motor, how the re- 
search was translated into specifi- 
cations, how manufacturing built 
the samples and turned out the 
new line. Then came setting up a 
promotion time table, reaching 
back 200 days before the introduc- 
tion of the new line. He followed 
it step by step, through press con- 
ferences, sales meetings, hand- 
books, the breaking of the ad- 
vertising, the industrial film pro- 
gram, internal information for 
workers, and down-to-earth, fac- 
tual copy for business paper fol- 
low-through. 


® How an unusual angle gave a 
stolid business a lift was de- 
scribed by Lewis W. Selmeier, ad- 
vertising and sales promotion chief 
of RCA Estate Appliance Co. Four 
years ago, the company decided 
to try to break out of the pat- 
tern of range advertising and 
started featuring food in its ads. 
Then it tried using movie stars (a 
departure in range advertising, if 
commonplace elsewhere). 

Then Mr. Selmeier decided to 
approach Duncan Hines, who co- 
operated for free, and the range 
copy offered a 64-page cook book 
for 25¢. The sales were excellent, 
and the campaign is continuing. 
With a relatively small national 
budget, he said, “our trade has 
enthusiastically embraced this pro- 
gram, and their enthusiasm has 
been confirmed by public re- 
sponse.” 


= John C. Dowd, president of 
Dowd, Redfield & Johnstone, un- 
derlined the importance of work- 
ing market by market, as he de- 
tailed the success of Rapidol Dis- 
tributing Corp.’s Blensol. This hair 
coloring was launched with much 
less hoopla and money than Tint- 
air, to the point where it has a 
substantial share of the market. (A 
detuiled story on Blensol’s success 
and advertising technique ran in 


AA, Nov. 13, ’50). 

George Guglielmone, v.p. and 
| general manager, Chester H. Roth 
Co., maker of Esquire socks, told 
the assembled admen how Roth 
| had integrated merchandise sam- 
‘ples with its displays and adver- 
| tising aids. 


| Business Publishers Grow 


_ The Chicago Business Publica- 
tions Assn. has added 45 member 
| publications. 


“They were willing to pay the — 
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Advertising Ac e 


R OF MARKETING — 


Feature Section 


C. M. Spots a Refresher 


Woolf Quotes the Bard 


How to Protect a New Product 


Bogus Type Is Well Named 


THE NATIONAL NEWSPA® 


Crisp Reports Some Findings from Four Years : 


of Pretesting Printed Advertising 


Our first finding has broad implications 
for all advertisers. It is not a surprising 
finding, but its significance is widely ig- 
nored. We have learned that consumers 
read ads today with a “shutter mind.” 

You all know that advertising expendi- 
tures and volume are rising, that new 
media have entered the picture. But have 
you ever thought about the effects from 
the consumer’s standpoint? Put yourself 
in the consumer’s shoes for a minute. 
You find yourself exposed to a deafening 
and clamorous advertising barrage of 
claim and counter-claim. How do you 
react? Consumers have reacted to this 
flood of advertising by learning to swim! 
They have reacted to protect their sanity 
as living organisms have always reacted. 
They have developed a defense mech- 
anism. That defense takes the form of 
what we call “the shutter mind.” 


s We have learned that consumers can 
skim ads at truly astonishing speed. Most 
ads get less than a glance, because, from 
the consumer’s viewpoint, that’s all they 
are worth. Other ads stop her cold. In 
the briefest snap of time, consumers clas- 
sify ads and click their mental shutters. 
This is “just another ad,” and that’s all 
for you; or “this one has something for 
me,” and you have time to make a pitch. 

What does this mean to people who 
prepare and okay ads? We think it means 
that the subtle, the indirect, the circui- 
tous approaches are on their way to join 
the dodo. There isn’t time to develop a 
roundabout approach to your sales mes- 
sage. To do so is for all the world like 
a baseball pitcher taking a long wind-up 
with the winning run on third base in 
the last of the ninth. The game is over 
before he can deliver. 

It is likely to mean also that adver- 
tising is going to have to improve. If you 
bury your product’s consumer benefit 
deep in the copy, you will find it is the 


~ 


we pute! See came? 


hides looks and feels so naturally lovely! 


Pan-Stik 
bey 


wax Factor 


At the Assn. of National Advertisers’ meeting in Hot Springs, Va., 
last Wednesday, Richard Crisp, director of marketing research for 
Tatham-Laird Inc., Chicago agency. declared that four years of re- 
search have convinced him that pretesting printed advertising can 
be accomplished in terms of determining to what extent the ad trans- 
fers its message to the minds of readers. Some of his specific find- 
ings are reported in the accompanying major extracts from his talk. 
A 56-page description of the technique used in these studies is 
available from Mr. Crisp upon request to him or through Advertis- 


ing Age. 


honored guest at a poorly attended, but 
expensive, wake! 

Unless your ads are unique, by far 
the majority of the people you spend 
money to reach get nothing from your ad 
that doesn’t reach them before they snap 
their mental shutter. Think about your 
ads a minute. Are you satisfied with how 
hard they are working on the prospects 
who see them just that long? 


# Our second major finding is that con- 
sumers have a mental “set”? toward each 
product class. This comes from within 
themselves, and influences their reactions 
to ads for each type of product. I can 
illustrate this very simply. Women who 
have naturally curly hair don’t spend 
their time reading the highly competitive 
claims in home-permanent ads. 

We find that advertisers who use “at- 
tention devices” to increase their reader- 
ship sometimes succeed in attracting into 
their ads people who are not prospects 
for their products. But we find those 
“extra passengers” usually “get off” be- 
fore fares are collected and the commer- 
cial delivered. We have indications that 
the effect of some such attention devices 
is to reduce the impact of your ads on 
your bona fide prospects. 

Our third finding is that consumers 
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look to ads for helpful information. The 
idea that we must somehow trick con- 
sumers into our ads, or sugar-coat our 
messages to force them down the reluc- 
tant consumer’s throat, is one that is out 
of step with the attitudes we find toward 
ads. This finding must of course be con- 
sidered against the background of the 
“shutter mind” and mental “set” already 
mentioned. 

If your ad succeeds in holding open the 
shutter mind—either because yours is the 
kind of a product toward which that con- 
sumer is favorably disposed by her men- 
tal “set” or because of the way you tell 
your story—you don’t have to circle the 
airport several times before you come in 
for a landing with your message. Sell, 
brother, sell—don’t fool around!... 
[Readers] want helpful information, but 
they won’t work their way to Siberia to 
get it! 


s Here (1, see next page) is the best ad 
we have ever studied. It was not prepared 
by our agency. In a series of six different 
sets of interviews, in which this ad was in- 
cluded, average recall was 99%. Women 
told us almost everything about that iron 
.. how much it weighed, how the control- 
knob worked, how it could iron around 
buttons because of the slot in the plate, 
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what the brand name was, and how much 
it cost. Some of them even told us the 
name of the consumer cited in the sub- 
head! 

We submit that this is a mighty impor- 
tant finding. It means you can use your 
expensive white space to sell your prod- 
uct, instead of using a big share of it to 
“clear your throat” as far as your sales 
message is concerned. 


# Our fourth important finding concerns 
the question of believability. Does the 
consumer believe the claims in your ads? 
The answer depends in part on what kind 
of product you're selling. In some prod- 
uct classes, there is no tendency to reject 
advertisers’ claims as unbelievable. On 
other types of products, the believability 
barrier is high. In the case of advertising 
for products like food and refrigerators, 
believability scores range as high as 85% 
and 90%. For cosmetics, including sham- 
poos, an ad that is believed by much more 
than half its readers is relatively rare. 

And mark this: The consumers who 
don’t believe your ads are likely to be 
your best prospects. We find that [the 
consumer’s] past experience with prod- 
ucts of the type you advertise is one of 
the most important sources of disbelief. 

Specific copy claims—even single 
words—may be keys to the believability 
of your ads. Many women considered 
this ad (2) to be unbelievable. Why? 
Because they know from experience that 
nothing is going to work on their hair 
“instantly.” 


= The technique you use is also a key 
to your believability performance. Here 
is a Lustre Creme testimonial-type ad (3) 
featuring Elizabeth Taylor. Do women be- 
lieve that Liz uses Lustre Creme? They 
do not. Their reasons confirm your con- 
fidence in the common sense of the Amer- 
ican consumer: “Because she has her 
hair done in a beauty parlor, and they 
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don’t use Lustre Creme.” 

We have explored at some length the 
performance of ads featuring Hollywood 
personalities. We find a high proportion 
of women with strong negative reactions 
to such ads. Their opinion is that stars 
are paid for their endorsement. They tell 
us, “They get their pin money by posing.” 
The attitude that “they couldn’t possibly 
use all the products they endorse” is often 
expressed. 

The very practical] question of whether 
such testimonials add to or detract from 
your ability to deliver a sales message 
for your product is always present. In the 
case of this ad, a product’s sales message 
wrestled with Corrine Calvet (4). That’s 
fun... but Corrine won. For Corrine, it 
was a fine ad; for the product, not so 
good. 


s Our fifth finding is that ads do not 
always say to consumers what the ad- 
vertiser intended them to say. This ad (5) 
told. we thought, a straightforward story. 
Patented new ingredients made possible a 
new kind of lipstick, with all these won- 
derful consumer benefits. That was not 
the story consumers got from the ad. It 
said to them, “New lipstick colors.” Be- 
cause a batch of new colors is old stuff 
in the lipstick business, women weren’t 
interested. An interim ad (6) shifted di- 
rection. This ad was used in the national 
break of the test-market ad, and did a 
far better job. 
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We have found that consumers are 
often confused as to the kind of product 
that is advertised, as well as to the iden- 
tity of the advertiser. This is a tough 
problem in a highly competitive field... 
Unless you can fasten your brand name 
firmly to the sales ideas you pound home, 
your ads are likely to be succesful pri- 
marily for your competitors. 

We have found that in securing brand 
identification it is sometimes better to 
whisper than to shout. Here (7) is an ad 
we studied for a cleansing product [Satin 
Flow]. Note the product name, in small 
type, at the bottom of the ad (above). 
Another ad for the same product takes a 
different approach to the task of register- 
ing the brand name. For some reason, this 
ad (7, lower) has been referred to by 
some who have seen it as “a client’s dream 
ad.” It puts the product name in a type 
size which might otherwise be reserved 
for news headlines reporting Malenkov’s 
suicide. But here’s the shocker: The first 
ad, with the brand name whispered rather 
than shouted, registered that brand name 
with a full 50% more people than the 
second ad did! 

* . . 
s All of our studies of advertisements 
are made among consumers in what Prof. 
Warner calls the “common man” level. 
This is a most important point. The ad- 
vertising business pays well. Most of the 
men who write copy for white space 
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costing many thousands of dollars live 
in places like Larchmont or Winnetka. 
They spend most of their time talking to 
and associating with other men in the 
same income and socio-economic brack- 
ets. As a result, they have few opportu- 
nities to get the unvarnished reactions 
of typical prospects to their masterpieces. 
Our research approach provides those re- 
actions. 

We find that a very substantial pro- 
portion of all the advertising we study is 
well over the heads of a big proportion 
of consumers in the mass-market group. 
It isn’t that such people are less intelli- 
gent—it’s just that they have a whale of 
a lot less verbal facility and much smaller 
vocabularies than copywriters. It is also 
true that they don’t reason by the nice 
link-by-link logical processes which are 
inherent in many different advertising 
approaches. Again from the standpoint of 
the consumer, it’s probably just as well 
that so many ads are over the heads. 
Think of the time that saves the con- 
sumer! 

You may naturally wonder whether the 
dice are loaded, in this research technique 
of ours. They are not. In one series of ads 
we studied, one of our ads was best. In 
the same series, one of our ads—product 
of the same creative group—finished last! 
The hundreds of ads we have studied 
have included some we prepared which 
can only be described as “stinkers.”’ This 
is always a painful disclosure for research 
to have to make. There are two con- 
solations: First, if we didn’t have this 
research approach, we wouldn’t know 
they were clunkers. Second, most of them 
never got into proof form, because we 
use this approach to pretest rather than 
to post-test ads. 

Our most recent development has been 
an extension of this approach to the 
testing of television commercials. 


® From our explorations of copy re- 
search, we have concluded that print ads 
can be pretested. That pretesting makes 
important contributions to an agency’s 
level of creative judgment. It’s a fright- 
ening thought for anyone who knows 
agencies’ costs today, but I am convinced 
that the day is not far off when no major 
campaign will be launched without being 
exposed to some type of pretesting. With 
the cost of white space as high as it is, 
the stakes are too high to gamble unnec- 
essarily. Copy research can reduce that 
risk. By doing so, it can increase the ef- 
fectiveness of the millions of dollars spent 
every year in printed media. 


Advertising Age, March 23, 1953 
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The Creative Man‘s Corner... 


A quart of things to think about 
_ before you buy a television set 
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Big, fine-grain pictures 
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on an advertising page. 


Clear Focus 


The most refreshing campaign to come aiong in a long while is Zenith’s 
recent color pages in behalf of its TV sets. Simple and fundamental in ap- 
proach, copy and layout alike, it would be refreshing in any field—but, in the 
TV set field, it’s a stand-out. Instead of inventing a lot of counterfeit terms— 
a practice that has distinguished TV set advertising for all too long—Zenith 
confines itself to explaining, in terms anybody can understand, how the set 


Helped by a dramatic and colorful display of the set’s innards, the copy 
advances the following simple and completely comprehensible argument: 

(1) The performance of a TV set depends largely on the quality of its 
parts and the care and skill with which those parts are assembled. 

(2) Every one of Zenith’s 1,543 parts far exceeds standard specifications. 

(3) Every one of approximately 580 connections is carefully, skillfully 


Not only is the language concrete and therefore devoid of suspicion, but 
the careful counting of the parts and connections—1,543; not “more than 
1,500”; and 580; not “in excess of 500”—lends credence to the Zenith story. 

And—wonder of wonders—listen to the description of the features! 


Cabinets that complement your furniture 
Works equally well on UHF or VHF 
The shock of finding plain, honest-to-God English in a TV set ad is a little 
hard to take. But one recovers quickly—and his first inclination is to go out 
and see and listen to a Zenith, the first TV set to be brought into clear focus 
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Mail Order and Direct Mail Clinic. .. 


How to Protect a New Product 


By Whitt Northmore Schultz 

Let’s take a look at the mail this 
week. .. 

Q. “Suppose you have an idea for a new 
product. How do you protect it in the ini- 
tial stages of development?” 

A. First, write yourself a detailed let- 
ter describing your product. In this letter 
tell when you conceived your idea—spe- 
cific time and date. List the product’s 
functions, its size, shape, color, what ma- 
terial (s) it can be made of, and all other 
pertinent details. 

Next, make a sketch of your product 
showing it in action, doing the exact job 
you claim it can and will do. After you’ve 
described your new product in minute 
detail, seal your descriptive letter in a 


sturdy envelope. Address this envelope to 
yourself. Send the letter by registered 
mail, return receipt requested. 

When you receive the letter and the 
signed return receipt, put the unopened 
letter and the receipt in some safe place, 
such as your safety deposit box at your 
local bank. This unopened document, 
when opened and read by a judge, will 
stand up in any court should you have to 
prove that you originated the new product 
in question. After taking these precau- 
tions, take your idea to your lawyer and 
have him start patent and copyright 
searches if you believe that the product 
is new, original, and serves a human need 
as well as, or better than, any other item 
on the market today. We followed this 
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Now—the 2 top favor ites are together! 


Crealive Cookery 


“the most remarkable cooking program in the history of radio and television” 


CHICAGO’S TOP FAVORITE AMONG ALL LOCAL TV SHOWS 


Now on Chicago's TOP TV station WNBQ 
Channel 5 11:00-12:00 Noon Monday thru Friday 


*Final results of the Annual TV 
Forecast Magazine Audience Poll show 
CREATIVE COOKERY voted the 
“Top Favorite” television show of all 


local shows on the air! 


For availabilities on 
Creative Cookery call 


Station WNBQ-Chicago 
or 
NBC Spot Sales 


Chicago - New York - Cleveland 
Hollywood - San Francisco 
Atlanta* - Charlotte* 


*Bomar Lowrance and Associates, Inc. 


Creative Cookery is conducted by Francois Pope, director of the nationally ‘1mous Antoinette 
Pope School of Fancy Cookery. He is ably assisted by his two sons, Frank and Robert Pope, 
instructors at the school. Creative Cookery is a Personality Features product on. 


NBC in CHICAGO 
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Same procedure recently and we now 
have a patent and a copyright on our 
Master Key can opener. 

Q. “Which is better to use, the execu- 
tive’s name or title?” 

A: The turnover in executives is close 
to 39%, according to McGraw-Hill sta- 
tistics, as reported in a recent Direct Mail 
Advertising Assn. newsletter. In normal 
times, out of every 1,000 executives, 503 
stay put; 497 move, change titles, shift 
locations, transfer, quit, or die. There- 
fore, it would appear more profitable to 
address your direct mail promotions to 
titles. Sometimes, however, to give your 
mailings an important and needed change 
of pace, it’s wise to mail to specific names, 
followed by a later mailing to titles. 
Blanket coverage is thereby accomplished. 

Q. “How do you handle military ad- 
dresses?” 

A. Because men and women in the 
armed forces are usually on the move, 
we haven’t found it practical to put mili- 
tary names and addresses on permanent 
plates. Instead, we type file cards, ac- 
knowledgement cards and labels for our 
military customers. A great many service 
people shop by mail because of their 
limited amount of time off duty. Hence, 
it’s often smart to encourage orders from 
service personnel. But mailing lists com- 


Salesense in Advertising ... 


posed of service people change too often 
to be accurate and profitable. 


® Q. “How should a woman’s signature 
be written on a letter?” 

A. Clearly, of course, and as it would 
be if affixed to a check or legal docu- 
ment. If, for example, Jane Doe wishes 
to indicate her marital status, she can 
and should use, in parentheses, (Miss) 
or (Mrs.) before her name. Or, she can 
add Mrs. John Doe in parentheses below 
Jane Doe. In an effort to keep mailing 
lists accurate, female correspondents es- 
pecially should take far more care in 
writing their signatures. Women, tests 
show, are the nation’s No. 1 mail order 
shoppers. 

Q. “Can radio effectively bolster direct 
mail?” 

A. Yes, and it should be used more 
often for special mailings, in my opinion. 
Recently Reader’s Digest employed spot 
radio commercials to help boost its direct 
mail efforts. The radio spots, I under- 
stand, were beamed into homes where 
the direct mail offer had been sent, urging 
listeners to read the mail offer. Careful 
timing is a must when the radio-direct 
mail team goes into action. Spots should 
be timed to go on the air the day—the 
hour, if possible—that your direct mail 
arrives. 


There Is Persuasiveness in 
Bashful Sincerity and Comely Love 


By James D. Woolf 
Advertising Consultant 

Some hobbyists collect stamps, others 
old coins, and still others butterflies. A 
correspondent of mine, a New York agen- 
cy man, has for some time been collecting 
what he calls “Incredibilities” in adver- 
tising copy. An Incred- 
ibility, as defined by 
this student of human 
gullibility, is any prod- 
uct claim that is too 
extraordinary and im- 
probable to admit of 
belief by persons of 
average common sense. 
He agrees with Con- 
sumers’ Research that 
gudgeons are far 
scarcer than a generation ago, and that 
is one reason why, aside from the ques- 
tion of morals, he believes the matter is 
important. 

Enclosed with this collector’s letter is 
a list of an even hundred Incredibilities 
he has culled from advertisements ap- 
pearing during all of 1952 and up to now 
in 1953. Some of his Incredibilities are 
not necessarily untruthful, but they are 
ballyhooed in such extravagant terms 
that one must be insensate indeed to be- 
lieve them. Other of his Incredibilities 
are out and out exaggerations and un- 
adulterated misrepresentations. 


James D. Woolf 


® Conspicuous in his list are the claims 
made in the current Philip Morris copy, 
which goes like this: “Remember, you’ll 
feel better when you change to PHILIP 
MORRIS. In case after case, coughs due 
to smoking disappear ...parched throats 
clear up...that stale ‘smoked out’ feel- 
ing vanishes! So take your choice, but 
make your choice Philip Morris—Amer- 
ica’s Most Enjoyable Cigaret! KING-SIZE 
or REGULAR—you cannot buy any other 
cigaret of equal quality!” 

I shall not waste AA’s paper or my 
readers’ time by setting down here this 
collector’s hundred Incredibilities. The 
advertising fraternity knows them all. It 
is worth noting, though, that dominating 
his list are advertisers of cigarets, beers, 
household soaps and detergents, patent 
medicines, dentifrices, and certain types 


of beauty preparations. The current claim 
of Quaker Oats appears on the list. ‘““What 
Would You Pay to Feel Good All Day?” 
asks the headline of a February adver- 
tisement. “A piping hot breakfast of 
Quaker Oats can be the little difference 
that sets you up for the day.” My cor- 
respondent says he isn’t charging this 
advertiser with mendacity, but he does 
believe this copy makes a VERY LARGE 
PROMISE, at least in the display type, 
that few readers will believe. 

The issue now being discussed isn’t 
necessarily wickedness, although there 
still exists enough gross misrepresenta- 
tion in advertising to keep Better Busi- 
ness Bureaus on the hop. The issue, at 
least within the scope of this present 
piece, concerns these two questions: (1) 
Are advertisers being smart, from the 
standpoint of effective copy, when they 
indulge in the reckless use of superla- 
tives, exaggeration, extravagant language, 
and promises that strain the eredulity 
of the average reader or listener? (2) Is 
such advertising practice a power for the 
best interests of all concerned? 


® Admittedly, competition for brand 
dominance is relentless in nearly every 
category of merchandise. Is savagely re- 
lentless copy the advertiser’s only hope? 
Is the superlative a necessary means of 
persuasion and conviction? Must copy, to 
be effective, present the product as being 
supreme, the utmost and the highest, sur- 
passing all others? Hard and fast rules 
for conviction are, of course, impossible 
to give, but I feel sure of this: Promised 
benefits in copy must be consistent with 
ordinary human experience. 

Wickedness, as I’ve said, is not the 
present issue. Aside from the question of 
ethics, let me say that an idea need not 
be true to be acceptable. Its acceptability 
depends largely on our past beliefs and 
prejudices. For example, the Philip Mor- 
ris promised benefit, regardless of wheth- 
er it is true or false, is in my judgment not 
consistent with ordinary human experi- 
ence. It is hard for me to believe that 
most smokers will accept the promise that 
this cigaret will, for an unexplained rea- 
son, actually make them feel better. For 
the same reason, how many people will 
accept the implied promise that Quaker 


Oats will make them feel good all day? 
There is nothing in our past beliefs and 
prejudices and experiences to support our 
acceptance of the idea that rolled oats 
or any hot cereal will give us an all-day 
lift. 


= I am an ardent believer in copy that 
is consistent with ordinary human experi- 
ence. This rules out superlatives, exag- 
geration, misrepresentation, and just plain 
silliness. I do not stand alone in this be- 
lief. Many of our most successful ad- 
vertisers are paragons of virtue along the 
lines discussed in this piece. Let’s take a 
look at a few outstanding examples: 

Armstrong’s linoleum. Is Armstrong’s 
linoleum an amazing discovery of science, 
the world’s most beautiful, longest-last- 
ing, and easiest to clean? Could be, but 
Armstrong copy doesn’t say so. Its quiet, 
restrained copy tells the housewife: “If 
you’ve lived with floors of Armstrong’s 
linoleum, you know that they require a 
minimum of care...Spilled things can 
be wiped up easily, and you needn’t 
worry about spilled fats and cooking 
oils, because Armstrong’s linoleum is 
grease-proof—not just grease-resistant.” 
No digs at competition, no superlatives, 
no promises hard for the housewife to 
accept. 

Seven-Up. Seven-Up is in a tough com- 
petitive fight with dozens of brands of 
soft drinks. But, reading the copy, you’d 
never guess it. The reader will easily ac- 
cept the promise that Seven-Up is “‘Crys- 
tal clear and sparkling...so pure, so 
good, so wholesome that folks of all ages 
can ‘fresh-up’ often!” 

Campbell’s soups. Never in Campbell’s 
copy have I noted even the mildest de- 
preciatory allusion to competitive brands. 
Never have I noted an Incredibility in 
Campbell’s copy. Never have I noted such 
a punch line as, ‘““What’ll you have? Camp- 
bell’s! Finest soups served... anywhere!” 
Typical of Campbell’s “hard-hitting” 
salesmanship in print is: “GREEN PEA 
SOUP likes crackers that are salty. This 
soup is a year-round favorite and, in the 
winter months, mothers welcome its high- 
energy goodness. That rich pea flavor’s 
wonderful.” 

Wrigley’s chewing gum. Wrigley’s gum 
has plenty of hard competition, but Wrig- 
ley’s copy “lives and lets live.” No claim 


Employe Communications... 


Bench-Marks for the Executive 


By Robert Newcomb and Marg Sammons 

American industry spends a potful of 
money annually just trying to get super- 
visors to be considerate of their subordi- 
nates. To that end supervisors are cajoled 
into attending meetings on human rela- 
tions, examining moving pictures on how 
to get along with people, and practicing 
the elusive art of spreading sunshine. 

What some executives fail to bear in 
mind is that supervisors frequently reflect 
the attitude and the temperament of the 
Boss Man. If he is a cool and distant num- 
ber, those beside him and beneath him 
are unconsciously persuaded to be the 
same. 


# In Rockford, IIl., the nation’s machine 
tool center, there is a modest little restau- 
rant called Ross’s Place, and some of the 
industrial administrators would save 
themselves a wad of both money and 
anguish if they would visit it. Here one 
finds a formula for good, sound human 
relations. You can probably find it in 
thousands of other places, but Ross’s 
Place is the one we are talking about. 
Here are some of the reminders used by 
Ross in getting along, which the observ- 
ant individual in communication might 
like to record for later reference: 

1. Respect an employe’s dignity. The 
fact that he is one notch, or 20 notches 
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is made that Wrigley’s gum is the 
“World’s Most Refreshing,” or that it 
will make you feel good all day. The copy 
encomiums are modest: “Keep teeth 
bright.” “A sparkling smile is mighty im- 
portant.” “Refreshing.” “Delicious.” 


a Libby’s corn and peas. In the color 
half-page before me, the headline merely 
asks the reader to “Give Libby’s a Whirl.” 
If these two products are “CLEANER, 
FRESHER, SMOOTHER,” or if they are 
“An Amazing Taste Thrill,” the copy 
sensibly refrains from saying so. It states 
simply and moderately that “Libby’s peas 
are rich, buttery peas...with baby-ten- 
der skins. Picked just when their June- 
sweet goodness is at its peak! Rushed from 
field to tin within an average of two 
hours, to hold all their sunny flavor for 
you.” 

Swans Down cake mix. The warfare in 
the cake mix field is really awesome. But 
Swans Down copy is completely guiltless 
of Incredibilities. Not by a single word 
is the slightest strain put upon the credu- 
lity of the housewife. And not even by 
sly implication is she asked to believe that 
“Swans Down alone achieves home-baked 
goodness,” or that “No other cake mix 
can guarantee all this,” or that “No other 
leading cake mix can match Swans Down 
flavor.’”’ Swans Down copy sticks strictly 
to its own knitting. 

I could go on and on; there is no dearth 
of fine examples of advertisers, all of 
them leaders or near-leaders in their re- 
spective fields, who obviously have no 
faith at all in Incredibilities. 

These advertisers and their agencies 
are to be commended because, as a mat- 
ter of morality, they subscribe to truth in 
advertising. They are also to be com- 
mended, because, as a matter of intelli- 
gence, they realize the folly of Incredi- 
bilities. Dr. Samuel Johnson wisely ob- 
served nearly 200 years ago that “promise, 
large promise, is the soul of an adver- 
tisement.” On this none of us will dis- 
agree with the Great Cham of Literature. 
But when the promise is too large it be- 
comes an Incredibility. It appears to me 
that Shakespeare had the right idea when 
he wrote: “I never tempted her with word 
too large, but, as a brother to his sister, 
show’d bashful sincerity and comely 
love.” 


THE STAFF—Ross, restaurateur of Rockford, 
Ill. (third from left), with group of em- 
pioyes during recent Centennial cere- 
monies. His technique for communicating 
with employes is recommended to man- 
agement. 


down the corporate ladder, has no bear- 
ing upon his right to self-esteem. In the 
Ross restaurant, employes have a social 
standing. They like it, and so do the 
customers. 

2. Talk out the problems. The Rockford 
restaurateur enlists cooperation and help 
—not by stating his problem, but by show- 
ing that his problems are the property of 
everyone who works there. 

3. Rebuke in private. Reveal no dis- 
pleasure in public, not only because it’s 
an affront to the employe dignity men- 

tioned earlier, but because it’s also poor 
business. ; 
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Women’s Wear Daily 
Daily News Record 
Retailing Daily 


Footwear News 

Men’s Wear 

Financial Manual 
A.A.T.T. Papers 

Blue Book Directories 


saw 

it 

first 

in 

SUPERMARKET NEWS” 


Nearly five years ago Fairchild opened a branch office in Montreal 
—the first and only American newspaper in Canada totally in- 
dependent of any Canadian publishing company. We have corre- 
spondents in all the large business centers: Toronto and Kit- 
chener (in southern Ontario), Ottawa (for government news), 
Winnipeg (for that vast and fabulous stretch to the northwest ). 
and Vancouver. The large volume of Canadian news we carry, 
comes so fast and so frequently that we constantly hear ““We saw 
it first in your paper.” 


That is why we carry more pertinent and factual news than any 
other food paper in America. What we do among the 14,000,000 


Canadians you can multiply by eleven to realize what we do 
among our domestic 150,000,000. 


If you are not reading SUPERMARKET NEWS, you are not 
getting all the food news. If you’re not advertising in SUPER- 
MARKET NEWS, you are not getting intensive reader coverage. 


Advertisiny forms close Thursday. Last minute news printed and 
mailed Sati:irday. Your ad is always news in SUPERMARKET 
NEWS. 


The Only Real Newspaper In The Supermarket Industry 


Supermarket News 


A Fairchild Publication: 7 East 12th Street, New York 3, N. Y. 
“Our Salvation Depends Upon Our Printing The News.” 
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4. Issue no orders. Any order can be 
phrased in terms of a request, and it gen- 
erally gets a faster and mare amiable 
response. 

5. Practice day-to-day courtesy. Re- 
member that “Please” and “Thank you” 
are simple expressions which come read- 
ily to the tongue. 


® There are others, of course, but this is 


the five-principal formula Ross the res- 
taurant man uses. There’s nothing new 


G. D. Crain Jr. Says... 


about it—nothing original. Ross himself 
did not invent it. The five points have 
this jarring characteristic in common: 
Most employers forget that fhey exist. 

What Ross creates in the hearts and 
minds of his employes is communicated 
directly to the public with which they 
deal. What he creates is the climate in 
which industry itself operates best. He 
starts it at the top himself, and it moves 
down, level by level, gathering warmth 
and meaning as it goes. 


‘Bogus Type Is Well Named 


The Supreme Court has decided that 
contracts with printing unions providing 
for bogus typesetting, or composition 
which is not to be used because it has al- 
ready been provided in plate or mat form, 
are not illegal under the Taft-Hartley 
law. The American Newspaper Publishers 
Assn. started action to outlaw this highly 
uneconomic and illogical arrangement. 

It seems that while the Taft-Hartley 


law, which Mr. Reuther and friends in- 
sist has been used by employers “to hit 
us over the head,” outlaws featherbed- 
ding, there is a distinction between hir- 
ing people who do no work, and hiring 
those who do work, even though their 
outputis not needed and not wanted. Ap- 
parently amendment of the law will be 
necessary to eliminate the setiing of bogus 


“work” of this type. 

Just why labor unions feel that it is 
to their advantage to incorporate such 
arrangements as bogus typesetting into 
their contracts with employers is hard to 
understand. They must feel that their sole 
task is to make jobs for workers, even 
though the history of American industry 
shows clearly that more jobs are made by 
increasing efficiency and productivity 
than by reducing them. When costs and 
prices are reduced, more people can af- 
ford to buy. 

If the typographical union were com- 
pletely logical, it would insist that all type 
be set by hand. That would take longer 
and make a great many more jobs than 
are needed when type is machine set. The 
fact that this would make typographical 
service so costly as greatly to reduce its 
use should not concern the union, since 
this is exactly what it is trying to accom- 
plish when bogus type is set and then 
thrown away. 

Such a system is an insult to the Amer- 
ican concept of having more by produc- 
ing more, and makes something of a 
mockery of the efforts of “The Voice of 
America” and other propaganda agencies 
to convince the rest of the world that 
American progress is based on a con- 
stantly broader distribution of national 
wealth and income by having all workers 


type and other completely unnecessary 


contribute to a constantly 


improved 


Advertising Age, March 23, 1953 


standard of living through increased out- 
put. 


ws Featherbedding and related devices, 
such as standby musicians who are un- 
needed for specific tasks, increase costs 
unnecessarily, and thereby frequently 
price the employer’s product or service 
out of the market. This is happening in 
many areas. One of the reasons for the 
cancelation of certain television shows, 
for instance, is spiraling costs based on 
union requirements for unnecessary labor. 
That is not the whole story, of course, 
but it is a part of it. 

In the newspaper field, where rising 
costs, including those of printing and pro- 
duction, as well as enormous increases 
in the price of newsprint, have made suc- 
cessful operations extremely difficult, it 
is startling to find unions insisting on 
unnecessary composition merely to in- 
crease the number of compositors on the 
payroll. Such a policy flies in the face of 
economics, common sense and even self- 
interest. 

Until union leaders realize that the em- 
ployer is primarily the sales agent of the 
workers, and must market the product 
of their efforts in competition with other 
products and services, they will probably 
continue to insist on the inclusion in 
their contracts of blindly stupid pro- 
visions such as bogus typesetting. 


Bozell & Jacobs’ Chicago Office Has Some New Angles 


ee 


NEW ANGLE—Walnut panels placed at angles form the interesting pat- 
tern shown here in the account executive and copy department. Doors 
are thus eliminated, yet a feeling of privacy is created for occupants 


of the small offices behind the panels. 


Latest step in the 32-year growth 
of Bozell & Jacobs, advertising and 
p.r. agency, is the new, expanded, 
ultra-modern Chicago office, which 
occupies 7,300 square feet on the 
second floor of a two-story build- 
ing at 205 N. LaSalle St. Entrance 
and reception room are on the 
street floor. 


The new home is completely 
modernized, air conditioned and 
sound conditioned, and floor plans 
were tailored to meet the agency’s 
specific requirements for its staff 
of 50. 


All offices except that of Nathan 
E. Jacobs, president of B&J, Chi- 
cago, have built-in desks. Each 
senior executive’s office includes 
a wall of cork and a presentation 
easel for the study of ad programs. 
Features of the conference room 
are multiple lighting effects, TV, 
radio, phonograph, movie  pro- 
jector, and a control room for dub- 
bing in sound effects on silent film. 


COMPACT—A view behind one of the panels in the account executive 
and copy department shows built-in desk and shelves—compact, but 
designed for efficiency. A cork wall for ad proofs etc. is standard in 
account executives’ offices. 


BOARD MEETS—Plans board meetings are held in the office of Nathan 
E. Jacobs, president. Left to right are Phillip Rouda, v.p. and radio 
and TV director; H. J. Lazarus, v.p.; Mr. Jacobs; Dru Handy, account 
executive; and Alan Jacobs, v.p. 


PRIVACY—Practically all employes in B&J’s new Chicago office have 
private offices—a reversal of the “general office” trend. This one is 
typical of secretaries’ offices, with Dru Handy shown with her secre- 
tary, Helen Stogney. 
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The March Progressive Farmer carries 
more advertising linage than any regular issue 
of any farm magazine ever published in 
America. Up 10,000 lines over March, 1952, 
this record-breaking issue is another important 
milestone in the unprecedented progress of 
The Progressive Farmer. 

Among the six monthly farm mag .izines, 
The Progressive Farmer has climbec! from 
fifth place in advertising linage in 1:44 to 


third place in 1945 to second place in 1946... 
and to FIRST place in 1952! 

First in pages, first in lines and first in gains 
in 1952, The Progressive Farmer continues to 
move ahead with a further advertising gain of 
12.5% in the January-March issues of 1953. 

The Progressive Farmer is America’s fast- 
est-growing farm magazine serving America’s 
fastest-growing big market—the 16 states of 
the rural South. 


The SOUTH Subscribes to 


The Progressive Farmer 


Published in FIVE Separate Highly-Localized Editions to Serve the FIVE Distinct Farming Regions of the SOUTH 
Carolinas-Virginia © Texas-Oklahoma + Georgia-Alabama-Florida » Kentuchy-Tennessee-West Virginia + Mississippi-Arkansas-Louisiana 
Advertising Offices: BIRMINGHAM * RALEIGH * MEMPHIS * DALLAS * NEW YORK * CHICAGO * Edw. S. Townsend Co., Son Francisco, Los Angeles 
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Tips for the Production Man... 


Developments in Printing Inks 


By Kenneth B. Butler 

We think of ink as being ink, and as 
either black or color. The story of inter- 
esting developments in all kinds of print- 
ing inks and research in making inks 
adaptable to the trend toward greater 
speed in printing is told in a new study 
called “Printing Inks of Today,” pre- 
pared by the National Assn. of Printing 
Ink Makers. 

The Chinese get the credit for being 
the first, and after that Germany and 
“England were prominent in developing 
printing inks, but since World War I the 
Americans have outstripped the world in 
adapting inks to new papers and new 
printing processes, such as lithography, 
tin and cellophane printing, and inks for 
decalcomanias. 


& About 15 years ago research developed 
letterpress inks that dried in a split sec- 
ond under the application of heat. This 
revolutionized web-fed printing and made 
possible press speeds far in excess of pre- 
vious levels. The use of drying oils in 
printing inks is declining rapidly since 
the introduction of plastic materials, ac- 
cording to the report, and they predict 
that within another decade none of the 
air-drying types of vehicles will be em- 
ployed because of the improvement of 
heat-set and moisture-set types of ink. 
Work is being done on evaporating types 
of inks to be applied by the aid of a 
mechanical device. 

The industry is trying to eliminate 


heat-setting, due to the deteriorating ef- 
fect of heat on the paper. 

Just recently new techniques have been 
employed, called polymerization—a proc- 
ess whereby the molecular structure of a 
material is changed. 

The growth of lithography and gravure 
have brought important research. Gra- 
vure inks, it is pointed out, must be highly 
volatile, since the drying action is accom- 
plished largely through evaporation. Ni- 
tro-cellulose and other synthetic lacquers 
have been used with success in gravure 
ink formulations for years. 


® The scope of gravure has greatly in- 
creased, and the process is now being 
used to print on many types of surfaces, 
such as cellophane, oiled silk, oilcioth, 
wall fabrics, awnings, and other types of 
cloth. The use of new types of plastic 
resins has proved exceptionally successful 
in formulating inks that are brilliant, 
glossy, and scuff-resistant. Synthetic rub- 
bers, too, have been used recently to im- 
prove gravure inks. 

In the field of poster inks, experiments 
have been going forward to improve re- 
sistance to fading from sunlight, and to 
resist moisture. 

The research labs are working dili- 
gently, also, to formulate fluorescent inks 
that can be used with printing methods 
other than the presently successful silk 
screen process. Thus hides, possibly just 
around the corner, high speed production 
of inks that glow with high visibility. 


Guarantees in Advertising 


The Eye and Ear Department... 


A Tip for ° 


“Omnibus” (CBS-TV, Sundays, 4:30 to 
6) is, as an experiment, more noble than 
entertaining. Backed by the Ford Foun- 
dation and a coterie of sponsors, the pro- 
gram introduces many things the aver- 
age TV viewer would not find on a com- 
mercial screen. This is its purpose—and, 
not having to pay off in sales, it can af- 
ford to do many things a purely commer- 
cial program could not attempt. 


s However, it is to be wondered just what 
“Omnibus” accomplishes for TV. Unless 
there are other and more Ford Founda- 
tions, TV is going to remain dependent on 
advertisers, whose use of it as a medium 
for their commercial messages will con- 
tinue only so long as what they present 
attracts a sufficient audience to produce 
the sales they require to afford it. And 
what “Omnibus” has presented so far 
could hardly be counted upon to build a 
large and continuing audience. In fact, 
because there is no telling what “Omni- 
bus” will present from week to week, it 
is next to impossible for the program to 
accumulate an audience. In addition, the 
program misses its primary purpose by 
having nothing—beyond Alistair Cooke, 
its narrator—that its small audience can 
look forward to seeing again. And this is 
a fundamental of TV entertainment. 
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Omnibus’ 


Audiences come to like a particular per- 
sonality or type of program, and they tune 
in week after week to see it. They do not 
tune in to a particular station or a parti- 
cular time. They tune in to be entertained, 
and they naturally keep tuning in to those 
personalities and those programs they 
have become convinced, through repetitive 
viewing, will provide them with the de- 
gree of entertainment they want. “Omni- 
bus” neither attempts this nor promises it. 


= It seems to this reviewer that “Omni- 
bus” could make a better contribution to 
TV if it were to present, during its one 
hour and a half on the air, a number of 
innovations that would be continued for, 
say, a 13-week period. During this time, 
it could be determined just how success- 
ful these innovations were in building an 
audience. If they proved successful, it is 
quite likely they would be picked up by 
commercial sponsors and presented by 
them as regular TV entertainment. As it 
is, nothing that “Omnibus” presents has 
a chance of proving its actual value. 
One can admire “Omnibus” for its dar- 
ing, but one can hardly value it for its 
practical contribution to TV. Indeed, if 
“Omnibus’—like other TV programs— 
had either to pay off or get off, it is quite 
likely there would be three or more other 
programs in its present time slot. 


In the March issue of its News Letter, 
National Better Business Bureau dis- 
cusses the importance of clear statements 
of the exact scope and conditions of a 
guarantee. NBBB’s 18 suggested rules for 
the use of guarantees are reprinted here. 


1. Guarantees should disclose conspicu- 
ously their exact scope and condi- 
tions under which they are operative. 

2. Guarantees should diselose the ex- 
tent of the liability of the advertiser. 

3. Guarantees should not be made un- 
less the advertiser is prepared and 
willing to fulfill them promptly and 
without quibbling. 

4.Guarantees should be clear as to 
who is responsible for their fulfill- 
ment. 

5.Guarantee statements should dis- 
close any additional charges or ex- 
penses required of the purchaser in 
making them operative. 

6. Guarantees of “Money Back” should 
be honored with a full refund in 
cash, unless qualifying conditions 
are clearly set forth. 

7. Guarantees of “Satisfaction Or Your 
Money Back” should give the pur- 
chaser the sole right to judge “satis- 
faction.” 

8. Guarantees which apply to a part, 
or parts, of an article should be 
clearly stated so as to avoid creating 
the impression they apply to the 
whole. 

9.“Service Guarantees” should be 
clearly defined as to their nature 
and extent and should be promptly 
fulfilled. 

10. “Time” guarantees should be speci- 
fic as to the period covered and 
should not extend beyond the normal 
life of the article covered. 


11. Guarantees should not extend be- 


yond the reasonable performance 
possibilities of the product, or the 
reasonable fulfillment possibilities of 
the advertiser. 

12.Guarantee offers good for some 
specified period should date from the 
date of purchase by the ultimate con- 
sumer unless some conflicting ex- 
piration date is clearly and conspicu- 
ously stated. 

13. Guarantees which are limited to 
crediting the purchase for loss of 
guaranteed service on the purchase 
of a duplicate article should be clear- 
ly qualified as such. 

14. Guarantees which offer optional ad- 
justments should give the customer 
his choice of the one desired, unless 
the guarantor specifies that the 
choice is his. 

15. Guarantees, once given, should not 
be subject to retroactive changes 
without the consent of the pur- 
chasers, nor should the guarantor 
seek to circumvent them by offering 
alternate adjustments. 

16. Guarantees should not be used as 
inducements to buy goods that are 
sold through false or fraudulent rep- 
resentations. 

17. The word “Guarantee” should not 
be loosely used as a synonym for 
words having different meanings. 


18.Guarantees should comply with 
state and federal laws, e.g., some 
state insurance laws prohibit certain 
types of guarantees unless the guar- 
antor is licensed as an insurer. 


Looking at the Retail Ads 


By Clyde Bedell 


Twenty-nine words of body copy are 
devoted to selling this $3.75 an ounce 
cream. Ad cost—about $250. Almost $9 
a word. And they are printed in type 
much smaller than regular newscolumn 
newspaper type. 

Even if someone had said “Let’s try 
to get $250 worth of sell into this $250 
ad,” and the 29 words of copy had been 
definitely superior, over $8 a word is 
a lot to pay in the hope of making it 
economically profitable. 

But to pay so much for so much space 
and say so little in such fine type! Even 
if the manufacturer pays half or all, it 
is still someone’s money—paid to tell 
the story of this item—and with such 
copy and such typography, no newspa- 
per could begin to produce maximum re- 
sponse! 

Should there not be a sense of ur- 
gency upon ad creators—a determina- 
tion always to do as adequate a selling 
job as possible? 

* * * 


My esteemed companion-column 
Rough Proofs gives an answer to my 
comment on bafflement “that smart 
publishers can be indifferent to whether 
stores get a good money’s worth from 
their advertising.” He says “smart pub- 
lishers have learned that criticizing ad- 
vertisers’ copy is just a slight variation 
of monkeying with a buzz-saw.” 

His assumption is that publishers must 
either ignore their advertisers’ copy or 
“criticize it.’ We have testimony from 
some 50 or 60 cities that there is a mid- 
dle ground wherein publishers construc- 
tively assist advertisers to improve copy. 
There’s a difference. 
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DRYER SERIES—This is the fourth in a ser- 

ies of 24x36” four-color point of sale 

pieces that Whirlpool Corp., St. Joseph, 

Mich., is using this year to promote its 
dryers. 


Canadian Papers, 
Magazines Show Ad 


Volume Gain in ‘52 


Toronto, March 17—Canadian 
newspaper and magazine advertis- 
ing volume increased 6.74% dur- 
ing 1952, according to a tabulation 
published by Marketing. 

Gains were registered by all four 
publication media measured— 
daily newspapers, weekend news- 
papers, magazines and farm papers 
—in reaching a dollar volume high 
of $55,533,791, compared with $52,- 
028,474 in 1951. 

Magazines, with a dollar volume 
of $12,815,707, showed the biggest 
gain—11.85% over 1951. Daily 
newspapers, which showed an in- 
crease of 3.38%, continued as the 
biggest medium, with an ad vol- 
ume of $28,056,672. 

The weekend papers’ volume 
was measured at $9,428,093, or 
10.44% above 1951, while farm 
papers gained 6.9%, rising to $5,- 
233,319. No 1951-52 comparison 
was shown for the 18 product 
classifications measured. However, 
the report noted that automotive 
advertising made the biggest gain 
in dollar volume—$850,403. Auto- 
motive and brewers’ and distillers’ 
advertising together accounted for 
over two-fifths of the total in- 
crease, the report showed. 

Other increases noted include: 
industrial advertising, 31.16%; 
travel advertising, 16.42%; build- 
ing materials, 22.68%. Advertising 
for smoking supplies was reported 
more than 10% down and so was 
laundry soaps and household sup- 
plies advertising. Clothing and 
footwear ad volume was found to 
be down 8.48% since 1951. 

The report, which includes an 
extensive breakdown for product 
sub-classifications, is based on ad- 
vertising linage audits by Elliott- 
Haynes Ltd. 


ANPA Promotes Bragg 

Warren E. Bragg, an account 
executive in the Chicago office of 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Assn., 
has been promoted to account 
group supervisor in the bureau’s 
main office in New York. In his 
new post, Mr. Bragg will super- 
vise sales activities in the tobacco, 
insurance and public relations 
classifications. He succeeds Bruce 
Robinson, who has resigned. 


Pennsylvania Salt Boosts Clem 


Albert H. Clem, assistant gen- 
eral sales manager of Pennsylvan- | 
ia Salt Mfg. Co., Philadelphia, has | 
been promoted to general sales | 
manager. He succeeds the late Rus- | 
sell S. Roeler. 


Alber Boosts Ames to V. P. 

A member of the public rela- 
tions consultant office since 1945, 
Michael Ames has been promoted 
to v.p. of David O. Alber Asso- 
ciates, New York. 


YOU CAN DEPEND ON THE ‘DITORIAL POWER OF A NEWSPAPER! 


Your Home 


soon will have year-round air conditioning! 


Another Reason Why the Industry Served by AIR 
CONDITIONING & REFRIGERATION NEWS looks ahead 
to its Period of Greatest Expansion and Fastest Growth. 


And the Entire | ndustr Y —from Manufacturer 
to Service Man—looks to its ONLY Newspaper for Complete, 
Authentic, weeks ahead reporting on every phase of Air Con- 


ditioning and Refrigeration. 


The refrigeration and air conditioning industry 
is on the move—an estimated $33 million mar- 
ket in 1952—and this young, vital industry is 
making news. 


In an industry geared to rapid changes in 
products, merchandising methods, marketing, 
engineering and service techniques, advertisers 
can depend on a great Industry newspaper for 
the timeliness needed to get their advertising 
messages read and acted on-—fast! 


You can depend on the editorial power of 
one publication! Put the critical element 
—TIME—on your side . 
trating your advertising in the industry’s 
only newspaper, AIR CONDITIONING 
AND REFRIGERATION NEWS. 


. . by concen- 


And ... You can save money by placing 
dominant schedules in the NEWS. Its audience 
of readers are the top buyers, most successful 
merchandisers in every segment of the industry. 


AIR CONDITIONING & REFRIGERATION 
NEWS, because of its editorial excellence and 
timely service, is a 3-to-1 reading choice in the 
industry. 


You.can depend on the editorial power 


of this industry's. only newspaper 


Nets. York’ Office: 
‘521 Pitth Avenus 

New York 17) N.Y, 
MUrray Hill 7/7156 


eee 
"REFRIGERATION" 


/ F you are looking for new and better dis- 
tribution 


| F you want to keep distributors and deal- 
ers sold on your franchise 


| F you want the widest and most profitable 
distribution of parts and accessories 


| F you want to convince engineers, instal- 
lation and service firms to buy, use and 
recommend your products and services 


| F you want volume sales to manufacturers 
through top management, design engi- 
neers, purchasing agents, etc. 


Then .»- ADVERTISE IN THE PUBLICA- 
TION THAT BRINGS ALL THE NEWS FIRST 
—WEEKS AHEAD IN THE FIELD! 


For improved distribution and top sales in com- 
mercial retrigeration—industrial refrigeration 
—household refrigeration and home freezers— 
commercial and industrial air conditioning— 
room air conditioning—year-round residen- 
tial air conditioning—O.E.M. equipment and 
supplies. 
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HOTOGRAPHIC 
REVIEW 


HE’S WELCOME—Jack Cullen, John W. Cullen Co., Cleveland, signs up as the first 

member of Byer & Bowman's new Reps’ Club as the Columbus agency's partners, 

Gus K. Bowman (left) and Herbert Byer look on. The club offers reps cocktail, 

washroom, telephone, secretarial and parking facilities. For news of another agency 
with the red carpet out for representatives, see the story on Page 26. 
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ADMIRAL AND PETER PAN—Admiral Corp. joined the myriad companies tying in 

with Walt Disney's latest release, “Peter Pan,” with this seven-color display by In- 

land Lithograph Co., Chicago. The eyes of the Disney characters and the copy 
panels beiow light up. 


r 


DISTRIBUTOR’S WELCOME—Earl M. McCutcheon (second from 
right), president of McCutcheon Distributing Co., Pittsburgh, 
soems well pleased with a set of product and publicity photos 
which he'll probably use as a new distributor for Whirlpool 


Corp. Supervising his indoctrination are (left to right) J. Milnor 
Roberts Jr., president, Sykes Advertising, Pittsburgh; Jack Sparks, 
sales promotion and advertising manager for Whirlpool; Mr. 
McCutcheon, and Roy Howard, Whirlpool marketing director. 


BEST BOXES—Pictured here are nine of the 20 top award win- 
ners in the 1953 Carton Competition sponsored by the Folding 


Paper Box Assn. of America. Details on these and the 11 other 
top award winners are on Page 29. 


NORTHWEST PARTY—Ralph Zeuthen (second from left), Campbell-Mithun v.p., kids 

Mrs. Mabel Pierce, national advertising manager of the Fargo Forum, about being the 

only grandmother at the 34th annual Northwest Daily Press Assn. meeting in Minne- 

apolis. With them are (from left) Harry Johnson, media director for Campbell-Mithun; 

Tres Goetting, the agency's public relations director, and Mrs. Goetting. Campbell- 
Mithun was host to the delegates for a reception during the meeting. 


HOME RUN—Everybody’s smiling but the happiest one of all is Bruce Hamon (third 

from the left), director of public relations for General Motors Overseas Operations. 

As the 100th additional member to the Export Advertising Assn. in this fiscal year, 

Mr. Hamon received two tickets for the opening day baseball game in the Polo 

Grounds. Enjoying his good luck are (left to right) James L. Gilbert, executive 

v.p., EAA; Paul R. Kruming, president, National Export Advertising Service, and 
George H. Giese, v.p., McCann-Erickson. 


‘ Bee hegre ee Gigeat esc Cemrammme ite a pipes Is A fae Baa an A ee Bh tage Die Se ee a. 
pro 8s ee SNR, Dect Wham Laces eae Pe antares t HE oe cos Se ohn rier eo. ieee Vag MMR eneReP Er Tacs a ee ane eae egg 
Poy re tae ee i ig ie aati ne? th ee PCE A WF mse en yk aes elie nid ere oN POLS ORS Aeneas ©) groin, ee es Ce Ama) Vek 2 eae rs 3%. bee eS ee wa 
ie ae lee Ge 8 igo aia J‘ a ree ae art EDULE fr gt laa et ON oy Eh 4d ASE ae ; ire i ee PEP a ee. eae em ers so Set CS NST pee Poe Be ar eee ere, ae Need. MS Ae a at ¥ & < trate 
A cae ogee Pee: 7 AS eer ene Caley So Baers st eee mee, Bice: SR Rate me he PER sep td 2 ot te cE aN me cas es oP ae eee ot 7 Pete ree gre Br we int oe Sees 
py gee mre Sean Pte hee eens? Se ee ire are Mise eh ik eae.” se ah Meg A eRe ref) Ne pe ST gee so Boag tibet Data ia SCR OLR FL eRNR odie sige Pale a adh ue gals eer 3 ee teen, BY 
zGM nee Ne eal = Flpcaie sine Pee pane aes eA Be GNP co oS) rate phi cn Sioa ete MOE ee Raat aie ines ye Phe 9 or ets WES ee 3. Fo Fa OR eet SR Ee SES eR eS tate cate nega cs sgn 28 Lee oe 
ae eee sie” oom agit ; ees, a dS Rea, 2 SRR SO] aoa Ga MR Cee) Ney Oa ee ame Pes eet poe aL Rap a <b es ume ent cae A, ah icaiaee ape et Se Coe EAS PSE ARE tg OAS ge epee 
i SES Tae ee ‘ me uh oe ei Baer sk : Rage re em ; > ie MiSs oe ck SS ec OS je ag ; bk ee: Rede? een set a RN © eR hee me se & N33 et Bee ie py 
se " ica: : Ne oe ee eR ee ey ees os Wier gage se haan to 2 , Beaten iat ree akg ie os eA ah me peas Ree sett ct we : es ae Va amr ead Dee eA eI care Le? ed iS i, gh epee ceca ras 
Tee ® : ‘ “ : Mace Berg Do cessero 5 : AS nee oe Ny a perce eae ae! on eT ee es +p ae as Ph. at ta 3 d ee eee igh She Pi 25 a3 apie oy is ee g noe be me ae eh oe 7s ee 
ys j pass : io a) ee SST um a OS SRE lee a eea cca i oe J RN earch aeons dee er See pag |<  emee POR Cate RRS eRe cre at Seah ee im ge : 
ac eh eles. 72 sy WREt Ae riGK Re srw ee Be OR i ia ss aes Ko Pyare. pee ae fee eae, es ae a ee eet : 
; : : Fags ne AiR A a i A a ec a 
a me NRE PE NTT ian a vacate 
100 eee , 
aa — 
. Advertising Age, March 23, 1953 
= 
ne ate ee Chit ra ee 4 Een oe 3 , ; : : 
. oe, iiceaaacaaal J paeaali ao on 
Ro ee a oe ee a ' ses baestn ht Liat rai 
* * 2 ace Saat " * ae TT a bam LS 4 sacsen ni - ae ad ae 
ea 4 “a i; Perea sgh getee Pele ae 
Pa Fe p ee Ait : Saree ; Sear’ : age > 
ae ag Rs ge ? po GAd’: 7 if = 9 ~ 
: eas ie «Se ave ze ~—— : : ee - i 
oO re! 7 é rk 7 7 se, 
ree aa : “ene - nS ‘it i es 
: Lm lc RE a aa fn ao : eres, : ~— sans fou 
ee pan a ee \” ‘Tod as ab. : fi f- yet 
Mitte ies ee 4 } ’ 2A rede mes bees. 
out a {. : ra PR: eee tae 
7 ech Pe cr whe ee i ey pong j 434) eis ie Ee 
ae oe saab ‘sega | : eure ee $ { ¥ “Gh wR 
_ ewe oe ot ike AVs 5m - iy z aes 50 : 
Bi - , fe pate he, ere wt i = e, Ki or" 
ae ts ae | ge + oe Tt yout 2 “ 
ioe con Ee: ee “at vs “ a a A 
' me ee ° gy i ee oe { , i r tle ; pit : 
: Be 2, ae ee ee: : a : - Pw ao ez ae. 4 ty a g WA Me 
ll es) ig s ac P : ‘ on yo o cae Fe ihe ae ¢ ’ . Fay, a rel = 
| Gat B 5 eal i ie q - j 2 3 5 €" 4 ¥ OT Mein oly te ie > % * ¢ at 
4 De _) ——_———— gh Bk best 0 a ; ” i a Oe! eau ee ees : ee 
fo eu Li a Mae ke OR. «taco gee ee Ee s : ass ew” fee ; * iy We CA 
ag Pe be Ys ta fae eS tat isin ie -_™ ~~ P this ‘ - (hits [a ) 
. (Pee: a. j Vas gh ae i bse 7 tit 7m Be iy Ligon + < = step - : ae ee we 4 ee 
i ab. Lei We 4 me . foe a ee ; re ad _ | : : 
(ee Pes ae % "A ge ees SO. ieee Be aes - cis aa eo ee * 
Re Base CO n-_- $3 Lo ey . a a Sige Po hte a } | OTE 
te “a Boke & Hs, os as (ae , a i % ee PhD 2 tt GF RS ae — : 
y ‘he WE. ae Be, oe re, Bol é Mee ‘ , 9 eae 2 
NO b: yaa’ j — SE gee ere ae ‘ be pe, oo i Sat Salt + 
; on Ve. vas a me ie: wre ge ext ae ..lUl Oe 
: es ? pay + co ee tae ae es _ eae < NEE. cae re ci: , en 
7 a7 E 4 L245, Are abit’ 7) = a Ae 7 4 eso. “ Me | ae i , Ree. a ee 
: y S i s Saye Gu sys gh PR iaiow 4 a Mi a < Oar ae Rar ia Regt” Shee eres : 
al q Ck = __—___ 2 rr. a oe i pad ae ae 2 eo ee ane eo a 
eee Ut, . ie “ae eek eee es, Choe. ee ae tage aiige ‘i ie ig, * <\ +. + Seple ee ve”. , SEM er : Aged 
% -_ 2 ee eee Bes ace ” ae ee aes ae ate ye =r ean re . pb 3 Ce oe \ 3 : ae 
Be woayise oe 2 one aad Ci ty isin nscy ‘ or i eee: Siren me ¢ ‘os het gore 2. _> ng ae . ee a) 
oe 4 is Cease Sc, Aaa or PS ee ol 4 4 Micmac Mee i he ve iene oe ced Sig Mk eae hs To cee - 
eiatag ba - | Nee ete Ss: te oe ets * eee 2 eet ea f os ae - 
is Te leone, a eit seen SN P i race CPi eee, - igen a AS ee ee ee vee eae. & a : 
a ines © Ses se hice eg ebaa at “+ ees eae hip ts Sn seh eee "ee te Giies ‘ - he oe Na aie ponents : we Fidrare, Be cat 
; a a boss rales a : cele ? Pig tg dha ie ian ee i 4 Laie $i * pene +e pica iras of 
A es ee ie oe ee eas oY ee ; bog ee oe RS eh Ros. aos acd eee sere eae 
= aY *G we Br fe a Rohe Pin . oe ‘ ie «> ‘ ‘ ee wees Shes site as f aes bs % } ioe a hed . Bees Be : 
Fielty i 4 g A es ies a 62. el og eh a ES re Sha lien tie 13. x j ois Pe aa 3 Be Hi gee G. M4 i ee pee ge 
ae Te J 2 i i) P aeetg ey Shy Se I P ‘ ea ia. hi ak sap ea let as ay aan ee ' gs, ae ae Dail, ea Heats Ta ae 
ea: ee % pis rmanibe ties, oss Cas a. ee ie Ge ee led es a4 ey cae ake: oh os : 
is J i 4 5 0 ssgeiiat GEA en hte ne ee Rhee z ge : ited oe ‘ies 2 gee ei f oe i, foes serie bf ibid adel Sg a aunt Si. Fe 
ee a sat ee ae aes ; |, See Es aoa a ONO. 5 eee re , a i wale BN: oy i: faa 
a a se ; eae 5 Cea va ‘ r a «Sill hsicip cage i 3 " \ A hs a ¥ ee ee = ge ane i ww ae il Bee 
ae is f Z ea eee a Se ‘ ee ee ie, ue ea ‘ 1S agen Se pe Se Se % mai eee ; a ate 7 
4 at «4 oe é.2 Os. eran ¢ F Ae ? Sa. ie, es f be PG ae, ae age aan ee Si tease 4 j ie SEEDS oie amen s. is 
era Ay £ Be tens “1B ae eel KN Ce hae . / ae a Na eines aaa a 5 a 
pe ha 2 e" 4 “ie 5 Be ease Bal ie Se av eI i a. a ie £3 Poitier ay ich, “oes : yo Saar ee a 2 ORS 4 A Bei | jp sb US Ree ns pee Z by 
ieee % ai + on fe Ss a Re ame Fe Po eee ae Clot Naaaeys Bendy, ae ae Pace. 3 REID I. ord ER DAY fa pe 
ee : ie tit ¢ . Pee ey oo anne Re ie fe Fie ee ee a 4 Wate A ty he ae: ae at ae Rae aet ariter,, 
ew ae : ee bs oo ae 4 ON By ae is Eee eth Sesilig < < sae. ee pe ee WR Ve eae ‘ 
pel One » ee as ‘ogi <a oe eS a “4 tee Le re teil Mig Kee ; <i t pre cs pee 2 eens ee uae 
ae a. Le Bagh Ga a ee ig Tt ae ho Ta Pg % As, if FR iy CNR rel ee aa , eee 5 oa i Reales Natur s ie Peg ewe k 
a 7 2S pal a ae ce ‘- y. > ie res Mh, he cbt ae 7 * =e > * Fas be ee OP ae ade ire rece es eas x 
4 y % fs ; Lee ae mes Tig , , ; Vike aay Salt gee ies tee gi vue’ 
eae. "4 “ig roe A Pe sae eae iG . Pi: A yee A f LEE Gg AE: s Raenet eo if : gt > ak . pean cue Ot at. : 
: : « <i A oe ee Oe BeOS  f ny pe SEIS Eg. es : Ree es ees 5 é 
ee pe ar in eS te he ee ” fe ae ee Se ee re 
ner ; E . fe Se ee ae , a Bei bee ge . ‘ 35 er? oa Eames ic eel fate 
ae 5 F " 4 i, ‘| ea See ia GAS yal eutey. et oer Cae ee 
“ 4 z y 4 haa fi “tn PO ‘ Fe ae ie 2 . : rag ~ ke ; rage 
ie’ é an ree hi ame Sk yee A saan ae rains lige : si mike , id % hes 5 
ey oe ® ‘ A es tl es een ck ae Boye Sie oral emma ratte * oe Ben oa 
i ie ; , a 4s ‘ ii “gta Tee - ey eee ete a righ Ss oe Ate 
nego . : cai. ¥ ee Pee mes Cray ie 
z , we wy 7 ag er 7 : _— - = ae Te ee 
a me — oe: i ° _ ty : giondt eet a ee a a | = zi : 
bs a nage pe 4 : ee : 3 Fae b Z 
3 ‘ eee " eye 4 te ing “gest oe + + si 
ae’ ll ag hi ee oe Wyss. . a ‘ ae aa ee. 
foe i Mee. ; Mo he “ foes 4 aes iA ee ae 
eset Ss SO eg eer bE ‘ AS el 5 he > Bien hg. + Pe oR * 
— se eR ES ns => | sa ee agp va ee 
z 2 Pe eer ANY ge eae a ’ ; eee 4 4 ete 
Ba ~ RET Re ey ue he Sg ae ty “Blonde | = righ Be Fe 
ee OP et te Ps Peg, So ee ner ae ? / ES 
ene "eee eee eC. ee auTy § Ue ; 4 Sar i me j 
go i gi si 7 eee why, a ae : j OR > 
a 4 se eek Ve ia ee ics Py OD ee ee ay ne - i 
Be i oa WA ad s es a ae i 4 ee ba ts a 
; . -o aes ee ye? ee se ae , , Mee tk a 8 s [ 
3 ae : ! ee ee ee 
-* nie. ne ae ae f Pome Cee Sy te Bey ei ak i 
is es. ¥ See | eae ay Be RBS Reine et rs 
ds : ag oni ae a ae ‘ne ORO ae 
: Lg RMON 4 — eS ates ¢ ebay eae ei Ba. : See 
yeas e) i BP a ir oe pte hia 4 . my, ae ao Rubens! ei ‘ So % 
ne ih ; pare ye eg eee ls _ ee 
mre f) é Wn gy i % if y 3 a . . a 
4 4 z ela 3 
8 $ 
a eG tis i 4 
eet ae ‘a ; ¥ 
cf bat Ss 
: | Ad | Avy ) 
piel — bai es | 
Ne z 4 ? pg ee ee ve 
a aac is ee & 4 s - P ee eae yale Shey Cees Peet ae Se A cog ar cane RR es as ha srs 8 Ni en taeee a pr Raa a ; . “ {a 
oe) nas ; Tes ae Sie ‘ Rg bs Tee as 2 OP Nira) 2 rie Per eh OSS a Pea SA airless eae ~ ee Se eS ai oa i Ea aoe isc are 
se ee goun. ae j ba NS a eaten, Hiss ta OR AMR reo oa . emery) ee 
rae ee i% ede eo : Ss ile aa ele ease toa “a ee Se SS PEK, i!) ae fos ee aa ae et eras 5 eae ele Saale = 
; X= : ! 4 ee lh ie ill ; ree gk ack Sg eee. ie ht e ERREM LSS ca os ee 
: — AD Pz. / Woes : a. & ey ssi aac al a ia ASS ee ” St ca ee ae , 
‘ 4 j . 7 , Mp: 4 egy ak ae ue ate iia eat Me cet Sete : : a 
es ; vy ee “Me eg og a i ee, ee ieee ae aa Pi iggdae a “Seer on ] ; 
ca wg ots ak 8 Ca as cs 2 : ie aires atari ply che we ra P 
Ee a A eo x ab F Mt, fe 2 . Be i 1 a Re ore = <r t ' 
ee ane : eh | = ” es a ieee 3 a. ~~ 
es im a Se . . se ; or ei oe: a ” 
py * , i. a rS * lh aa BO ; ey ' = s — + = Eo d 
pec i > { ‘ : > ihe , 7 fat s mi - : ae és if e ne ai Pi 
Re fa” thm y - “Sa sig i sii i | 7 
oe 4 Admirals Look ot “iis ‘ete a oo 
a ee fs . . ; nelle: é 7 a, ye % OP aS Sa eer he eS ; 
ae - 2 a STYLING Ad e f ON ut + Ss He! a es ak? ae ae wprpie F Bc ie. i ote e's, Z me thy 
aa * Faia : rais 5 ohne igi B : A) a : ee So ee a i ; 
iE ; =. ae eae “ ee ga” “yy Cee a ee OS ee eS “= ie vi =, : ol 
sg eh oe ea a, fete ae tad eee > an 4 pe <P ee oo EEE SSE 0a Og 2 i eee IN a aap ee 
eee : a i ea x ey . eae re ase ae csi sai 4 Sta ro oh. . % oe - ae ee foe ae mac “¥ ce a is : oa a saa be 
een r . + VER res ie en ae Ae” Lae. tS. Oat RB oe A 3 Oe ee rae 1 atcha ee ad a ies . J 
en. if . Pe ree eae seas art 7 Haein | Rt eas i eat Se us sae Me © fais da ay it, a nee ia hee ph ee See ts - a 
Liter ; - Gis 2 as \: r i j ee sa Sa % ae Ph Ce ARR eek: es es), fare 1 £ 
ReneS: akan CU Oe a 3 Gm a Ce a ‘eee. i ba ee eee ee ee! Pee rcs So ee aa ee PP gs or ' 7” 
aa Lap hivet CEOS ERM . ect a ™ ae — Los ta 2 CBee ee te ee han sb 
bie a Pe ps, SL Ral Nig sind ‘io ee ac ll pe 0. ee cer en smear ke 3 . Boil aay ats "aaa Le ior r j Z 
ene ae anal ag i eee ie ae ce De, are ea oe cost RIMM ea hy nl a ay 
bees ao Runa . 1 ae : ae, ; es! ey - % a ee = * ee ae, Ace Ga ao 2 rf 
Sere AS se ie os a a 2 . a Shen ee 3 ete a pi e 
eee eae ee gt ¥ ; ; i? ee Bee gek: ge * = Te Be te . _ 
at ee Syne Phy z + . 2 i i ‘ Ath a eee, 28a erst Ye ke Rg 
pete a aes any ris 4 age ie Mi : - J Be i ur A -* “ 
r pone ss e ur pas tas "4 z ” ne fie att # 4 ER i ae S os be 
a A : PG : ae ge, pier, © a ge et ei i Te P 
bone 5 Te * “i ites, 
eo say q ii ‘ 4 ee . 
ie | eee * pie 
ae i —. ace: > i ‘ 4 ; : 
ae : = Re | . t a : Cee we 
ay ee 5 ah ne | - “ } ‘ A ae aoe gO Z 
ate P Be pee ert, : fie | ’ . ” me ~ : Gels bes a z me a 
ae Se j Reser: oo Bees a ‘ { wae & - " - 7 x . Shak aie aie Age ome 
ose p Pps Fees 7 ‘@ * . aa Te ere wae 
Saker Way eS Pa mecca > 12 a ae yen 
3 ee f ey . . ¢ Ge : i by 
ane ieee : , t Re eer 
pies al ; . : Ree. ie he 
Oe Ar) ; aw . 25 2A ie aah : SP Hig he ne Dy men 
eae he ia 5 © As ; pee anes . ; 7 f ee rh i, tee Oe a 
cee & ‘ * a i |), ee — 7 ER HH 7 MEAS bi he Tg 
eas ee i ad — . e oat _ 6 SS, Lagi eames eg e? 4 we a re Le} 
ae ; a ae oo ee ; \ oo a 
Dyed gt ; ; ™ - 4 aS keane f Agee d é 7 3 | . 
Paces ‘ ‘ ; a % J se i) Spat ened via bag’ “ut \\ 
Fee ; vk « a oe : eo 3 : a rd * rm ~~ yt reel ta ; . 2 _— 3 : wh op ive \ 
Leet Ss on 4 5 « , rf ~ Fy j a £2 . op =, + # : “ 
ge . ee ee r ox er f = > - bad € , ee ey 2 ef as * ey ‘ - me s = mi i/VL MT Y 4 : 
fhe a 4 Si pntnn ranean at ait | 4 ; bl er “4 evasiatie: 4 ‘ i aa $e 
“ > omen f . - 3 % re 4 - ” 
ce: is. i teas ~~. ws a . wahusise 7 4 , Ree “s 
PS ieee wee eo} i St 3 OF, %s | { ) 
Pa si ? s a | } 4 ay P * 4 = 4 Ss 
: i ‘ “i s ‘ , Pr : ’ ; " ts. . Me. * oe : 7] 
ae ete = j Reems: wus ») / . <6 - si ee es emee , ’ re. ‘ 
TaN Sn Se yt a8 “ | ae eS Oe He ee + ; eee ee ak bi joo ¥ “a i? 
i 5 metres, Liga — mee ; i ae 25 ae — eae eee gf ae Sie , : z * RNG goers . ——< 7 4 = ; 
j : a ; P : e . ‘Sn m Fok ; , ‘ ‘ io >-¥ ’ 3 i ' 
e oN bf Might Se a ° pe A eS “es s Ye ay - F ge Ze ary : aa ‘ ‘ am, wae Tee ra . 
; ; por a Ge. ae SS is ‘ f a ae ae a.“ x jo one ie 
X\* nd 4 . Y © awe 
és bs ’ Chae pa ; i y = J bey d 
: ae : a 4 = ge aa ‘ hes Fite : , 
; ; hia log j ee : ee 
[ ; » °*, @ Le el : ; ; 2 : ae io a if 
Ses 5 oak ; ES : : : F o> f le ingen 2 igh 
M i ; | Fs ‘ Ss De wiles ee s Foal 
Ps : J | : ; ‘i ty i 
— s o “ A ; i - B 
ie a aol a ei, —_~ ge a . a — 
et HY Aer er Pid ok, ate * t - %. » J ’ wae mt ss ‘ i , eae igh iin Cire Ge 7s “a 
E reek ie Ae Pee, ; vy Fe - F * iu Ores Pre ielos . é : i ; Shes ge tea : E . b ch 
Cott eee) ete? ees ire" , ha" , ae ae 7: ti a ant “ pe cae ; ote , : ; ms es eae! ; Sis ’ 
a ait a : BS eee, hor. : 
x k Rt ae 5 bs . ~ « eee ie ee Pe 7 . 
: re : e # a ; “ee ., aie ‘ : ‘ 
2 a ar ae = 7, e h a ue ea " < of: 
7. , ‘ Z 2 ae ; a SF 4 ae” SS > & j 
os _ 5 , = : ; re ‘ ate a 
ia ‘ . 
; ee 
See oe 
Rr ry Tis ae + 
; f “ i ake aan eS 3 : y 
Ces) 4 eRe, sh ip ye AS Means tee ance pe Viger bs ee ae *.. ras seer 5 eS ’ ; : pay Ie = SNe eA 
Xs es VRS dee ek ea PA ee wader es * PRS BER, cas 5 Gia 2 ee ae ee gh: ge Soe la apes % , , ; ES LEE ee Fo ag Sat te ; Bete ema ae x Pod ei wae | } - . 
oS puSH ee teen ace a3 . rae x oy “4 ir ON Se Ae + i Sas set I NB is Ly Poe}, ane oS a re Be ge oe ig Sut Sa Se Psuett Be Ce Looe Rin es ne a Z ee 7 oe, ; ae sane te es Ss an 
a eee Se ee i le, 2 tts pe ease roy GPE EL y echt ¢ ee Tk eee Suna Gls - Se oe A Bite he ese Pie 8 YR see se Riots 3 ERG Fain ee pi ae ee Sy chee Ses ae: y Sapa sere 
3 oe ee ; : Ce Bact ue tere eset \ Dia oft Sateen. a NA ily? ae ian Mise EP any athe et be Lok sete em Somes ait ey Sy ot eee SP 
. pa TE al rates , j Se px wih ti Pele he eR fe ie Wages sca ic MS eth eb ete Se oe nd ect athena. se 


ther 


\ird 


ons. 
par, 
'olo 
tive 
and 


Then 
Important na 


on the opposite page 


ig YOURS 


( #8 there/)... 


... because nothing interests people like themselves! 


@ Nothing interests people like themselves, 
their neighbors, their community, their 
friends— preferably pictures of them. This 
basic fact is true of the advertising fra- 
ternity—that’s why the Photographic Review 
is always one of the best-read features in 
Advertising Age. 


This basic fact is also true of the Sunday 
magazines available to national advertisers. 
Here, too, nothing interests people like them- 
selves. Which is why Mighty METRO is the 


Nothing sells people 
like METRO 


MIGHTY METRO magazines are individually owned, 
edited and distributed by these leading American newspapers: 


BALTIMORE Sunday Sun Magazine 
BOSTON Globe Pictorial 

and/or Herald Rotogravure Section 
BUFFALO Courier-Express Pictorial 
CHICAGO Tribune Picture Section 
CINCINNATI Pictorial Enquirer 


DETROIT News Pictorial 


CLEVELAND Plain Dealer Pictorial Magazine MILWAUKEE Picture Journal 
DES MOINES Register Picture Magazine 


and/or Free Press Roto Magazine 
HOUSTON Chronicle Rotogravure Magazine 
INDIANAPOLIS Star Magazine 
LOS ANGELES Times Home Magazine 


national advertisers’ best, basic Sunday buy. 

Consider local impact, for example. Mighty 
METRO has far more local impact than any 
other Sunday magazine because it’s individ- 
ually edited by each of its 27 different member 
papers — packed with pictures and stories 
of local interest. (52% of the editorial content 
of Metro is local.) 


Consider retail linage. Among national 
mass magazines, only Mighty METRO carries 
the ads of hundreds of retailers who are, 


NEW YORK News Coloroto Section 
PHILADELPHIA Inq. rer Magazine — Today 
PITTSBURGH Press Roto Magazine 


MINNEAPOLIS Tribune Picture Roto Magazine 
NEW ORLEANS Times-Picayune & States — Dixie 


PROVIDENCE Journa! Magazine—The Rhode Islander 


after all, the key customers of the national 
advertiser. 

Or consider circulation. Among national 
magazines Metro has by far the biggest cir- 
culation, the biggest magazine circulation in 
the world — over 14,000,000 every Sunday! 


Just as surely as the Photographic Review 
in Advertising Age gets more noting and 
reading among advertising people, so, too, a 
national advertiser in Metro gets more reader 
traffic, more action — every time! 


25,000,000 
READERS 
EVERY SUNDAY 


ST. LOUIS Globe-Democrat Magazine 

and/or Post-Dispatch — Pictures 
ST. PAUL Pioneer Pictorial 
SEATTLE Times Pictorial Section 
SPRINGFIELD Republican Rotogravure Section 
SYRACUSE Post-Standard Pictorial Gravure Magazine 
WASHINGTON Star Pictorial Magazine 


Metro Group Editorial Bureau (New York) MUrray Hill 9-8200 


METROPOLITAN SUNDAY NEWSPAPERS, INC. + Sules Offices for Metro Magazines and Metro Comics... NEW YORK: MUrray Hill 9-8200 
CHICAGO: WHitehall 4-2280 + DETROIT: TRinity 2-2090 + SAN FRANCISCO: GArfield 1-7946 +» LOS ANGELES: Michigan 0259 
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Positions open for: 


ence necessary. 


reports, books, direct mai 
for fine printing. 


Is one of thesea JOB FOR YOU? 


Expanding organization, one of New York's largest art agencies in 
business 25 years in the sales promotion and visual presentation field 
wants to add several competent men to its staff. 


Designer-Art Director to style, layout and supervise work on books, annual 
reports, direct mail pieces and promotional material. Must be experienced, 
thorough knowledge of type and printing, efficient, presentable appearance. 


Layout man to work with our top art directors, comping up their ideas on 
sales promotion and visual presentation material. Sound training and experi- 


Man tc control work schedules—rnust have knowledge of production and 
reproduction methods, sharp business sense, presentable appearance. 


Production man to buy type composition, engravings, printing for annual 
i pieces. Must have good 


Chartist to plan, design, layout, execute charts of all types. Must be intelli- 
gent, energetic, experienced and have good layout technique. 


Send resume to Box 437, ADVERTISING AGE, 80! Second Ave., New 
York 17, N. Y. Our employees have been notified of this advertisement. 


nowledge and feeling 


NEWSPAPER ADVERTISING 


resentative, expanding N.Y. sales 
office, invites resume from man with news- 
paper and/or agency experience. 
open. For interview send full details to 
Box 424 ADVERTISING AGE 
801 Second Ave. New York 17, N. Y¥. 


PUBLISHERS: 

Looking for plus CIRCULATION? 
Contact MEDIA with recent issue. 
P.O. Box 7, South Lincoln, Mass. 


Information for Advertisers 


No. 4800. New Agency Service Of- 
fered. 

In a booklet entitled “A New 
Light on Agency Service,” Rob- 
ert W. Orr & Associates announces 
a new marketing service for cli- 
ents, making the point that the 
trend to one-stop suburban shop- 
ping, plus the growing of self- 
service techniques in all types of 
stores, is effecting a marketing 
revolution. The purpose of the 
agency’s new merchandising de- 
partment, says the booklet, “is 
to meet the demand for more and 
more knowledge of markets, buy- 
ing habits, product use, and all in- 
formation vital to creating more 
effective advertising.” 


No. 4605. Big Test Market An- 
alyzed. 

The South Bend Tribune offers 
a newly-revised edition of its data 
book, “Test Town, U.S.A.” It con- 
tains the most recent figures and 
information on population, income 
and buying power, retail sales, 
newspaper and magazine circula- 
tion, employment and distribution, 
readership of editorial features 
and comics, and merchandising 
services offered by the paper for 
making conclusive and economical 
market tests. 


No. 4607. Scientific Use of Color in 

Selling. 

“How to Use Color on Corru- 
gated Boxes” is a booklet offered 
by The Hinde & Dauch Paper Co., 
which discusses the psychology of 
colors, tells how the use of the 
Bureau of Standards approved 
Munsell color system enables H&D 
designers to exercise absolute con- 
trol over client-approved colors, 
and gives many examples of the 
successful use of color in pack- 
aging of floor wax, carbonated 
beverages, peanut butter, inks, 
wines, fabrics, sporting goods, etc. 


No. 4608. Selling the Fresh Fruit 
and Vegetable Industry. 


“A Fresh Market That Is Ripe 
for Sales” is a new folder offered 
by The Packer which presents a 
quick picture of the $6 billion per- 
ishable foods industry as a market 
for the sale of packaging supplies 
and machinery; boxes; bags; crates 
and cartons; trucks and trailers, re- 
frigeration and insulation, packing 
plant machinery and_ supplies; 
mechanical handling equipment; 
rail, truck and air freight services; 
growers’ supplies; office supplies, 
etc. Brief media data is added. 


No. 4609. Reaching Oil Companies 
in Middle East. 


Stressing the fact that it is al- 
most impossible for a salesman to 
get the necessary company permis- 
sion and passports to visit the 
Middle East (where U. S. firms 
will spend $276,000,000 this year) 
The Oil Forum offers a new folder, 
“1953 Middle East Market,” show- 
ing how to tap this buying power 
through advertising. Difficult op- 
erating conditions, says the folder, 
make it imperative that equipment 
purchases be specified at the scene 
of operation, and the only way to 
reach the man on the spot is 
through advertising. 


No. 4611. The Negro Market in 
Baltimore. 
The Baltimore Afro-American 
offers a new study made by Fact 
Finders Associates Inc., entitled 


“Analysis of 501 Baltimore Negro 
\Families Who Read the Afro- 


American Compared with 501 
White Families Living in Homes 
of Similar Rent Value.” The sur- 
vey shows that Negroes greatly 
prefer independent stores over 
chain stores, and have brand pre- 
ferences decidedly differing from 
those of white families. 


Note: Inquiries for the items listed above will not be serviced beyond May 4. 
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USE COUPON TO OBTAIN INFORMATION ~ 


Readers Service Dept., ApverTistInc AGE 
200 E. Illinois St., Chicago 11, Ill. 


! 
| 
| 
Please send me the following (insert number of each item wanted 
| 
| 


STATE. 


THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate ef $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


Experienced Artist - to work in advertis- 
ing department of Southern Michigan 


Manufacturer. Work consists of mainly | 


perspective line drawings, phote retouch- 
ing, catalog and direct mail layouts. Ex- 
cellent opportunity for good steady man 
who would like to settle in small town of 
10,000. Write complete details, experience 
and salary expected 

Box 5626, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ASSOC. ART DIRECTOR ............. 
ADVERTISING PRODUCTION mm 
ADVERTISING ASSISTANT. ........0000+++ 
EDITORS-SALES PROMOTION -ADVTG 
SHAY AGENCY 
30 W. Washington St. Chicago 2, Ill. 


Attention Broker Salesmen 
Maker of fine embossed cardboard, foil- 
board and Thermoplastic signs and dis- 
plays wants representation. Commission 
basis. St. Louis, Chicago and other cities. 
Box 5625, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MOLENE 
Editor, industrial co. 
Artists, layout artists 
Adv. mgr., knowledge chemicals ................ 
Bankers Building Chicago 3, Il. 


Publisher of three established trade pub- 
lications seeks space salesman for New 
York metropolitan area. Will pay salary 
plus commission for exclusive services. 
Give references, experience, etc. 
Box 5624, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


RADIO STATION SALES EXECUTIVE— 
under 45, Upstate New York station - ex- 
cellent opportunity - write giving back- 
ground and experience. 
Box 5635, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


CHICAGO 


Old established New York technical trade 
magazine, leader in its field, has opening in 
its Chicago office for experienced space sales- 
» Exceptional op unt for the right 
man. Salary 8 3 
and experience. All vesijes held in ct 
confidence. Interviews will be set up in Chi- 
cago for week of March 30. 
Box 40, ADVERTISING AGE 
200 €. Illinois St. Chicago 11, til. 


REPRESENTATIVE WANTED 
Large Mid-Western Lithographer of Displays 
and 24-sheet posters Is anxious te obtain good 
representation in Los Angeles and San Francisco. 


Box 424 ADVERTISING AGE 
200 E. Iilinols St. Chicage 11, Iilnols 


ADVERTISING SALESMAN 


ed territo: = 
+ P 
duties. Salary 
expenses paid; 
car furnished. If y 


in 
and believe Fe. can sell, write us giving 
pertinent information for inter- 
view. Address Box 427, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, TIL 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENT 
209 S. State St. Ha 17-2063 Chicago 


Publisher’s Representative to handle ad- 
vertising on commission basis for Trade 
Association quarterly. 

Box 5633, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional. 
CEntral 6-3178 176 W. Adams Street 


MEDIA GIRL 
Experienced woman (25-35) for permanent 
connection in agency media department. 
Write stating background and _ salary. 
Lamport, Fox, Prell & Dolk, Inc., JMS 
Bidg., South Bend, Ind. 

FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


ADVERTISING SALESMAN 

For old line coast lithograph company. To 
work southwest territory out of estab- 
lished Texas Office. Excellent opportunity 
for qualified man. Salary, all expenses and 
car. Reply, giving details of experience 
and references. 

Box 5627, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


FREE LANCE PUBLICITY WOMAN 


formerly Steve Hannigan associate; 18 
years top flight contact with national 
magazines, newspapers, syndicates, radio 
and TV stations; excels in giving mer- 
chandise national recognition; has worked 
with leading advertising agencies and most 
reputable manufacturers of consumer prod- 
ucts. Will handle short or long term 
publicity. 
Box 438 ADVERTISING AGE 

801 Second Ave. New York 17, New York 


ADVERTISING 
MEN 


Wanted bya TopAgency 


One of my clients needs 2 men of 
potential management caliber. One a 
creative account manager and busi- 
ness getter. The other should lean 
toward the business operation of an 
agency. A knowledge of modern 
business methods and practices is 
desirable. My client feels that all its 
employees should be first good ad- 
vertising people and second, special- 
ists in specific fields. This client is 
growing rapidly, has a splendid 
reputation and a long record of suc- 
cess. I, personally, regard this op- 
portunity as unusual— worth the 
consideration of top-quality men. 
Salaries will be negotiated when the 
right men are found. 


JOHN ORR YOUNG 
113 West 57th St. Steinway Hall 
New York 19, N. Y. 


ADDRESS 


test market, and evaluate results. 


of this ad. 


BOX 431 
200 E. Illinois St. 


UNKNOWN 


But a AAA-1 package goods manufacturer with national multiple 
product distribution is anxious to locate a man with these qualifications. 

25 - 30, tremendous drive and energy, high ambition. Creative, yet 
sales minded. Can lay out a sales theme on paper, follow it through a 


advertising and sales promotion. Is successful with present company or 
agency, but has good reasons for wanting to change. 

For a man who wants a career with an aggressive, well established 
but fast-growing company, this is a rare opportunity. For interview 
submit complete details in confidence first ietter. Our employees know 


ADVERTISING AGE 


Has sales experience but prefers 


Chicago 11, Il. 


procedure. 


salary requirement. 


801 Second Ave. 


ADVERTISING 
BRAND MANAGER 


needed by a well-established manufacturer in the food field, 
New York City area. This man must have the ability to collect 
and evaluate facts, establish plans and supervise their adminis- 
tration. He must have sound knowledge of media and budget 


College graduate preferred, age 26 to 
33. Previous consumer goods advertis- 
ing or marketing experience essential. 


Ample opportunity for growth in an expanding company. Please 
give complete resume including age, education, experience and 


Box 435 ADVERTISING AGE 


New York 17, N. Y. 


Advertising Age, March 23, 1953 


POSITIONS WANTED 
HERE’S A COPYWRITER 


| who wants to write creative copy. He 


wants a challenge that’s geared high... 
one that demands some heavyweight re- 
sourcefulness and responsibility. He’s now 
employed in Big Mail Order—but he’s 
pigeonholed. He’s 30... wants about $6000. 
He prefers a Chicago agency, but he’)! 
listen to any real opportunity with a 
future. 

Box 5629, ADVERTISING AGE 

206 E. Illinois St., Chicago 11, Ill. 


TOPFLIGHT ARTWORK - I can handle 
your art problem at a reasonable free- 
lance price. Let me show you what I can 
do—be it a modern letterhead, direct mail 
piece, magazine ad, package design, what 
have you. Excellent reference. 

Box 5630, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


COPYWRITER - 28, 4 yrs. plus of retail, 
TV, consumer, trade, publicity, contact. 
Now emplyd. Chicago agency or Manufr.? 
Box 5628, ADVERTISING AGE 
200 E. Lliinois St., Chicago 11, Ill. 


ADVERTISING MANAGER OR 
ASSISTANT TO SALES MANAGER 
Young woman with wide experience in 
sales analysis, promotion, product testing, 
consumer panels, Knows all phases of 
adv.: Production, Media, Copy, Research, 
Budgets and Agcy. Prefer Mid-west. 

Box 5632, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


THIS COPY CHIEF 
WON'T TAKE NO FOR AN ANSWER 
So write “Yes, we need a well-seasoned 
veteran to dig our copy staff out of its 
rut. We can pay $12,000" and mail to 
Box 5634, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


CREATIVE WRITING on free-lance basis. 
Chicago area coverage for trade papers; 
Ad copy; Magazine; Radio; Film; Story- 
Writing. Solid background. Harry Madlin, 
4630 S. Fairfield Av., Chicago 32, II. 


MISCELLANEOUS 


PRICE PITCH WRITING 
Fresh ad ideas, copy criticism, “buy” 
letters, speeches, publicity—a new twist 
on every pitch. Quick service. Job rates. 
Box 5631, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
Addressing, $2.50 per 1000. Plates em- 
bossed, 3 cents each. Complete Mail Serv- 
ice, 28 St. Marks Pl., N.Y.C. 3, Al 4-7082 
CANADA’S BEST MAILING LIST 
200,000 live names on Elliot stencils. 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


MAIL ORDER 


WRITER 


Excellent opportunity for experienced 
writer with New York agency. Five 
figure salary, chance at contact and 
account planning. Must have agency 
background, heavy on mail-order or 
direct selling space. Write complete 
details previous experience. All let- 
ters confidentially handled. 


Box 439 ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


DISPLAY 


Two key jobs are open in Chicago 
studios of established national pro- 
ducers of art for reproduction: 


1. Sales representative for point-of- 
sale material. Must have good sales 
record of experience in this field to- 
gether with current live prospects. 


2. Topnotch creative display de- 
signer who can direct assignments 
to completion. 


These two jobs offer promising and 
permanent futures for the right 
men. Write us complete details of 
your background and experience. 


Box 436 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


PR Management Corp. Elects 

James P. Chapman, president of 
James P. Chapman Inc., Detroit 
public relations consultant, has 
been elected president of the Pub- 
lic Relations Management Corp., 
New York, comprising 28 regional 
public relations consultants. Other 
officers elected are John LaCerda, 
John LaCerda Agency, Philadel- 
phia, secretary, and Paul A. New- 
some, Newsome & Co., Boston, 
chairman of the board and treas- 
urer. 


WPAG-TV Appoints Keller 
WPAG-TV, Ann Arbor, Mich.. 
which is scheduled to go on the 
air March 31, has appointed Rob- 
ert S. Keller Inc., New York, as 
its sales promotion representative. 


Wright Joins Kling Studios 
William Wright, formerly with 


|Meldrum & Fewsmith, Cleveland. 


has joined Kling Studios Inc. as 
head of its St. Louis office. 
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EIGHT COLORS—Toni 
using eight colors to enliven these window 
pieces for its spring retail store promotion. 


Co., Chicago, is 


RCA’s Conditioner 
Gets Early Start, 
Weather Tie-In 


CAMDEN, N.J., March 17—RCA 
Victor will start its consumer cam- 
paign on room air conditioners two 
months earlier than normal this 
year, in an effort to extend the 
selling season for these products. 

The kick-off will be a full-color 
page in the April issue of Better 
Homes & Gardens, built on the slo- 
gan “You'll feel better with an 
RCA room air conditioner.” 

This will be followed by b&w in- 
sertions in the June and July issues 
of the same magazine, and will be 
supported by a series in Life, be- 
ginning with the April 13 issue 
and then on an every-other-week 
basis. Some of these will be color 
and some b&w. 


s The product will get additional 
support in radio and television 
commercials on RCA Victor’s NBC 
shows, and in a newspaper cam- 
paign five times larger than last 
year’s. The newspaper promotion 
will run about four months, with 
large-space ads in leading dailies 
in every major market. 

The campaign in newspapers 
will be hinged directly to weather 
conditions. The first ad in each 
community will appear on the day 
local temperatures reach a certain 
level, and for two successive days. 

All ads, both newspaper and 
magazine, will remind readers that 
RCA Service Co. is available for 
installation and maintenance. 

Promotional material, including 
everything from sales training ma- 
terial to cartoon books, is being 
distributed a month before the 
season starts, to give dealers a 
chance to get set. 

Al Paul Lefton Co., Philadelphia, 
is the agency. 


Campbell-Mithun Names 
Bidwell Account Supervisor 


M. Oakley Bidwell, formerly 
v.p. and contact supervisor with 
Benton & Bowles, New York, has 
been named a 
v.p. and account 
supervisor with 
Campbell-Mith- 
un, Minneapolis. 

Mr. Bidwell 
will direct the 
agency’s activi- 
ties for the Bal- 


io lard division of 

j Pillsbury Mills 

A Inc., Minneapolis. 

This includes 

M. Oakley Bidwell Ballard Oven 
Ready biscuits, | 


sold nationally, and Ballard family 
flour and mixes, sold mainly in 
the South. ~ 


Sylvania Names Tomlinson 


Harry J. Tomlinson, formerly 
with W. R. Grace & Co., New York, 
international trading and trans- 
portation company, has joined the 
public relations department of 
Sylvania Electric Products Inc., 
New York. Mr. Tomlinson will be 
in charge of public relations pro- 
jects with several of the company’s 
operating divisions. 


Gamewell Co. Names Blinn 


George H. Blinn Jr. has been 
named sales promotion and adver- 
tising manager of Gamewell Co., 
| Newton Upper Falls, Mass., elec- 
|tro-mechanical equipment manu- 
| facturer. He formerly was assistant 
sales promotion and advertising 
manager for Hartford Accident and 
Indemnity Co. 


Increases Color Rates 

Railway Purchases & Stores, 
Chicago, is increasing its charges 
for extra color—standard red, blue, 


green, orange and ye 
per page per color, al 
page per color fo 
matched colors. The r 
effective with the Ju 
sue. 


Berghoff Backs Rac 

Berghoff Brewing 
Wayne, Ind., has em 
its largest spot radi: 
with over 24 midwes 
scheduled for 12 wee! 
the slogan “Time Of 
hoff,” the spots wil 
with time signals. A r 


—to $40 
» $75 per 
pecially 
rates are 
1953, is- 


Spots 
‘orp., Fort 
ked upon 
romotion, 
n stations 
Featuring 
For Berg- 
re tied in 
v Berghoff 


dark beer will be given radio, di- 
rect mail, publicity and point of 
purchase support. Hoffman & York, 
Milwaukee, is the agency. 


Mattatuck to Robotham & Co. 

Mattatuck Mfg. Co., Waterbury, 
Conn., has appointed Edward W. 
Robotham & Co., Hartford, to di- 
rect its advertising. 


RCA Victor Gets Can Plant 


The RCA Victor division of Ra- 
dio Corp. of America, Camden, N. 
J., has acquired the Cambridge, 


103 


O., plant of Continental Can Co., 
New York, for the production of 
fabricated parts for Victrola phon- 
ographs and record players, and 
for the assembly of record chang- 
ers. 


ROSKAM 


For LISTS, DIRECT MAIL, MAIL ORDER ADS 
We've got the lists—the know how—mail pro- 
grams planned, created, completed. Cut costs, 
increase ite avoid mistakes and headaches. 


OR WIRE TODAY! 
©. H. ROSKAM, ADV., 1430 Grand, K.C. 6, Mo. 
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Never in history has a single radio station and a single 
program received national and international recognition 


Radio Station WSM 
and WSM’s Grand Ole 
Opry has been featured 


15 times in 15 months 


leading magazines .. . i 
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O’Donnell-Usen Names Snyder mariat sreteeten. has bee are: 
: mot o sales manager o e 
Arnold Snyder, formerly sales graphic arts division of Fairchild 


manager for the southern area of « 
the Birds Eye division of General | | NY Instrument Corp., Syos 


Foods oy New —_ -~ been | 
appoin assistant sales director 
of the O’Donnell-Usen Fisheries Lois Kibler Designs Moves 

Corp., Boston packer of Taste O’-| Designs by Lois Kibler, New 
Sea frozen fish. York custom designer and executor 
of costumes ~ ——— for = 
vertising an promotion, as 
Fairchild Promotes Hyatt moved to new quarters at 524 W. 


Judson A. V. Hyatt, in charge of | 46th St. 


FOR RENT hoveensoet . 


Ax HOWARD JOHNSON’S 


i ae we 
MIAMI BEACH 


= eZ, 
CHBR., of CMCE.,.. 


= 


pn 


6,324, 550° 


PASSED THIS MIAMI BEACH CORNER 
IN 1952! 


.. and every car using the Mac Arthur Causeway 
from Miami to Miami Beach MUST see this sign! City 
ordinance requires office occupancy by advertiser, and 
we can make available any size space from an office 
to the entire building at a most attractive figure... a 
fraction of what you would pay for similar circulation 
elsewhere! This is an unparalleled opportunity to sell 
your message to the moneyed millions who live in or 
visit Miami Beach . . . don’t miss it! 


*State Road Dept. figures 
Write, phone, or wire 


BERT J. REILLY, owner 


1125 Fifth St., Miami Beach, Fla. 


CARS 


THE MEN 
WHO PRINT America’s leading magazines think, 
by necessity, in hairlines of quality. They know 
and appreciate the difference between plates 
that are “good enough” and those that are 
superlatively fine. They also know, and fre- 
quently tell us, thatengravings from C M & H 


invariably print well in the magazine. 


MILLER & HUTCHINGS, INC. — 
207 NORTH MICHIGAN AVENUE, CHICAGO » 


Snaicae Fnt Phbtgtaing Plant 


COLLINS, 


‘|turned to the sea literally. Since 


The new executive v.p. of Rick- 
ard & Co., Howard H. Sharman, 
climbed the media and research 
ladder to prominence in advertis- 
ing. 

Mr. Sharman is another gradu- 
ate of the shipping room—Erwin, 
Wasey & Co.’s, 
where he worked 
while he was a 7% 
junior at New | 
York University. 
He moved into 
the agency’s me- 
dia department in 
1929, when he 
was graduated 
from NYU. He 
was then 22. 

He trained un- 
der T. Norman 
Tveter, one of the deans of the 
space-buying business, and ever 
since problems of the media de- 
partment have occupied a large 
part of Mr. Sharman’s time and at- 
tention. 

As the economic depression of 
the '30s deepened, Erwin, Wasey, 
like many other companies, was 
forced to curtail. This meant young 
Sharman was out of a job just as 
he was getting started in the ad- 
vertising business. 


9 da 3 


Howard Sharman 


® Being “at sea” mentally, he 
boyhood, he had been fascinated 
by ships and blue water. As a 
youngster, he had served as a 
deckhand on lake freighters during 
school vacations. 

' So in ’33 he signed on as a deck- 
hand aboard a tramp steamer at 
$30 a month. The ship sailed 
around the world, picking up car- 
goes where it could, and returned 
to New York after a cruise of eight 
months. 

Back in New York, young Shar- 
man found things were still tough. 
At Erwin, Wasey he was given 
the glad hand and told to “keep in 
touch.” As a gamble, he took a 
two-week intensive course in sell- 
ing insurance. 

With that under his belt, he 
called on the late Arthur Van Utt, 
then treasurer of Erwin, Wasey. 
Instead of buying insurance, Mr. 
Van Utt asked young Sharman 
when he wanted to come back to 
work. 


= In 1936, he received an offer to 
take charge of the media depart- 
ment at Van Sant, Dugdale & Co., 
in Baltimore. He was there three 
years, and then returned to New 
York to join the research depart- 
ment of Campbell-Ewald Co. 

A year later he became a re- 
search executive with Recording & 
Statistical Corp., which specialized 
in statistical work for insurance 
companies. But the desire to get 
back into the advertising business 
kept getting stronger, so in 1942 
Mr. Sharman became head of me- 
dia and research at Rickard & Co. 

In his new position as executive 
v.p., he will continue to super- 
vise media, and also will continue 
as director of research and market- 
ing. He will control the servicing 
of all the agency’s accounts and 
will have charge of account de- 
velopment and special client con- 
tacts. 


® Speaking of his experience as 
a media specialist, Mr. Sharman 
told AA that “no media man can 
afford to keep his door closed to 
publishers’ representatives.” He 
has always found time or made it, 
ihe says, to give business paper 
representatives a hearing. 
During the past few years, par- 


You Ought fo Kuow e eHoward ae 
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there is a difference between serv- 
icing a field for profit and exploit- 
ing a field for profit. Today this 
NIAA’s standard publishers data | difference is more readily appreci- 
sheet, he believes, has been a major oo by bg ge y ‘hed iehininaper 
contribution in helping to clarify . oe = vee tye 88 


and standardize business paper a ea + yan a = Se 
practices. . 


= Media men today have more| Opens Cleveland Office 
and better tools for media evalu-| Crowell-Collier Publishing Co., 
ation than they had 20 years ago,| New York, has opened an office in 
Mr. Sharman knows, but he doubts the Union Commerce Bldg., Cleve- 
whether the new tools have made|land. Thomas K. Reis, previously 
media evaluation any easier. in the company's a office, 
“Evaluating media,” he says, “is has been placed in charge. 
hard to pin down. In the final 
analysis, nothing can take the Grades rete — aay is rt di 
place of experience. An accumula- e = cn with Sacseat Gn. Le Anne 
tion of experience, plus knowledge les agency, has joined the staff of 
of a publisher’s background and | art directors at the Elgin Davis 
business philosophy, frequently Studio, Los Angeles. 
means more than cold statistics in 


judging a publication’s value for | pansen Shifted to Detroit 

a specific campaign or marketing, james E. Hansen has been trans- 

problem. _ ¢ ferred from the Cleveland office 
“All publishers necessarily serv-| of Meldrum & Fewsmith to the De- 

ice their respective fields for|troit office, where he will handle 

profit,” Mr. Sharman says, “but! sales promotion activities. 


Did you see that NLGB* 
gained 4 million dollars in billing 
last year? 


Yes, and I understand they've 
doubled their business since 1950! 


* cm 
Here are the clients of Needham, Louis & Brorby... 


Morton Salt Company 

The Peoples Gas Light and 
Coke Company 

Phenix Foods Company 

The Quaker Oats Company 

State Farm Insurance Companies 

Swift & Company 

Wieboldt Stores, Inc. 


Cummins Engine Company, Inc. 
Derby Foods, Inc. 

The Eagle-Picher Company 
Household Finance Corporation 
S. C. Johnson & Son, Inc. 

Kraft Foods Company 
Macwhyte Company 

Marathon Corporation 


ticularly since the war, industrial 
publishers have become more en-| 
‘lightened, Mr. Sharman believes. | 
‘He attributes this largely to the) 
educational work that has been! 
done by National Industrial Ad-| 
vertisers Assn., Associated Busi-_ 
ness Publications and National) 
‘Business Publications. 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 
135 South Lo Salle Street, Chicago 3, Illinois 
Chicago 
New York 
Hollywood 
Toronto ° 
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Advertising Pages and Lina ‘e in National Magazines 


Official Figures for February and Year-to-Date as_©mpiled by Publishers Information Bureau 


Publications with an * report tly to ADVERTISING AGE 


Pages ———_- — - $$ L es . 
Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. a 74 -Feb. Jan.-Feb. 
1953 1953 1952 1953 1952 
Weeklies, Bi-Weeklies, Semi-Monthlies 
*Capper’s Weekly ........... 3 23,246 24,491 34,424 34,458 
*Christian Advocate ......... 1 i ; 50.1 8,308 9,843 17,805 20,733 
= PEARSE dake nekane 86.0 103.1 164.5 168.4 38,491 70,104 111,823 114,543 
Thibs@uawadetasdaaidvcs 76.9 64.0 149.3 144.8 32,954 27,439 64,021 62,085 
on ba anton had Tease bs 18.3 18.2 38.3 33.7 18,309 19,060 38,317 35,395 
inde tueiaks santnedese 273.8 277.7 473.3 467.6 186,106 188,784 321,694 317,934 
Se o& spats 564359 ¥00 45 a 109.8 98.7 174.7 181.6 74,684 67,111 118,734 123,475 
 &. . a cre 264.1 241.0 487.3 430.4 113,179 103,306 208,830 184,457 
I 4 6. t00 oo cvasemared 206.5 233.5 392.9 412.5 86,619 97,949 164,819 172,998 
I ete a <0s hie acere «le 54.7 37.2 81.4 68.0 22,978 15,628 34,179 28,573 
*Presbyterian Life .......... 19.9 13.5 37.1 23.6 8,361 5,664 15,568 9,920 
FA eee 35.0 21.0 69.0 43.0 oe oe -— _ 
Saturday Evening Post ....... 292.2 275.2 548.0 485.1 198,641 187,079 372,524 329,819 
*Saturday Review .......... 76.3 61.8 137.9 103.3 32,042 25,947 57,912 43,386 
*Sporting News ............. 16.4 19.4 34.3 39.8 17,844 21,026 37,302 43,165 
SE Pe rere 269.9 256.4 508.8 507.9 113,304 107,645 213,519 213,207 
TU. S. News & World Report . 198.5 191.2 385.2 328.2 83,320 80,252 161,673 137,709 
eee ee 1,993.8 1,925.6 3,671.4 3,460.3 1,078,386 1,051,328 1,973,144 1,876,857 
#Not included in tetals. §Only full-page units accepted. ¢Four issues in February 1953; five issues in February 1952. 
Women’s 
American Family ............ 20.5 17.4 34.3 28.2 8,784 7,482 14,701 12,091 
TE eitagsivcene se 39.7 43.2 60.2 63.8 17,039 18,501 25,817 27,300 
tEverywoman’s .............. 40.5 38.8 66.4 65.7 17,355 16,624 28,444 28,142 
2... Serre 68.3 70.2 100.9 105.9 29,279 30,054 43,282 45,352 
Good Housekeeping .......... 134.2 122.1 193.0 187.0 57,457 52,286 82,609 80,037 
*Holland’s Magazine......... 21.0 22.8 31.8 35.5 8,997 9,777 13,613 15,217 
a ee 45.0 51.9 69.5 78.6 19,278 22,211 29,784 33,610 
Ladies’ Home Journal ........ 82.5 90.2 133.5 146.5 56,108 61,309 90,787 99,615 
McCall’s Magazine ........... 70.7 73.3 101.8 118.0 48,033 49,816 69,210 80,276 
Parents’ Magazine .......... 47.4 53.6 77.6 85.5 20,304 22,956 33,227 36,623 
WD os'6b045940+0ids 0% 95.0 97.1 155.5 151.7 64,611 66,002 105,745 103,155 
BETEONTS FAM ciccccccses 211 oe 21.1 a 9,062 od 9,062 —_— 
2h reer 44.9 53.9 70.2 80.0 19,282 23,110 30,121 34,289 
*Western Family: 
Southwest Edition ........ 34.0 40.1 54.1 70.6 14,572 17,188 23,182 30,015 
#Mountain Edition ....... 30.1 33.7 48.3 58.0 12,932 14,438 20,732 24,880 
#No. Calif. Edition ....... 32.1 35.9 52.0 63.1 13,785 15,394 22,301 27,050 
#Northwest Edition ...... 33.4 37.7 54.1 65.4 14,332 16,191 23,218 28,062 
bu LL  BRe TE eee 71.0 82.3 102.7 134.5 30,435 35,163 44,045 57,515 
Woman's Home Companion .... 63.7 62.7 97.5 105.7 43,340 42,653 66,258 71,861 
: i Sere 878.4 919.6 1,349.0 1,456.6 454,874 475,132 700,825 755,098 
+See note at end of linage tabulation. #Not included in totals. {Started publication in February 1953. 
General 
*American Artist ........... 30.2 33.6 57.0 58.2 12,692 14,106 23,954 24,446 
*American Forests .......... 17.8 13.3 27.7 27.7 7,490 5,600 11,648 11,648 
American Legion ............ 24.9 20.2 41.3 36.4 10,441 8,472 17,364 15,306 
American Magazine ........... 24.7 26.3 42.1 45.4 10,379 11,059 17,760 19,087 
ES thawed bs 3004000 Cede 18.9 19.4 35.6 28.9 8,081 8,317 15,276 12,422 
EE eAhceeasscdeedenasa 28.0 34.4 48.4 53.0 11,732 14,456 20,286 22,268 
*Christian Herald ........... 38.1 40.6 78.3 82.6 16,363 17,414 33,594 35,412 
RD, igecbaseasenves os 7.5 7.4 13.0 12.5 5,099 5,061 8,836 8,513 
ree eerr rear 21.0 13.0 31.0 21.0 3,822 2,366 5,642 3,822 
CED, 3 -3660-4b500d0900 20.3 32.9 51.9 58.5 8,699 14,115 22,245 25,050 
*Eagle Magazine ............ 7.8 8.2 13.0 15.6 3,256 3,447 5,454 6,555 
0 Eee 55.5 46.8 104.5 90.8 37,772 31,770 71,125 61,710 
ID pc aesccsasiass 12.3 10.2 21.7 18.2 5,257 4,391 9,297 7,859 
EE wpe wewosasua cases 31.4 35.7 92.7 107.5 21,334 24,263 63,064 73,087 
CD. wetbsviceosctsee 26.1 24.2 40.8 41.8 17,957 16,630 28,082 28,708 
i Perr ere 22.0 22.6 36.4 39.0 9,430 9,657 15,566 16,648 
*Grade Teacher ............. 32.5 44.2 51.1 62.3 14,350 19,501 ” 22,556 27,462 
Harper’s Magazine .......... 20.3 18.0 36.5 31.9 8,493 7,527 15,292 13,360 
ME petabeedscccrceee sa 44.1 48.3 76.3 83.6 29,956 32,821 51,836 56,762 
*Improvement Era ........... 24.9 24.5 46.3 47.1 10,467 10,285 19,443 19,758 
TE Rewaeeede0s0 ees 4 27.8 38.1 56.5 51.2 18,991 26,067 38,641 35,056 
*Motor Boating ............ 68.9 65.9 244.4 225.6 40,523 38,749 143,717 132,657 
National Geographic ......... 42.3 38.4 68.8 62.7 10,056 9,133 16,363 14,904 
Sk rae oe 31.3 27.5 52.4 50.7 21,302 18,691 35,641 34,478 
Sar er 17.2 17.2 40.4 38.2 7,398 7,374 17,356 16,376 
Redbook Magazine ........... 20.5 21.1 31.0 37.3 8,784 9,035 13,269 15,977 
TE -Srbesy pass eseeees 10.5 11.9 17.5 18.4 4,404 4,993 7,327 7,720 
GE GbGedacrestcdacesies 14.8 11.3 14.8 11.3 9,912 7,560 9,912 7,560 
Err er Tr errs 15.9 45 23.3 4.5 6,801 1,946 9,992 1,946 
Town & Country ............ 60.2 76.6 100.9 135.7 40,432 52,094 67,755 91,143 
rr errr 33.3 22.4 47.3 33.6 14,293 9,608 20,315 14,449 
ED ac taneépenneegeva 66.6 57.4 235.1 207.7 39,161 33,751 138,239 122,127 
. 2 Rerrerirrrrre. 902.8 905.8 1,863.2 1,827.6 465,215 472,699 986,935 976,716 
#Not included in totals. tJanuary-February issues combined. {No January 1952 issue. 
Home 
American Home ............ 56.6 35,762 34,050 57,139 64,404 
Better Homes & Gardens ..... 129.2 81,662 74,296 118,389 110,232 
*Flower Grower ............ 66.0 27,720 25,032 51,716 46,872 
House Beautiful ............ 80.7 50,956 48,861 80,635 76,372 
House & Garden ........... 55.1 34,764 35,403 56,045 57,132 
2 eS are 40.8 15,403 17,097 25,757 54,403 
Sunset Magazine ............ 105.7 44,387 31,109 67,807 53,036 
Total Group ............ 334.1 290,654 265,848 457,488  ~ 462,451 
Fashion 
fen cidiseenreusscaea 85.8 36,791 35,139 57,541 55,032 
RY Seaduuesc00sssekes 74.9 32,122 38,202 52,985 62,588 
gg SO ee 114.8 72,522 81,643 118,515 130,894 
Mademoiselle ............... 102.2 43,861 44,957 66,670 76,880 
WEE. Seuwded esse cesecsese 209.5 132,418 128,933 196,299 184,318 
Total Group ............ 387.2. “317,714 ~ 328,874 ~ 492,010 ~509.712 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ........ 42.9 38.5 18,394 16,483 23,818 23,547 
Modern Screen ........... 30.2 33.3 12,984 14,305 21,372 22,307 
Sereen Stories .......200 26.9 29.9 11,544 12,850 18,280 20,136 
Fawcett Women’s Group: 
Motion Picture .......... 21.0 28.9 9,042 12,414 17,181 19,125 
True Confessions .......... 33.1 41.8 14,211 17,945 20,949 25,707 
Hillman Women’s Group .... 13.1 14.9 5,645 6,410 8,631 10,076 
Hillman Romance Group .... 9.2 8.2 3,934 3,541 5,381 5,256 
Ideal Women's Group: 
Intimate Romances ........ 23.0 26.4 . 9,895 11,359 15,489 17,903 
fs eee 18.3 23.1 , 7,877 9,928 13,712 16,160 
Movie Stars Parade ........ 18.4 22.1 \ 7,884 9,506 13,726 15,738 
Personal Romances ........ 22.1 25.9 { 9,505 11,121 15,034 17,574 
*Quality Romance Group .... 6.0 4.0 J 2,268 1,512 4,536 3,024 
*Screenland Unit .......... 25.6 25.5 6 10,990 10,920 17,220 18,270 
*Secrets Romance Group: 
Revealing Romances ....... 21.3 21.9 31.9 9,146 9,399 12,816 13,699 
DN Bae des cbse deseo, 28.9 29.1 40.3 12,418 12,466 17,110 17,256 
True Story Women’s Group: 
ee 37.1 54.2 15,935 13,926 24,193 23,205 
Se éeude ss 27.0 39.5 11,584 10,671 16,410 16,927 
True Experience .......... 31.0 40.5 13,294 10,673 18,07 17,369 


Pages Lines 
Feb. Feb. Jan-Feb. Jan.-Feb. — Feb. Feb. Jan.-Feb. Jan.-Feb. 
1953 1952 1953 1952 1953 1952 1953 1952 
e Love Stories ......... 30.2 25.4 41.7 41.0 12,956 10,883 17,894 17,578 
Ye Romance ............ 305 264 42.1 43.6 13105 11,322 18,082 18,704 
0 GA ig kxcivi cn 53.1 48.7 77.5 78.3 22,774 20,868 33,251 33,557 
tal Group ............ 5489 5563 6246 


N 'C: Figures for each publication in the Dell, 
by ‘Se group as a whole PLUS additional advertising carried by each individual publication. 


Fawcett, Ideal and True Story groups include all advertising carried 


Business 
Business Week ........0000 _ 419.0 
en's os us cane 75.4 
| vancial eee 27.9 
BONS. wc daennns viewks cent 23.5 
tNE chia id vides cikiwe 159.0 
Modern Industry ........... 94.3 
Nation's Business ........... 47.7 
Totes GOOG ic ccussvues4 846.8 
Youth 
oo eee 23.6 
oe ae 21.6 
see A. DEEP CETTE EC 1.6 
i Oper 7.5 
Scholastic Magazines ........ 38.7 
VOUN Wie cae cun 93.0 


tNot published in January. 


Magazine Linage Tr end Figures in Thousands 


1953 


FeB.| /,078 
JAN.| B84 


1952 
FEB. ACE YA 


1953 
FEB G55 | 


JAN. 
1952 
475 


Outdoor & Sports 


*American Rifleman ........ 47.0 96.3 
Field & Stream ............ 64.1 88.3 
*Fur-Fish-Game ........... 18.6 397.9 
*Hunting & Fishing ........ 28.7 40.1 
meeenee ER iccisicsastess 68.0 82.2 
*Qutdoor Sportsman ........ 6.3 19.9 
Ene RED acdetdevcseess 47.6 66.9 
Wee GOD oe cstssndene 280.3 
Mechanics & Science 
Mechanix Illustrated ........ 89.2 
Popular Mechanics .......... 186.7 
Peper GO ssc svcscvecs 155.1 
t*Science & Mechanics ...... 115.3 
Tel BOM dh xerecsixaa: 546.3 
+February-March issues combined. 
Detective & Fiction 
Dell Men's Group .......... 24.6 
#i*Macfadden Men's Group .. 63.0 588 
*Popular Fiction Group ..... 13.2 6,122 
*Thrilling Fiction Group ..... 19.7 ‘ , ‘ 4,675 
felt GIGUE csnunssrcesss 37.5 68.2 948 ~ 109.9 Ts, 762 18,543 26,648 30,258 


#Not included in totals. {Formerly Sport Men's Group. There were only three + in the group prior to Septem- 
ber 1952, when Master Detective was added. Group had no January 1952 issues. 


Farm 
SBageer’s FOV cicccccasece 76.7 63.8 112.1 106.3 32,902 43,439 56,976 72,392 
¢Country Gentleman ....... oo ae 96.1 177.3 158.2 54,306 65,363 88,775 107,626 
Peres GE sicccdeucsaccis 114.5 110.8 1719 174.9 49,100 47,514 73,742 74,996 
t§Farm & Ranch —Southern 

LPT rere 56.2 45.7 92.8 74.5 24,073 31,034 39,801 50,622 
§Progressive Farmer .......... 119.5 100.1 184.1 162.8 81,224 68,013 125,195 110,566 
Successful Farming ......... 10L8 109.9 159.4 174.7 45,806 49,441 71,726 78,603 


Total GrOUp .ccccccscoess 595.3 5264 6976 ~ 8514 “287.411 ~ 304,804 456,215 


Fa BS 
Changed from 680-line page to 429-line page in February 1953. {Changed from 680-li to 429-li 
i — 1953. §See note at end of linage tabulation. ' ee ee 


Newspaper Sections (I) 


(Nationally distributed with Sunday newspapers) 


GAmerican Weekly .......... 49.0 31.9 79.8 61.0 41,575 31,801 67,742 60,718 
LB ee 47.8 32.5 79.7 54.4 40,562 27,564 67,588 46,189 
This Week Magazine ........ 64.4 54.2 111.2 92.6 54,686 45,996 94,408 78,647 

Total GrOUP ..cccccsesess 161.2 118.6 270.7 O 136,823 105,361 229,738 185,554 


§Changed from 1,000-line page to 850-line page May 11, 1952. 


_ Newspaper Sections (II) 


(All other newspaper sections and comics) 


| First 3 Markets Group ...... 37.6 25.3 60.1 46.9 31,912 25,250 51,063 46,775 
| W. Y. Herald Tribune- 

This WHEE cccccastccccess 26.9 26.9 54.7 51.2 22,908 22,813 46,526 43,433 
tNew York Mirror Magazine . 40.0 29.5 78.6 64.6 39,153 29,405 77,035 64,517 
New York Times Magazine .... 164.6 111.7 265.8 205.8 139,893 94,907 225,911 174,876 
Puck—The Comic Weekly .... 12.6 111 24.7 23.3 24,022 21,184 47,199 44,677 

Total GD scecsecixesex WT 5 483.9 R18 257,888 193,559 447,734 374,278 


204. 
te anged from 1,000-line page to 850-line page in January 1953. {Changed from 1,000-line page to 980-line page 
sune 1952. 


All figures in the following groups were compiled by Advertising Age 


Comics Magazines 
iz American Comics Group: 


(Total 2 Units) ...... 7.0 10.5 7.0 10.5 2,646 3,969 2,646 3,969 
Gat A sesccscsevesss 3.5 6.0 3.5 6.0 1,323 2,268 1,323 2,268 
Yad BD ncccccrccsscrvens 3.5 45 3.5 45 1,323 1,701 1,323 1,701 


a eee’ Maes alae ge ae eee aos Mg ef ere mre meine Fe ie 3 aaa eh ARO «SOAR a eats came 8 a 
953 pe 105 
rv- 
oit- 
tl s ’ 
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ad- rr | 
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Do, 
2 in 
ve- 
isly 
ice, 
ai- & | 
gZe- 
f of 421.8 868.7 819.6 175,829 177,038 364,556 343,942 aa 
Av1S 72.6 133.5 121.4 31,601 30,442 55,997 50,893 ae 
27.1 79.0 79.7 11,700 11,392 33,147 33,500 a a 
27.3 78 87.5 9857 11,452 32,645 36.709 gees 
, 151.3 2605 230.5 100,488 95,590 164,636 145,676 ag 
99.3 173.7 187.4 58,058 61,138 106,953 115,423 best 
ns- 293 685 498 18,700 12,557 29,333 21,330 ic 
fice $287 ‘Lesl7? “15759 W6233 399,609 787,267 747,473 a 
De- gue _ 
idle ‘ seni c3 
22.3 43.3 40.0 10,129 9,571 18,592 17,144 sae 
17.7 34.9 275 14,666 12,037 23,765 18,733 ae 
— LS 21 3.2 676 654 903 1,380 ee, 
5.9 75 5.9 3,204 2,534 3,204 2.534 ies 
20.4 57.5 38.5 16,259 8.550 24,144 16,153 iia 
678 1453 “1151 ~44,934 33,346 ~~ 70,608 55,944 ads 
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Advertising Age, March 23, 1953 


=r Danec 
Feb. Feb. — Jan.-Feb. Jan.-Feb. —Feb. Feb. Jan.-Feb. Jan. - Feb. Feb. —Jan.-Feb. Jan.-Feb. Fi dan. . 
1953 1952 («1953.s«1952s«953 1952 1953 1982 163821985 1982s 1523953 1982" 
‘#Archie Comic Group ...... 5.5 8.5 5.5 8.5 2,079 3,213 2,079 ; it; poe ——s aanee nie 
‘#Harvey Comics Group ..... 7.0 5.5 7.0 5.5 2,646 2,079 2,646 py #’'Spanish Edition ........ 25.6 86.2 17,425 58,650 
Lev Gleason Comics age 7.3 7.3 146 146 2,772 2.772 5,544 4 Newsweek-European Qeaveeore 28.8 25.0 52.6 48.7 12,110 10,500 22,120 20,440 
1#Marvel Comic Group: : : 5,544  Newsweek-Pacific: ‘ 
(Total 3 Units) . 29. ; ; ; ° Manila Edition beikadeawas 8 26.3 71.5 50.6 19,670 11,060 30,030 21,280 
gO Ae ellie i i Ci: Tilly lg 2 = 11,430 Tokyo Edition 2.2... 56.2 530 1069 1035 23590 22,260 44870 43,470 
 S ~  eaae 99 99 9.9 99 3810 3,810 3,810 7 |) 
mas... 99 99 99 99 3'810 3,810 3.810 3810 Argentine ........-..065. 30.0 50.0 61.0 109.5 5,460 9,100 11,102 19,929 
National Comics Group: . ’ Australian ...........005. 40.5 48.0 73.5 93.0 7,371 8,736 13,377 16,926 
(Total 2 Units) .......... 10.2 103 22 253 3863 © 3, bo age l eeR i i Se ellilne 4 mond 4 
a i i I ip +7 cee 53.0 53.0 1010 94.0 9858 9,858 18,786 17,484 
Re oe 51 47 99 122 1.922 1.764 3718 yo Caribbean cpalie & «600 kee 62.0 71.0 112.0 126.5 11,284 12,922 20,384 23,023 
Quality Comic Group ......... 60 40 120 6.0 2.268 1512 4.536 3, 24 Danish pet e0es caw ee 34.0 27.5 59.0 52.0 5,780 4,675 10,030 8,840 
'#Standard Comics Group . 55 61 55 61 2.079 2.315 2.079 ne Finnish st eeeeeeeeeecerss 14.0 6.0 21.0 13.0 2,604 1,116 3,906 2,418 
ies Oa 55 te a . td 315 French (Belgium) ........ 42.0 50.0 74.0 106.0 7,350 8,750 12,950 18,550 
‘i fw ees athe ein ORR. . a A , 8,190 17,703 18,154 French (Paris) Maa wiasewdas 52.0 56.0 98.0 108.0 9,100 9,800 17,150 18,900 
aay 2 s. French (Provincial) ...... 59.0 50.0 97.0 110.0 10,325 8,750 16,975 19,250 
French (Swiss) .......... 12.0 24.0 22.0 44.0 2,100 4,200 3,850 7,700 
Canadian National Weekend Newspapers (Rotogravure Linage) | German (Germany) ....... 44.0 37.0 80.0 77.0 8008 6,734 14560 14,014 
IRS BE RRR 47.9 39.6 71.0 69.2 47,919 39,561 71,011 69,142 German (Swiss) .......... 12.0 26.0 22.0 42.0 2,184 4,732 4,004 7,644 
> |} Sapa 509 409 80.4 70.5 50,948 40,910 80,417 70,502 | # tberlan .........-..-.. ~~ —_ fe — 3,731 — 8,281 — 
a 68.9 513 113.4 93.3 65,436 48,761 107,676 88.686 eee OS Pepree 51.0 33.5 88.5 63.5 8,772 5,762 15,222 10,922 
ae Ve Res... TS AS A GS ORES Teanga | RR nnn ees Ce SR ene po 
a. = ’ ee r , 46.0 42.0 4,368 4,004 8,372 7,644 
Group .. 237.4 183.6 3788 320.4 232,247 179,768 370,265 313,592 | Latin American (English) .. Ly 10.5 14.5 22.0 923 1,292 1,784 2,706 
TEND ceccccssccecceses 61. 62.5 111.0 122.0 11,102 11,375 20,202 . 
Canadian ee 25.0 26.0 44.0 49.0 4,550 4,732 8,008 “ton 
Canadian Home Journal ..... 28.8 36.9 65.8 74.9 19,584 25,091 44,744 50,931 PUNIED wn ccscscccenes 13.5 12.0 27.0 24.0 2,295 2,040 4,590 4,080 
Canadian Homes & Gardens .. 34.0 30.7 55.8 58.1 23,107 20,855 37,919 39,516 Portuguese .............. 135 12.0 27.0 24.0 2,295 2,040 4,590 4,080 
Chatelaine .......0...200.. 38.4 339 653 59.0 26,110 23,082 44,404 40,181 | South African ........... 53.0 8645.0 104.0 891.0 9,487 5,055 18,616 16,289 
EE cis dean bener ds v> 742 50.0 1160 748 50,459 33930 78,872 50,775 | Southern Hemisphere ...... 36.0 42.0 72.0 8 80.0 6,552 7,644 15,106 = 14,560 
rors my 6 6 COS 77.9 23,624 = 23,622 63,280 53,005 | _ Swedish ..00...0.---...- 27.0 = 28.0 “0 (53.0 5,022 5,208 8,184 9,858 
Reader's Digest: ; | Time-Atlantic .............. 51.3 57.0 100.5 112.7 21,560 23,940 42,210 47,320 
English Edition .......... 78.0 665 114.0 1010 14196 12,103 20,748 18,382 | Time-Latin American ........ me 6G BG 168 51,325 57,310 62,405 = (68,530 
French Edition .......... 74.5 65.5 116.0 102.0 13,559 11,921 21,112 18,564 Time-Pacific ..........++... 56.5 47.3 101.8 90.1 23,730 19,880 42,770 37,870 
Revue Moderne ............ 234 193 359 322 15879 13,152 24,403 21,895  #*VisaO «..-- eee eee eee =a hl lUhOlCUC)hF 3lUh ——— 27,030 a 
ond PE a ne 20 2 33.7 318 14,669 14,074 23,571 22.230 | RS Se er ee 42.7 30.7 75.2 64.0 17,920 12,880 31,590 26.880 
Coo eevessscoeseoene : } 9.6 34.8 21,770 14,556 34,754 ce" Tease, 2... aerrerrrnrre 1254.4 1,257.7 2,304.7 2,437.4 332,654 327,347 608,845 632,630 
a — Spinevhe atts 61.6 70.1 117.4 126.4 41,888 47,686 79,825 85,937 #Not included in totals. ‘Started publication in December 1952. “Started publication in November 1952. °Started pub- 
oe Pa Mele oie Maas o cn 121.2 116.5 222.7 194.0 50,890 48,930 93,520 81,480 | lication in October 1952. ‘Started publication in July 1952. 
SD a de bit ea i 620.9 565.0 1,085.2 966.9 315,735 ’ : i 
289,002 367,152 507,239 | NOTE: All sectional advertising of Everywoman’s, Family Circle, Woman’s Day, Farm & Ranch—Southern Agriculturist 
Foreign and Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of 
13ts tetoattaands | the particular edition carrying the advertisement to the total circulation of the magazine. For example, if a page ad- 
chedien fates por ‘ vertisement appears in an edition representing 25% of the total circulation of the magazine, it is counted in the totals 
wlish Edition ........., ’ 7.6 78.7 90.7 31,025 32,385 53,550 61,710 | as .25 pages. No sectional advertising is reported that does not represent at least 20% of the total circulation base. 


Along the Media Path 


e The Washington Post started a 
new and unusual food feature 
March 20—a series of pastry and 
dessert recipes gleaned from the 
wives of ambassadors stationed in 
the capital. The series will run 


users oF PASTE-UP-TYPE’ 
How to got hand. fillned, efets Vike these 
by ump past -up fom mattis of new 
PASTE-UP HAND LETTERING, 


al ponnirs por werd! 9 
UP TO THE MINUTE STYLES 


<— wile FoR uTeRATURE ZTHAL SAME QQ 
| We 


ONMITIZED LETTERING. 


Dept G, 15 W. 46 STREET NEW YORK 36, N.Y. 


weekly for 40 weeks, and indirectly 
it is setting up Sawyer-Ferguson- 
Walker Co. in the syndicate busi- 
ness. The advertising representa- 
tive thought the idea so good that 
it is syndicating the series to some 
14 other newspapers it represents. 


e A program to help dealers in- 
crease sales of photographic equip- 
ment and supplies is being started 
by Photography in its June issue, 
which reaches the newsstands May 
10. The plan, involving dealers, 
manufacturers and the magazine, 
will be exclusive with one dealer 
in each city. 

Every three months, the maga- 
zine will include a long roundup 
article featuring one phase of pho- 
tographic activity on the consumer 
level. The June issue will deal with 
home movies. A merchandising kit 


(Advertisement) 


Too Hot to Handle? 
Not in Sound Film 


In each session since 1945 an 
FEPC bill has been introduced in- 
to the Illinois General Assembly. 

Every time the Illinois State 
Chamber of Commerce has opposed 
it. The Chamber insists that dis- 
crimination in business against 
Negroes and other minority groups 
is more effectively eliminated 
through education than a law. 

“But who,” asked the advocates 
of a law, “will conduct the educa- 
tional campaign?” 

“We will!” answered the Cham- 
ber, and chose to use a slidefilm as 
their primary educational tool. 

An authority on audio-visual 
education advised them to enlist 
the services of Francisco Films in 
the production of the film .. . be- 
cause, he pointed out, Francisco 
Films have the understanding of 
social, economic, and political 


trends to appreciate the Cham- 
ber’s objectives, and the insight 
into educational psychology that is 
required to attain them. Further- 
more, he said, the techniques that 
Francisco Films use make sound 
slidefilms of unusual effectiveness. 

The result was a 30-minute pres- 
entation, IT’S GOOD BUSINESS! 
This film distilled the thinking of 
many collaborators — from heads 
of labor unions to the top manage- 
ment of large industrial enter- 
prises; and from clergymen and 
sociologists to psychoanalysts. It 
threw light on every known prej- 
udice against Negroes and other 
minority groups. The film must 
have been worth while, because 
the FEPC bill failed of passage. 
Even advocates of the bill gave the 
film a lot of credit for defeating it. 

Business today has to deal with 
all manner of subjects that are too 
hot to handle by conventional 
means but that sound films... of 
the right kind . . . can present in- 
terestingly, impersonally, and con- 
vincingly. Anti-trust legislation, 
labor issues, employee “benefits,” 
—these are just a few. 

If similar problems confront you, 
maybe we can help you deal with 
them as we helped the Illinois 
State Chamber of Commerce. 


Francisco Films 


185 N. Wabash Ave. Phone: STate 2-0798 
CHICAGO 1 


will be built around each theme, 
including window stickers, counter 
cards, newspaper mats, etc. Manu- 


‘| facturers will assist in planning the 


campaign. The kits are provided 
without charge. 


e Another merchandising program 
in connection with a publication is 
now in operation involving 20,000 
appliance, paint, hardware, floor 
covering and department stores 
tying in with McCall’s “Kitchens 
Bright with Color” feature in the 
current issue. 

Youngstown Kitchens—Mullins 
Mfg. Corp., Warren, O., is sponsor- 
ing this coordinated decorating 
program in which six manufac- 
turers are distributing merchan- 
dising and promotion material 
based on the McCall’s feature. The 
cooperating manufacturers are the 
Varlar division of United Wallpa- 
per Inc., Chicago, which is dis- 
tributing poster reprints of the 
feature and counter cards to its 
retailers; Delaware Floor Products 
Inc., Wilmington, distributing 
counter cards and sales promotion 
kits; Detroit-Michigan Stove Co., 
distributing poster reprints of lead 
editorial page; Meyercord Co., 
Chicago, distributing counter cards 
and poster reprints; Riverdale Fab- 
rics, distributing reprints of the 
feature plus promotional letters, 
and Youngstown Kitchens, supply- 
ing stereo slides of the nine Mc- 
Call’s kitchens in the art feature 
and dealer packages with adver- 
tising, promotion aids and display 
pieces. 


e The Yakima Sunday Herald 
published a 116-page centennial 
edition March 1 dedicated to “those 
gallant pioneer souls” who founded 
the city. The press run was stepped 
up from 30,000 to 40,000 copies, 
and 7,000 more copies were run 
off Monday to supply extra de- 
mand. 


e As a help to stores to use the 
magazine for window and counter 
displays, Family Life, a Macfadden 
publication, has begun sending out 
a four-sheet “merchandising pre- 
view.” It is sent out three or four 
weeks before the magazine comes 
out and outlines the editorial con- 
tents, as well as breaking down 
the advertisers into departments. 


e The automotive division of The 
Saturday Evening Post is helping 
7,000 automotive dealers with spe- 
cial product promotions during 


March, April and May. The dealers 


jobbers in Missouri, 


and a four-page folder with point 
of sale display suggestions. 


e WITH, Baltimore radio station, 
celebrated its 12th birthday March 
1 by sending 1,000 birthday cakes 
with 12 candles to advertisers and 
agencies in Baltimore, New York 
and Chicago. 


e Free & Peters, radio-TV repre- 
sentative, is distributing a TV spot 
rate estimator. By dialing, the me- 
dia man can find out the cost for 
using 10 Free & Peters stations for 
all classes and for anything from 
20 seconds to 30 minutes. 


e When the Ringling Bros. and 
Barnum & Bailey Circus hits Madi- 
son Square Garden in New York 
on April 1, Seventeen will be right 


are customers of three leading|in there with its own parade and 
Texas and/fashion show in miniature. The 
Colorado. The magazine is provid-|magazine is 
ing promotion kits containing a| United Cerebral Palsy of New 
window streamer, six general pen-| 
nants for individual products ad- | 
vertised in the publication, mer-| 
chandise labels, gummed stickers, 


cooperating with 


York, which will receive box office 
proceeds. The April issue of the 
magazine, “April’s a Circus,” has 
a circus theme throughout and the 
fashions it features will key the 
miniature parade, which will be led 
by a model wearing the cover cos- 
tume and exhibiting a blowup of 
the cover. 


1,500,000 svoraniee 


oN beginning with Sept. ‘53 —no increase in base rate! 


english 
setters 
please 
note? 


man who owns some.) 


If you’ve ever found it necessary to prowl through your 
printer’s shop to find how your job is coming, you have a 
pleasant surprise coming at Carl Gorr’s plant up on Byron 
Street. Any time you want to know the status of your job, all 
you have to do is to ask us. A genius with an eye for detail 
will have the situation in hand long before the Marines land 
and can quote you to the minute (anyhow hour) what you 
can expect. That’s the kind of thing that keeps your hair from 
graying and your duodenum from growing ulcers. (Ask the 


carl gorr printing company 


1801 W. Byron St., Chicago 13, Ill. - Bittersweet 8-1331 
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Advertising Age, March 23, 1953 


ANA Hits Stations 
for Ban on Related 
Product Advertising 


New York, March 20—The Assn. 
of National Advertisers’ call for 
the acceptance of “commercials in 


behalf of related products of sep-| 
arate manufacturers under joint) 


sponsorship” by radio and TV sta- 
tions brought prompt reaction 
from industry spokesmen here. 

The ANA recommendation was 
to be released officially this week- 
end at the group’s spring meeting 
in Hot Springs. The release came 
from Edwin W. Ebel, director of 
advertising of 
General Foods 
Corp. and chair- 
man of the asso- 
ciation’s radio 
and TV steering 
committee, which 
prepared the 
statement. 

Mr. Ebel said 
some radio and 
TV stations re- 
fuse joint adver- 
tising for such 
related products as pie crust mix 
and a pie filling ingredient. “This 
type of advertising,” Mr. Ebel 
asserted, “is an important current 
trend of merchandising and re- 
fusals on the part of some stations 
are against the best interests of 
consumers, dealers and_ station 
owners as well as sponsors. We 
have every reason to hope that 
stations will see the reason and 
equity in this statement and re- 
spond favorably to its recommen- 
dations.” 


Edwin Ebel 


# T. F. Flanagan, managing direc- 
tor of the Station Representatives 
Assn., said many stations will ac- 
cept tie-in advertising from. differ- 
ent companies if the association is 
a logical one. This is not to say 
that they will accept such incon- 
gruous combinations as truck and 
salami manufacturers to share a 
one-minute announcement, he 
added. 

Mr. Flanagan said there was an 
epidemic of deals last spring in 
which an attempt was made to sell 
radio stations on the use of com- 
mercials for two unrelated prod- 
ucts in a short time period. 

Many stations felt that this type 
of business was not in keeping 
with their programming or com- 
mercial standards, he continued. 


a The station representatives’ 
spokesman deplored the practice 
among some advertising agencies— 
big ones as well as small—of try- 
ing to attract new business by sell- 
ing the advertisers on the fact 
that they can buy spot radio cheap. 
“Tllegitimate” combination buys 
are one way of trying to fulfil) this 
promise, he said. 

Flaying the policy of non-ac- 
ceptance of tie-in advertising as 
“archaic, unsound and self-defeat- 
ing,” the advertisers committee 
asked the broadcasters to consider 
these points: 

1. “The products joined offer 
consumers the obvious benefit of 
a finished dish or _ service... 
[which] is often of greater interest 
to the station audience than either 
of the components alone. Presen- 
tation of the finished dish or prod- 
uct, therefore, represents greater 
service to its audience by the sta- 
tion.” 


s 2. “The growth in this form of 
product presentation is evidence of 
its fundamental value not only to 
the advertiser but to the consumer. 
Satisfaction of such consumer in- 
terest should be part of basic sta- 
tion policy.” 

3. “These joint promotions allow 
distributors to gather multiple 
sales results in retail outlets, part- 
ly through increased effectiveness 
in the use of displays, and increase 
the efficiency of the sponsor’s sales 


business firm 


CONSISTENCY—To_ _ em- 
phasize the importance 
of consistency in adver- 
tising, Cohen & Miller, 
Washington agency, is 
running a weekly ad in 
the Washington Post and 
offering $1,000 reward 
to the first person who 


finds a Monday issue 
without the ad through 
Dec. 29. 


1,000 BREW! iD 
’ " 


| If our advertisement fails to appear in the Washingt: 
Monday from this date through December 29, 1953, we will ned 
$1,000 in cash to the first person who calls the omission t 

This is our way of dramatizing the importance of cons: 


tising. We have already set up our complete advertising | + the 
entire year We have taken a percentage of our anticipat es for 
this year, and put aside sufficient funds to advertise our age rovede 
@ normal growth 


We are using the same p that we d chents 
We're ready to invest whatever it takes to assure steady 7 for our 
firm—and we wouldn't ask our clients to do anything tha: ot walle 
ing to do 

Most of our clients are experienced advertisers, consis ertisers 


They know that hit-and-miss advertising is slip-shod adver’ 
kind never works 

Almost every consistent advertiser gets results Wher stency is 
combined with ideas that produce impact, with copy that produces sales 
you will achieve the full potential of all that advertising 4» offer your 


To make sure of this unbeatable combination, smart tisers will 
consult one of the tvo® truly outstanding advertising age 


Washington area 


COHEN & MILLER, Advertising 


© We will gladly supply the name of the other upon reques 
Simply drop us a note on your own business letterhead 


1322 New York Avenue, NonrHwest 


Advertising Agency Offers 


STerling 3-3333 


Wasenuton 5, D.C 


organization and his advertising 
effort.” 


8 Then came a candid threat to 
other ways of reaching the public 
if the broadcasters refuse to co- 
operate. Said the committee: “If 
this practice on the part of in- 
dividual stations continues, it is 
the committee’s opinion that ad- 
vertisers will be forced to seek 
public presentation of related 
products more largely through 
other media.” 

After these strong words came 
an enticement for the station own- 
ers. The committee continued: 
“Far from curtailing the funds 
available for the purchase of radio 
and television time, this method 
of sale actually expands them by 
increasing the effectiveness of pro- 
motional efforts based on advertis- 
ing.” 


@ Station representatives queried 
by AA knew of no such joint spon- 
sorship offers now making the 
rounds though they come up from 
time to time. One company, which 
has one of the largest TV station 
lists of any representative, said its 
stations generally welcome dual or 
multiple sponsorship of programs 
but. shy away from split announce- 
ments, which they feel might lead 
to rate cutting and over-commer- 
cialization. 

Another representative voiced 
the opinion that the splitting of 
one-minute spots is bad for adver- 
tisers as well as stations—the sta- 
tions because the audience doesn’t 
want too many products jammed 
in together, and the sponsor be- 
cause his product loses impact in 
the division of attention. 

A third representative called the 
question academic at this time, but 
said most stations probably would 
not object to a logical combina- 
tion in announcement advertising 
as long as each advertiser paid the 
full rate and did not use this as 
a method of trying to get spots for 
less than the station usually charg- 
es, 


= General Foods, a firm believer 
in the kind of joint advertising re- 
ferred to in the ANA statement, 
has three such projects which are 
more or less current. Jell-O teamed 
up with Best Foods mayonnaise for 
a spring drive on a souffle salad. 
| General Foods used magazines and 
,the Bob Hope radio show (NBC) 
_to back the drive, while Best Foods 
| carried spot radio and TV and ads 
‘in Sunday supplements. 


a 
| 11”x16%” page. 


Other GF tie-ins include Log 
Cabin syrup combined with 
Quaker Oats, Aunt Jemima mix 
and Baker chocolate teamed with 
Pillsbury Mills products for turtle 
cookies. General Foods magazine 
ads have been featuring these 
combinations. 


SEEM ELECTED HEAD 
OF OPERATOR 25 


Hor Sprincs, VA., March 19-— 
Donald B. Seem, advertising man- 
ager of Electric Auto-Lite Co., was 
elected chairman of the board of 
the Distribution Council of Na- 
tional Advertisers at its annual 
meeting here today. 

The council is a cooperative or- 
ganization put together to develop 
Operator 25 service by national 
advertisers in cooperation with 
Western Union. It is sponsored by 
the ANA. 

Mr. Seem succeeded John E. 
Wiley, of John E. Wiley Inc. Mr. 
Wiley was elected to the council’s 
board, as were Robert O. Beadel, 
general sales manager of A. H. 
Pond & Co.; Howard R. Smith, 
media and research director of 
General Electric Co. Fred D. Wahl- 
strom was reelected president, 
Frank Ennis, manager of advertis- 
ing and publicity for America Fore 
Insurance Group, was elected 
treasurer, and James D. Weed was 
reelected secretary. 

Operator 25, started in 1948, is 
used in more than 20,000 U. S. 
cities and towns and by 30 prod- 
ucts. 


Rapp Named Account 
Supervisor with FC&B 

Clyde E. Rapp, formerly director 
of advertising and sales promotion 
for Theo. Hamm 
Brewing Co., St. 
Paul, has been 
appointed § ac- | 
count supervisor 
in the Chicago 7 
office of Foote, 
Cone & Belding. | 

Mr. Rapp, who 
spent three and 
a half years in 
his post with 
Hamm, previous- 
ly was with J. 
Walter Thompson Co. in the Chi- 
cago and New York offices, and 
Andrew Jergens Co., Cincinnati. 


Clyde Rapp 


‘Electronic Equipment’ Bows 
Sutton Publishing Co. New 
York, has published the first issue 
of Electronic Equipment, with a 
controlled circulation of 25,662. It is 
tabloid publication, 


_jlack, trial 


Appellate Court 
Hears Arguments 
in Jones Case 


New York, March 19—The ap- 
peal of Scheideler, Beck & Werner 
from the Duane Jones case deci- 
sion finally reached the appellate 
division here yesterday afternoon. 
The appellate bench heard the 
pros and cons of the case for about 
2% hours. The expectation is that 
both sides will now have to sit 
tight for anywhere from ten days 
to three months before the court 
decides to affirm or reverse the 
trial court verdict. 

Four judges listened first to 
arguments for a reversal made by 
Neil P. Cullom, attorney for Schei- 
deler and nine other defendants, 
including Frank G. Burke Jr. of 
Manhattan Soap Co., who was al- 
leged in the jury trial to have been 
the key figure in the “conspiracy” 
to ruin the Jones agency. 


# Then they heard Milton Pollack, 
trial attorney for Duane Jones, 
who declared the trial jury was 
correct in finding, by a 10-to-1 
vote, against the defendants, and 
in awarding Mr. Jones $300,000. 
But Mr. Pollack made it clear he 
was unhappy about the “small” 
amount of money mentioned by 
the jury. 

The appellate division has a 
bench for five justices, but four 
make a quorum. The judges who 
listened to arguments yesterday 
were David W. Peck (presiding), 
Edward S. Dore, John Van Voor- 
his and Charles D. Breiel. 


# Mr. Cullom’s plea for a reversal 
of the jury verdict was based on 
briefs which were published in 
ADVERTISING AGE last week. Mr. 
Pollack’s arguments for upholding 
the lower court decision were 
based on a brief appearing below. 
He had declined to permit publica- 
tion of his brief prior to his actual 
appearance before the appellate 
bench. 

Before concluding his argu- 
ments, Mr. Cullom assailed the 
conduct of his opponent through- 
out the jury trial in the New York 
county supreme court, complain- 
ing that Mr. Pollack had conducted 
himself in such a way “as to deny 
a fair trial to the defendants.” 


@ In reply, Mr. Pollack said that 
supreme court Justice Denis O’- 
Leary Cohalan, before whom the 
case was heard, had declared that 
he (Pollack) was uncooperative, 
and he called Mr, Cullom “a wily 
adversary who jabbed me from the 
rear” throughout the trial. 

The Jones attorney also asserted 
that Mr. Cullom, during the trial, 
had attacked Thomas F. Boyle, 
the Jones lawyer of record, “with 
no justification.” 


PLAINTIFF’S BRIEF 

Although it takes 70 pages to say 
it, the brief filed by Milton Pol- 
attorney for Duane 
Jones, to counter the brief filed by 


)| Attorney Neil Cullom for Joseph 


Scheideler et al., may be summed 
up in this one sentence: 

“It is unnecessary at this time 
to do more than to point to the 
verdict as the complete answer to 
the appellants’ (Scheideler’s) ar- 
gument.” 

Mr. Pollack denied that the trial 
judge made any error in charging 
the jury, and declared that the 
brief presented by Mr. Cullom is 
“a fabric of self-serving miscon- 
struction and misstatement both of 
fact and law.” He charged that the 
Cullom-Scheideler brief used ref- 
erences to the trial record that are 
“wrenched from context” and that 


with al the brief is “entirely fictional.” 
| The Jones attorney informed the Inc. is the operating company. 
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appellate division of the New York 
county supreme court that: 

“In retrospect, it is clear that 
Jones made a personal mistake 
when he placed the ‘nine’ in charge 
of the corporation under Robert 
Hayes as president, and withdrew 
to the sidelines as chairman of the 
board. 

“The nine were in direct charge 
of and supervised the plaintiff's 
accounts. They are directly re- 
sponsible for the fact that the 
plaintiff (the Jones Co.) lost any 
accounts under their stewardship. 
They blocked from the record the 
explanation of particular accounts 
lost. It was during this same period 
that the greed of the nine was tak- 
ing hold and they began to covet 
for themselves the money returns 
to Jones on his stock investment in 
plaintiff corporation. 


s “The nine began to devise plans 
to take the business for themselves 
and importuned Jones until at one 
time he told them that his stock 
was not for sale at any price. 
“The nine had a right to leave. 
They didn’t leave, they stayed. In- 
stead of quitting the premises and 
their salaries as employes, and tak- 
ing their own chances in fair and 
open competition, the nine decided 
to take the plaintiff’s accounts and 
facilities with them before they 
left and before their pay from 
plaintiff ran out. 

“They created and unconscion- 
ably built up the fraudulent excuse 
—in mitigation or defense—that 
the personal conduct of Jones was 
not acceptable to clients. For nine 
years, the personal conduct of 
Jones had _ successfully created, 
brought in, built up and retained 
the business; and afforded to the 
nine handsome salaries ranging as 
high in one instance as $60,000. 


s “The financial transactions of 
the company of which much ado 
was made—in ‘mitigation’ of faith- 
less fiduciary conduct—were with- 
in the knowledge and control of the 
nine through their representatives 
on plaintiff’s board of directors and 
their B stock ownership. The nine 
affirmatively acquiesced in and 
ratified the plaintiff's financial 
management and transactions. The 
representatives of the nine were a 
majority of the board and all of 
the financial transactions of the 
company were an open book to 
them. 

“Not one single client testified 
that Jones’ personal conduct was 
related to withdrawal of any ac- 
count from the plaintiff,” con- 
tinued the Pollack brief. “The cli- 
ents who did testify, specifically 
rejected any such notion. 

“The fact that stands out like a 
beacon in this record is that every 
single one of the individual appel- 
lants was a thoroughly impeached 
and discredited witness. Not one 
single appellant justified his faith- 
less fiduciary conduct or breaches.” 


Chicago Gets 2nd UHF Permit 


The second grant by the Fed- 
eral Communications Commission 
for a u.h.f. commercial television 
station in Chicago has been granted 
to Johnson-Kennedy Radio Corp. 
The station will operate on Chan- 
nel 20, but the date for beginning 
operations is unknown, due to 
materials shortages, according to 
John T. Carey, v.p. of the cor- 
poration. In granting the permit, 
the FCC specified that H. Leslie 
Atlass, v.p. of WBBM, Chicago 
CBS outlet, sever connections 
with Johnson-Kennedy. He is a 
stockholder and director. His 
brother, Ralph L. Atlass, is presi- 
dent of the company. Chicago’s 
first u.h.f. ago was granted to 
WHFC-TV in February. 


KETV, Little Rock, to Bow 


KETV, second television station 
for Little Rock, Ark., will be on 
the air by late summer. The u.h.f. 
station will operate on Channel 
22 with 20,000 watts and 10,000 
watts sound at the beginning. 


Great Plains Television Properties 
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Weiss Attacks ‘Tried and True’ Ads; 
Calls for Social Science Approach 


(Continued from Page 2) 
inferiority and inadequacy char- 
acteristic of the 1920s, and on. 
down to mid-century, where the 
problem seems to be a “deep-| 
seated need for a sense of secur-| 
ity.” 


s A “get your man” appeal might 
have gone over at the turn of the 
century, when the “so-called 
weaker sex were conditioned to 
‘get their men’ by learning how to 
play the piano, to cook and bake 
and sew and above all to be coy,” 
Mr. Weiss says. “The woman of 
1953, strongly competitive to man, 
responds far more strongly to an 
appeal which reassures her of her 
own femininity.” An example cited 
is Weiss & Geller’s campaign for 
Luxite lingerie division of Hole- 


“mer CHAINGising 


GETS RESULTS! 
DISPLAYS WIN PRAISE 


48.4% gain for 
FAB 


says N. A. Smeby 
Cleve. District Mgr. 
Colgate-Pailmolive- 
Peet Company 


“Figures show a gain of 48.4% over 
normal movement, during the period 
the displays were set up in conjunc- 
tion with your MerCHAINdising 


MerCHAINdising 'N ACTION 
BOOSTS SALES! 


Many selling forces swing into action 
when you use this proved plan for 
your product: 

@ Powerful 50,000-watt WGAR tells 
and sells 4 million listeners in 
Northern Ohio; 

@ Two leading national grocery 
chains push sales; 

@ Exclusive displays appear in 191 
stores for the week; 

@WGAR stars appear at sales 
meetings & store promotions; 

@ Product news and pictures appear 
in WGAR’s widely circulated 
merchandising magazine. 

MerCHAINdising has boosted sales 


for more than 17 well-known prod- 
ucts, and it can do it for you, too! 


-WGAR 


THE SPOT FOR SPOT RADIO 


“Cleveland | 
50,000 watts 
CBS” 
Eastern Office. at 
Znted by The Heviry |, Christal C 
byt : BF} ' ls 
Sondoe by | y Phong! .¢ ris : ° P 


In 


proof Hosiery Co., Milwaukee, 


which shows a woman wearing a 


Luxite slip or nightgown admiring 
herself in a full-length mirror. The 
headline says simply: “See Your- 
self in Luxite.” 


= Other stereotypes Mr. Weiss 
singles out for attack include: 

1. “One main sales appeal for 
everybody, male and female alike,” 
which he considers a tenet espe- 
cially damaging in advertising 
products whose purchase is de- 
cided jointly by men and women, 
such as automobiles, houses and 
many major appliances. He re- 
ports on a recent Weiss & Geller 
inquiry which showed that men 
and women have widely different 
motivations in buying a home. To 
the man a home is a means of com- 
fort and solace at the end of the 
day, whereas the woman views it 
far more personally as truly an 
expression of herself. To her, new- 
ness is most important of all, “be- 
cause no woman wants to live in 
the skin of another.” 

2. That nutrition must be a ma- 
jor claim for breakfast foods. ‘The 
unconscious motivations we find in 
adolescents indicate that the nu- 
trition appeal is meaningless to 
them,” says Mr. Weiss. 

He suggests instead, as an ap- 
proach, making breakfast a family 
ritual like the get-together at the 
evening meal. 


# 3. That women love labor-saving 
devices and ready mixes. Mr. 
Weiss points to the fact that the 
ready mix field hasn’t touched the 
real potential for that market, in 
spite of hard-hitting ad campaigns. 
The trouble is that the mix makers 
have ignored the creative satisfac- 
tion a woman gets from fulfilling 
her role as wife and mother, Mr. 
Weiss suggests. 

“This role has been progressive- 
ly depreciated by the way the de- 
vices and ready mixes have been 
advertised to do the work that she, 
unconsciously, feels is ‘her work,’ 


~ 


COMFORT—Kaye-Halbert Corp., Culver City, Cal., is using this display piece to sell 

the idea of comfort realized through use of its “Electronic Robot’’ remote control. It 

is designed for use on top of sets, counters, or window display, and has a pocket 

with folders showing the company’s 1953 line. The agency for this piece was H. M. 
Gardner & Associates, Los Angeles. 


her creative role as a woman,” he 
says. 

4. The negative approach and the 
“hard sell.” ‘“We’ve learned that 
threatening copy results in repell- 
ing instead of selling,” the W & G 
president declares. 

“Talk about throat irritation 
enough, and instead of the public 
believing it can smoke without 
possible irritations or after-effects, 
you find a trend toward giving up 
the particular brand of cigarets 
that makes the claim,” he believes. 


= 5. The idea that recipes in food 
ads sell the product advertised. 
Mr. Weiss admits that women read 
recipes more than any other kind 
of food copy—but doubts that they 
follow them. Once again, the cause 
is personal. 

“The authority for most recipes 


given and demonstrated by male 
chefs. 


= 6. “Don’t hold an umbrella over 
the industry!” This is often ex- 
pressed as “advertise our own fea- 
tures—forget about the _ back- 
ground or why people want our 
kind of product at all,” says Mr. 
Weiss. Here, he singles out the 
television industry, now “advertis- 
ing to each other’’ about the me- 
chanical perfection and gadgetry 
of their respective sets, and ignor- 
ing the general appeal of the pleas- 


ure and “magic” of televiewing. 
“Not ‘holding an umbrella over the 
industry’ seems to me to be a good 
| way to mechanize advertising and 
take the humanity out of it,” he 
observes. 


# How can the advertising indus- 


is a woman,” he points out. “She is| try cure itself of sterility of ideas, 


unconsciously identified as a sort of 
‘mother’... .telling daughter what 
to do and how to do it.” Thus the 
rebellious side of women’s feelings 


with the resultant rash of stereo- 
types? By abandoning its depend- 
ance on intuitive genius and turn- 
ing to the social sciences for an 


toward their mothers are aroused. | understanding of people’s “real 


On the other hand, he says, the 
TV cooking school program, “Cre- 


| needs and motivations,” Mr. Weiss 
, feels. 
ative Cookery,” is commercially | 


The adman, in his ivory tower 


successful. In it the recipes are “dozens of floors above the heart- 
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beat of humanity,” needs more 
than anything sound ideas on how 
to establish real communication 
between business and the public— 
and the ideas are to be found, not 
in “conventional statistical market 
data,” but in the writings of the 
sociologists, anthropologists, psy- 
chologists and psychiatrists, he de- 
clares. 


s “It is not necessary that the ad- 
vertising man become a social sci- 
entist,” Mr. Weiss concedes. “But, 
in my opinion, he most certainly 
should become well versed in what 
the social scientists know. It is the 
business of the advertising man to 
understand fully his fellow men. 
How else is he to serve as an ef- 
fective middleman between busi- 
ness and the public...?” 

“We have just about used up 
our collection of length and width, 
or stereotyped appeals,” he con- 
cludes. “And I think we are now 
ready to search in depth for what 
might, for want of a better name, 
be called ‘the third dimension’ in 
advertising.” 


NLRB Rules Typographical 
Union’s 60-Day Clause Illegal 


It has been tentatively ruled by 
the National Labor Relations Board 
that the International Typograph- 
ical Union’s refusal to bargain with 
newspapers without a 60-day can- 
celation clause for all agreements 
is illegal. The union began to in- 
sist upon the clause in 1947 short- 
ly after the Taft-Hartley Law was 
passed. 

With its ruling, the board an- 
nounced that the union and the 
American Newspaper Publishers 
Assn. have 20 days in which to 
file exceptions and request oral 
argument. Attorneys for the union 
said they probably will present 
arguments aimed at upsetting the 
board’s tentative findings. 


Fogg Joins Snow & Staff 

Edward P. Fogg, formerly ad- 
vertising manager of Boston Gear 
Works, has joined Walter P. Snow 
& Staff, Boston, as an account ex- 
ecutive. 


Honey Board to Mogge-Privett 
The California Honey Advisory 


‘Board has appointed Mogge-Pri- 


vett, Los Angeles, to handle ad- 


vertising for the honey industry. 
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National Advertisers Chided for 
Failure to Produce Fresh Ad Copy 


(Continued from Page 3) 
much of what research has turned 
up in advertising is consistently 
ignored by advertisers. 

She also ripped into the notion 
that the “deal” is more important 
than the advertising. “Most gro- 
cery-sold products exist on deals,” 
she declared. “Many companies 
spend as much or more on deals 
than they do on advertising. Prob- 
ably most of you...would iike to 
put a stop to this, but you want 
your competitors to stop it first...” 


® She ssatirically depicted an 
American beginning a day to the 
shrill of an alarm clock he won in 
a contest, soaping himself under a 
shower with soap acquired in a 1¢ 
deal, scrubbing his teeth with a 
paste the makers paid him 25¢ to 
try, opening a cereal box by toss- 
ing five free packs of bubble gum 
to Junior, and spooning up the 
kernels with tableware swapped 
for a fistful of coupons. 

“All this apparent philanthropy,” 
she snapped, “may be a good way 
to make customers, but is it a 
good way to keep them?” She 
thinks Nielsen and Chicago Trib- 
une studies show little evidence 
of deais doing any good, or of 
brand loyalty. 

“All this is bribery—not sell- 
ing,” in her opinion, “and the 
trouble is that with bribery, like 
opiates, it always takes a little 
more to do the same job next 
time.” 


s The hard truth about the impact 
of costs on TV commercials was 
hammered home by Arthur Bel- 
laire, who heads TV and radio copy 
for Batten, Barton, Durstine & Os- 
born. Mr. Bellaire prefaced his 
talk by explaining that before the 
recent Screen Actors Guild strike 
an advertiser could hire an actor 
for $70 a day, and make as many 
commercials as the advertiser 
wished with him during that day, 
to run as long as the advertiser 
liked. 


That’s changed. The $70 will 
now buy only one Class A pro- 
gram use of a commercial, or 13 
weeks of use as a spot in Class C. 
Put another way, an actor may re- 
ceive anywhere from $70 to cover 
13 weeks of spot use in Class C, 
up to a maximum of $650 for un- 
limited Class A program use for 
13 weeks. 

He then went into the problem 
of repayments, and the fact that 
the SAG agreement also limits the 
life of a commercial, which now 
ends at a year-and-one-half if 
players are on camera, two years 
if the players are off camera or 
two-and-one-half years if the 
players are off camera with anima- 
tion—unless the advertiser gets 
the consent of the actors involved 
to extend the commercial. 


= Mr. Bellaire thinks advertisers 
and agencies will be checking 
closely to see whether the number 
of cities cannot be dropped in spot 
schedules so as to fall from one 
SAG class to another, and whether 
rotating a smaller number of spots 
might not be feasible. 

Other suggested savings: Ani- 
mation, with lip synchronization 
out, and much simpler drawings; 
rear screen projection; backdrops 
plain and cheap; stock footage 
where possible; use of educational 
or institutional films the company 
has already made; outdoor shoot- 
ing; lifting footage from commer- 
cials shot before the new SAG 
agreement, etc. 


# Dr. Richard Glenn Gettell, chief 
economist for Time Inc., warned 
the assembled admen that now is 
a “time of uneasy prosperity.” He 
characterized the public as “psych- 
ically scarred by the long depres- 
sion and by the world war. Our 
chronic jitters arise from an ever- 
present fear that one or both will 
recur.” 

He remarked on the consistency 
with which business men and busi- 
ness economists have predicted de- 


CRUET’S CAFE—Recipe Foods Inc. is pack- 


aging its six-ounce cruets .! Bennett's 
French dressing in this die-cui folding car- 
ton resembling a sidewolk cafe. 


pression (“only Stalin & Co. have 
been more consistent”) but pointed 
out that where the Russians have 
the excuse of wishful thinking, 
business has none. 

He commented on the growing 
manifestations of security-minded- 
ness in business, government and 
the public, and urged—-while be- 
ing mindful of the importance of 
recent legislation—that continued 
growth is not made easier by se- 
curity. “Full security is tantamount 
to stagnation,” he said. 


= Dr. Gettell feels that there is a 
need to expect saturation and then 
regression, because a “new, en- 
ergizing factor” will be found. The 
question is, will it come from the 
government or from business? “Po- 
litical pressures from a population 
almost pathologically frightened of 
depression,” he warned, “would 
not permit any administration to 
stand idly by.” 

Business can provide the organ- 
izing factor, Dr. Gettell said, 
largely by attacking the problem of 
distribution: First by increasing 
marketing efficiency, and passing 
the savings along to the consumer, 
and second by improving its tech- 
niques of selling and promotion. 

Robert J. Keith, v.p. of Pills- 
bury Mills, recalled for the ANA 
the material he used in orienting 
Pillsbury’s management in adver- 
tising. Pillsbury had become con- 


'|™ Here, Mr. Keith attempted to! 


| Scious of its need to tell its lower) 
management about the operations 
of other parts of the company. To 
simplify the job, recordings were 
‘made of a seminar in which only 
company officers participated. 


explain the role of Pillsbury’s ad- 
vertising in the company. He made 
extensive use of Otto Kleppner’s 
definition of function—‘to help 
jcreate and distribute the better 
values which men offer in com- 
| petition for the buyer’s selection.” 
| “Advertising is not to be charged 
off as mere overhead,” Mr. Keith 
said. “It’s responsible for a cre- 
ative function which adds to the 
profits of our company and helps 
create assets. It builds our sales, 
helps to keep our product wheel 
turning, gives expression to and 
provides an outlet for the work of 
our scientific research people. 

“Investment in advertising is to 
our sales force what investment in 
plant and equipment is to our pro- 
duction force. That, as I see it, is 
how advertising fits into Pills- 
bury.” 


= Summing up, Mr. Keith re- 
marked that production problems 
are much more nearly solved than 
distribution problems. “We now 
must strengthen up our selling 
muscles so that we can sell at the 
rate we produce. ..Advertising and 
sales promotion and research are 
some of the tools that do and will 
help us to be more effective.” 

The Pillsbury v.p. also conceded 
that advertising only helps—‘it 
cannot do it alone. Advertising, 
sales promotion and commercial re- 
search sharpen our sales effective- 
ness. None of them can stand alone 
and be effective without the sales 
organization. . .” 

George B. Park, manager of ad- 
vertising and sales promotion, mar- 
keting services division, General 
Electric Co., showed how GE has 
integrated advertising and market- 
ing into its selling setup. He 
showed with organizational tables 
and flow charts how GE has em- 
phasized sharply-defined functions 
for men and departments, so that 
advertising within the company 
could function at its best. 


First high-power TV station in the Southwest, KGUL-TV wings 
across a great area of six cities (Galveston, Houston, Baytown, 
Texas City, Freeport, Alvin) and six dozen smaller communities— 


combined, the 15th-largest metropolitan area in the U.S. 


Its powerful picture brings into range 1,176,900 people who 
are among the nation’s richest (earning almost $2,000,000,000 


a year) and fastest-growing (with 50,00() newcomers in ’52). 


Fe 


5 


You'll be seeing a lot of this soaring gull. And so will more 
than a million Texans. For it is the symbol of KGUL-TY, which 
takes to the air today to cover the new Texas Gold Coast. 


And when you add KGUL/TV’s high-flying showmanship 
—both CBS Television and Texas-sty!e—it’s a sales-powerful 
picture, too. CBS Television Spot Sales will be happy to 

fill in the details for you. 


Channel 11 in Galveston-Houston AG U L- TV 


A basic CBS 7: levision Network Affiliate 
Represented by CBS Television Spot Sales 
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‘Do YOU Use? 


a not talking about inches and 
feet, we're talking about the standard you 
use in buying photoengravings. Just what 
do you look for? 


SIZE? Pontiac has over 40,000 square 
feet and over 200 people devoted exclu- 
sively to servicing the adver- 
lising profession. Modern 
Progressive Management? 
We've played a considerable 
part in developing many of 
the newest plate making tech- 
niques in use today; in fact 
over 3,500 visitors in the 
Graphic Arts Industry have 
toured our plant in the past 4 years. 


EQUIPMENT? Just imagine a plant with 
over 20 proofing presses ranging from two 
—4 color Vandercooks on down. Plus the 
largest installation of electric etching ma- 

chines and strip film 
cameras in the U.S. 
SERVICE? We've had 40 
/ years’ experience in serving 
the advertising profession 
A ty with not one, but six unified 
services! 
and the hundreds of cus- 
tomers who have done busi- 
ness with us from our first day is the best 
testimonial to the quality of our work. 

No matter where you are or what you 
buy you owe it to yourself to inquire into 
Pontiac's wonderful service. Drop a card or 
write and let us tell you more. 


QUALITY? Our growth 


PHOTOGRAPHY 
TYPOGRAPHY 
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McMains Boosts Mrs. Boggs 
Mrs. Marguerite Boggs has been 
‘elected assistant secretary and 
treasurer of McMains & Melton, 
Dallas agency. She will serve also 
as media director. Mrs. Boggs 
joined McMains Inc. in 1947. A 
recent merger with Melton Adver- 
tising formed the new agency. 


Typesetting in English 
and over 600 
Languages and Dialects 


WORLD'S FOREMOST FOREIGN: 
LARGUAGE TYPOGRAPHIC SERVICE 


We are happy to supply data on i 
our QUAD-CITY market as it applies 

to your product. Let us know your é 
marketing problem in this area. We 
shall try to assist you. 


. WHBF :: 


TELCO BUILDING, ROCK ISLAND, ILLINOIS, 
Represented by Avery Knodel, ne 


Admen Seek FTC 
Cooperation in 
Self-Regulation 


(Continued from Page 1) 
from the advertising groups. Com- 
missioner Spingarn said it was 
agreed that nothing would be re- 
leased for publication at this time, 
and that any information about 
the talks would have to come from 
Isaac Digges, counsel for the Assn. 
of National Advertisers. 


= He expressed surprise that Ap- 
VERTISING Ace knew the talks had 
taken place. Emphasizing that it 
is “premature” to speculate on the 
nature of last Friday’s discussions, 
he said only that the meeting was 
an effort to determine what the 
industry can do to help improve 
the general level of advertising. 


| sentatives of the ANA and the 
American Assn. of Advertising 
Agencies. Commissioner Spingarn 
represented the commission, and 
was accompanied by members of 
the commission staff. 

Expressing confidence that im- 
proved working arrangements be- 
tween the commission and the in- 
dustry will come out of the meet- 
ing, he said the subject of honest 
advertising is entirely non-parti- 
san. 


= “The commission may have its 
disagreements over anti-monopoly 
cases, but we are united in the 
cases involving false advertising. 
The change of administration will 
not make any difference in this 
area.” 

From other commission sources, 
ADVERTISING AGE understood . that 
the main purpose of the talks is 
to find a way to enable the in- 
dustry to step up its own efforts 
in behalf of truthful advertising. 

While the FTC would not re- 
linquish any of its enforcement 


The meeting involved repre- activity, there is a feeling here 
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One display tells 2 stories within 


—in this unusual 
Ketterlinus creation 
featuring Duo-Scene 


2 aw * 


S HEAFFERS SWORKEL 


$e of 
& 23, ie 


a 


Soa 
a 


new Duo-Scene display 


See SNM 
ESS ities 


transparentized 


(TRANSPARENTIZED 


: 
: 


created in our new, 


MESSY WAY 
TO FILL A PEN 


seconds { 


Sheaffer Pen Company’s dramatic, 


shows the old messy 


way to fill a pen contrasted with the new 
Sheaffer Snorkel Pen method that ends 
“‘dunk”’ filling. Designed and produced by 
Ketterlinus, the display incorporates in the 
same frame opening two different pictures 
which interchange simply through an 
arrangement of alternating lights. (The front 
picture is perforated, the rear picture is 

.) Whenever you have 
two stories to tell—and tell fast— 
call on the Duo-Scene 

process and Ketterlinus. 


Display produced under license 
agreement with Richard C, Engelken, Inc. Patent applied for. , 


THE OLD 


REAR SUBJECT) 


All the latest techniques in 
point-of-purchase advertising — 
including Duo-Scene, Kettecolor, and 
Light-and-Motion—are designed and 


ultramodern plant 


at Primos. Consult us for ideas— 
there is no obligation. 


PRIMOS, PA, 


a suburb of Philadelphia 
NEW YORK * CHICAGO * BOSTON 
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that industry groups can do con- 
siderably more to inform their 
members about FTC policies and 
decisions. 

Commission people apparently 
are not ready to enter into any 
arrangement which would involve 
advance clearance of advertising 
copy on an organized basis. 


= The commission’s staff gives 
advice in anti-monopoly and mer- 
ger cases, but, with few excep- 
tions, it has refused to give any 
advance assistance on advertising 
copy. 

The commission maintains that 
it lacks the personnel for such an 
operation, and that the opinions 
of staff members could not be 
binding on the commission mem- 
bers in any event. 

The thinking appears to be 
largely along the lines of im- 
proved liaison between the indus- 
try and the commission, with the 
industry groups making a more 
aggressive effort to inform adver- 
tisers and agencies about commis- 
sion programs, and stepping up 
their own efforts to keep advertis- 
ing “honest.” 


Geyer Appoints Lawler, 
Promotes Corbett to A. E. 

N. F. Lawler, director of adver- 
tising and sales promotion of Nash 
Motors division since 1945, will 
resign to join Geyer Advertising, 
Detroit, as a v.p. on April 1. He has 


N. F. Lawler E. J. Corbett Jr. 


been associated with the Bendix 
home appliance division and Mc- 
Cann-Erickson. 

Edward J. Corbett Jr., copy chief 
in the agency’s Detroit office, has 
been promoted to v.p. and account 
executive on the Nash account. He 
has been with Maxon Inc., N. W. 
Ayer & Son, Campbell-Ewald Co. 
and E. J. Corbett Co. 


American Ice Cream to Grey 


The American Ice Cream division 
of Doughnut Corp. of America, 
New York, has appointed Grey 
Advertising Agency, New York, 
to handle advertising. Plans call 
for local campaigns using radio, 
television and newspapers. 
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Information Megdquarters of the Billion Dollar industries They Serve 
FROZEN FOOD AGE > CANDY INDUSTRY » BOTTLING INDUSTRY 
THE CANDY INDUSTRY CATALOG AND FORMBLA BOOK 
220 Gost 42nd St, N.Y.C. + MUrray Hill 7-8771 
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Censuses of Business and Transportation 
Early in ‘54 Get Administration Support 


WASHINGTON, March 19—The 
plan for simultaneous censuses of 
business, manufactures and trans- 
portation early next year has sur- 
vived the retrenchment program 
of the Eisenhower administration, 
and has been given administration 
support in the secret budget hear- 
ings currently under way before 
the House appropriations commit- 
tee. 

The over-all budget for the 
Commerce Department was re- 


duced about 15% by Eisenhower || 


budget officials, who reviewed the 
figures forwarded to the Hill by 
former President Harry Truman 
last January. Part of the cut is 
a bookkeeping cut, 
achieved by simply requesting only 


a portion of the funds that will be | ™™ 


required to complete long-term 
construction jobs. 

Details of the department’s 
budget are secret until the appro- 
priations committee finishes its 
hearings, but it was learned on 
good authority that the big census- 
es are being supported. The cen- 
suses face opposition within the 
committee, however, and there is 
no as"iirance at this time of the 
final outcome of the fight for ap- 
propriations. 


Curtis Gross Rises, 
Net Drops for ‘52; 
‘SEP’ Income Gains 


PHILADELPHIA, March 19—Gross 
operating income of Curtis Pub- 
lishing Co. for 1952 was $163,003,- 
270 as compared with $153,836,671 
for the previous year. Net profit 
after taxes last year was $4,403,- 
936 compared with $4,849,920 for 
1951, the company’s: annual re- 
port shows. 

Gross advertising sales of The 
Saturday Evening Post last year 
were $75,372,127 compared with 
$66,701,521 for 1951. 

Gross advertising sales for the 
Ladies’ Home Journal last year 
showed a drop from $22,279,121 for 
1951 to $19,157,495 in 1952. Coun- 
try Gentleman gross advertising 
sales last year were $8,572,732 
compared with $8,805,523 in 1951. 
Holiday continued its consistent 
increase in 1952 with gross adver- 
tising sales of $4,895,760 compared 
with $4,307,031 the previous year. 


s Circulation of the Post last year 
showed a nice increase from 3,996,- 
793 in 1951 to 4,220,178. The Jour- 
nal showed a sharp increase in 
circulation in 1952 from 4,475,258 
in 1951 to 4,722,243. 

Country Gentleman circulation 
for 1952 also went up slightly to 
2,376,027 from 2,324,329 in 1951. 
The same was true for Holiday 
with 861,396 average net paid cir- 
culation in 1952 compared with 
803,087 in 1951. 

“Jack and Jill,” which does not 
accept advertising, also increased 
its average net paid circulation 
last year to 741,410 compared with 
679,229 in 1951. 


CBS EARNINGS GAIN 


NEw York, March 19—Colum- 
bia Broadcasting System reports an 
increase in gross revenue and sales 
and earnings for 1952 as over 1951. 

For the 53 weeks ended Jan. 3, 
1953, revenue and sales were $251,- 
594,490 as compared with $192,- 
384,608 for the 52 weeks ended Dec. 
29, 1951. 

Earnings per share for 1952 were 
$2.75 compared to $3.10 for the 
previous period and net income for 


1952 was $6,445,506, compared with | 


$6,360,097 for the preceding year. 


C-E Handles United Motors 


Campbell-Ewald Co. handles ad- 
vertising of the United Motors 
Service division of General Motors 
Corp., and not D. P. Brother Inc., 
as AA reported March 16. 


however, |/ 


CANDY PEBBLES—Imperial Candy Co., Se- 
attle, is packaging its new Societe Pebbles 
—a soft candy with the exterior made to 
resemble beach pebbles—in colorful totem 
poles like this. It is also using teepee point 
of sale kits, Indian headdress for sales 
personnel and “footprints” on counters 
and in windows. 


WCBS-TV Now Has 
a $4,500 Nighttime 
Rate for One Hour 


(Continued from Page 1) 

Meanwhile, production costs for 
NBC-TV sponsors go up at the end 
of the month, mainly due to hiked 
fees for technicians of the National 
Assn. of Broadcast Engineers & 
Technicians, which recently was 
granted a new contract and higher 
camera rehearsal charges. 

Unlike the current manual, the 
new network card subdivides the 
charges for studio and camera use, 
and the advertiser may order from 
one to four cameras, depending on 
his wishes and his pocketbook. The 
standard charge is from $257 an 
hour for one camera to $425 for 
four. 


® In addition to the regular hour- 
ly camera or dry usage charges 
there is a charge per day for stu- 
dios and theaters ranging from 
$300 for a relatively small studio to 
$1,350 for the Center Theater in 
New York. Present advertisers get 
the usual six months’ protection 
on the revised camera and studio 
charges; other increases—such as 
the raises for stage hands, floor 
managers, etc.—are effective 
March 28. 

Edward Stegeman, program and 
production financial manager for 
the network, emphasized that the 
new manual was designed to give 
advertisers as much leeway in 
production decisions as possible, 
and to enable them to select what 
they need and can afford for their 
particular shows. 


LOUIS WEINSTOCK 

New York, March 20—Louis 
Weinstock, 70, one of the five 
founders and treasurer of Metro- 
politan News Co., died yesterday 
in Miami after a heart attack. 

A native of Austria, he came to 
the U. S. at the age of 1) and be- 
gan his business career by deliver- 
ing newspapers. In 1900 Mr. Wein- 
stock and four partners, Joseph 
Kalmanoff, Charles Hertiz, the 
late Morris Eisenman and the late 
Meyer A. Rosen, organized Metro- 
politan News Co. with a capital of 
$2,000. 

At the end of the first year the 
company grossed $150,000. Its gross 
income in 1950 was $9,000,000 
(latest available figure), and it 
currently handles distribution of 
more than 40 publications. Mr. 
Weinstock was active in both New 


York state and international cir- 


took a leading part in several char- 


itable organizations. 


Last Mi: ute News Flashes 


Hope Is Davis Pa: er in TV Package Business 


HoLtitywoop, CAL., n 20—J. Hugh E. Davis, formerly executive 
v.p. of Foote, Cone & ding, Chicago, has announced the formation 
of the J. Hugh E. Dev: Co. for TV package production service. Bob 
Hope, with whom Mr. ° vis was closely associated in Pepsodent radio 
broadcasts, is a partne: . the company. Offices have been established 
at 6233 Hollywood Bl, 


General Mills, Ne« hi Tie In for Contest 


New York, March -')—General Milis Inc., Minneapolis, and the 
Necchi Sewing Machin. Sales Corp. have arranged a tie-in whereby 
General Mills is runnin: a contest for four of its regional flours, with 
Necchi supplying all the prizes. The contest, run for Purasnow, Red 
Star, Rex and White Deer flours—all of which are bought in cotton 
sacks which may be used for sewing—asks entrants to complete a 25- 
word sentence, “I like (name of the brand) flour because.” Prizes will 
be 160 Necchi cabine! sewing machines. Placed by Knox-Reeves 
Advertising, the GM axency, the contest is being promoted in rural 
areas of 34 states through about 200 newspapers and a like number of 
radio stations. 


Philco Maps Out 1953 Air Conditioner Drive 


PHILADELPHIA, March 20—Philco Corp. will shortly announce details 
of its 1953 air conditioner promotion, which will include insertions in 
Business Week, Life, Newsweek, The Saturday Evening Post, Time, 
and several medical and health publications. The company will also 
use the Don McNeill “Breakfast Club” (ABC radio), Philco Television 
Playhouse (NBC-TV) and direct mail. 


Jackson Joins Chirurg; Other Late News 


e Donald W. Jackson, formerly v.p. of Doyle, Kitchen & McCormick, 
has joined the New York office of James Thomas Chirurg Co. as ac- 


count manager. Mr. Jackson will supervise the Worthington Corp. 
account. 


e An improved “neutralizing” home permanent, under the Richard 
Hudnut name, will be pushed via a big newspaper, magazine and 
radio ad campaign starting in May. Details will be announced soon. 
Distribution to retail outlets will start in April. Kenyon & Eckhardt 
is the agency. 


. Wilbert A. Perry, an assistant radio-TV supervisor for Young & 
Rubicam in Toronto for the past three years, has been appointed man- 


ager of the broadcasting department of Leo Burnett Co. of Canada 
in Toronto. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Feb. 21, 1953 


All Figures Copyright by A. C. Nielsen Co. 


Total Homes Reached Program Popularity* 

Homes 

Rank Program (000) 
1 I Love Lucy (Philip Morris, CBS)..15,177 


Homes 
Rank Program (%) 
1 1 Love Lucy (Philip Morris, CBS) ..69.9 


2 Pabst Bouts (CBS) ............ccc0 12,004 | 2 Pabst Bouts (CBS) ..........ssceccseseee 56.8 
3 Godfrey & Friends 3 Godfrey’s Talent Scouts 

(Liggett & Myers, CBS) ............ 11,150 (Lever-Lipton, CBS) .........cccccccccesees 56.0 
4 Texaco Star Theater (NBC) ............ 9,991| 4 Godfrey & Friends 
5 Colgate Comedy Hour (NBC) ........ 9,989 (Liggett & Myers, CBS) ................ 54.6 


6 Dragnet (Liggett & Myers, NBC) ....9,671 


5 Texaco Star Theater (NBC) ............50.8 
7 Godfrey & Friends 


6 Dragnet (Liggett & Myers, NBC) ....49.2 


ORE Nice RED bcSiehcypaascoseenconsinstes 9,590; 7 Colgate Comedy Hour (NBC) ........ 47.0 

8 You Bet Your Life (DeSoto- 8 Godfrey & Friends 
a 9,564 (Pillsbury Mills, CBS) .............0006 47.0 

9 Godfrey & Friends 9 Godfrey & Friends 
(Pillsbury Mills, CBS) .................. 9,424 CHORE Sig GID cacvensesssssrencovesveteeri 45.8 

10 Fireside Theater (P&G, NBC) ...... 9,243 10 Toast of the Town 
(Lincoln-Mercury, CBS)... 45.4 


*Per cent of homes reached in area where program was telecast. 


Trendex TV Ratings 
Ten Multi-Station TV Cities 
March 1-7, 1953 


Rank Program Rating! 6 Our Miss Brooks (General 

1 1 Love Lucy (Philip Morris, CBS) v1e2.9 | PUN. SEEMED sucicsihsciesbdipnsestianadiats 

2 Godfrey's Talent Scouts (Lipton, | 7 Groucho Marx (DeSoto-Ply- 
MD Selletepsdibatdlahipsse<soouscocetccsscsses et | ee tg Ee 

3 Dragnet (Chesterfield, NBC) ........ 43.8, 8 Strike It Rich (Colgate, CBS) E 

4 Godfrey & His Friends (Pills- 9 What's My Line (Stopette, CBS) ....32.5 
bury, Toni, Chesterfield, CBS) 42.9, 106 Toast of the Town (Lincoln- 

5 Texaco Star Theater (NBC) vo... 37.4) Mave, CHIE sarnsssssiessererasns 31.2 


BAYARD H. CLARK |In 1940, she became an account 

Cuicaco, March 17—Bayard H. executive for MacFarland, Ave- 
Clark, 59, head of Bayard H. Clark Yard & Co. where her sister, Madge 
Co., Chicago agency, died March Child Drake, was at one time radio 
9 after a brief i . time buyer. 

Mr. Clark, who attended the, Ul health forced Miss Child to 
University of Illinois, entered the ™ve here, where she became a 
publishing business in nearby De-|‘@dio time saleswoman for KVOA. 
Kalb, Ill, and then opened his She was named “Woman of the 


agency with offices in Lombard,| Yr” in Tucson last year. 


Ill., and Chicago. 
FLOYD POETZINGER 
JANET CHILD Cuicaco, March 17—Floyd A. 
Tucson, March 17—Janet Child, Poetzinger, 46, president of the 
co-founder of McGiveran-Child Sales Executives’ Club of Chicago, 
Co., one of the first all-women ad- died suddenly of a heart attack 
vertising agencies in Chicago, died| while in his office March 13. 
March 14. Mr. Poetzinger, who resided in 
Miss Child, who was born in Chi- | Highland Park, IIl., was president 


‘cago and attended Smith College of Poetzinger, Dechert & Kielty, 
|culation managers associations and | 


and the University of Chicago, Chicago sales consultant. At one 
joined Dorothy Hartford McGiv-|time he was associated with the 


eran in forming the agency in 1934.! Jam Handy Organization, Detroit. 


Four More Leave 
Hewitt, Ogilvy 


New York, March 20—Anderson 
Hewitt’s departure from Hewitt, 
Ogilvy, Benson & Mather (AA, 
March 16) may have nothing to 
do with it, but four more people 
took the exit route this week. 

The departees included Olin A. 
Saunders, v.p. and package goods 
man, who was bound for Compton 
Advertising; Garrit A. Lydecker, 
another v.p., set for a return to 
Young & Rubicam, this time as a 
v.p. in the Chicago office; Fred- 
erick P. Reynolds, research direc- 
tor, will undertake a “confidential 
assignment,” details of which will 
be disclosed later, and Norman 
Robbins, copywriter, joining J. 
Walter Thompson Co. Monday. Mr. 
Robbins’ move, however, was said 
to have been settled about a month 
ago—before the Hewitt-Ogilvy dis- 
agreement resulted in Mr. Hewitt’s 
resignation. 


s A spokesman for HOBM sug- 
gested that outsiders might pos- 
sibly view the exodus as (1) a 
purge—“which it is not,” or (2) 
desertions from a sinking ship— 
“which is not true,” or (3) “they 
might look at the thing from a 
‘well, I’m damned’ standpoint— 
which would sum it up best.” 

Meanwhile, Mr. Hewitt, who re- 
signed as board chairman and chief 
executive officer, has set up an of- 
fice in the Hotel Weylin. He was 
reported to have visited a few 
agencies during the week, and 
Madison Ave. speculated on 
whether he’d tie up with an agen- 
cy or start his own business. Mr. 
Hewitt’s reaction on both counts 
was, “no comment.” 

Mr. Ogilvy, who faces the 
double-barrel task now of creative 
director and executive boss of 
HOBM, was unavailable for com- 
ment on whether he planned to 
replace the people who were out- 
ward bound this week. 


R. D. French, 60, 
Midwest Head and 
V. P. of OAI, Dies 


Cuicaco, March 20—Reginald 
De Witt French, v.p. and midwest- 
ern manager of Outdoor Advertis- 
ing Inc., died here yesterday. 

Mr. French started his outdoor 
advertising career 
with the Ivan B. 
Nordhem Co. in 
1911. While with 
Nordhem, he 
helped develop 
the Ward Baking 
Co. outdoor cam- 
paign for Tip- 
Top bread. In 
1922 he joined 
the Thomas Cus- 
ack Co. as head 
of its syndicated 


R. D. French 


poster division. 

When General Outdoor Adver- 
tising Co. was formed in 1925, Mr. 
French was named western sales 
manager, a position he held until 
OAI was formed in 1931, when he 
assumed the duties with this or- 
ganization that he still held at the 
time of his death. 


MBS. I. J. GRASS 

Cuicaco, March 17—Mrs. I. J. 
Grass, 74, co-founder of I. J. Grass 
Noodle Co., died March 13 follow- 
ing a stroke. 

Born in Germany, Mrs. Grass 
came here in 1898 and after her 
marriage operated a delicatessen 
with her husband. The egg noodles 
which Mrs. Grass made for the 
store became so popular that the 
couple founded the noodle com- 
pany in 1915. The first packaged 


noodle soup was introduced by 
Mrs. Grass in 1939. 
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Automation Will 
Put More Weight 
on Ads: Weiss 


(Continued from Page 2) 
especially by developing self-selec- 
tion. Brand advertising, he adds, 
helped to pave the way for self- 
selection selling. 

“But with automation, what we 
today call robot retailing will look 
like full-service retailing when we 
view it in retrospect some years 
from now. Yet even today, it ap- 
pears that giant retailing may have 
out-distanced advertising in the 
gentle art of impersonal mass sell- 
ing. In other words, the giant re- 
tailers have tended to make retail- 
ing so much of an impersonal, 
automatic procedure...that it now 
becomes a question whether man- 
ufacturers advertise in sufficient 
volume to compensate for the loss 
of personal selling on the floor.” 


# The less personal selling there 
is in the store, Mr. Weiss points 
out, the more pre-selling the man- 
ufacturer must do. 

“Manufacturers of certain 
branded merchandise can look for- 
ward to an era,” he says, “in which 
the selling done on the retail floor 
will consist almost exclusively of 
the display of merchandise that 
has been pre-sold by advertising! 
Push-button mass retailing of some 
—not all—merchandise categories 
is on the way, and advertising’s 
job will be to push the hand that 
pushes the button.” 

There are too few advertised 
brands today, in Mr. Weiss’ opin- 
ion, that are “sufficiently im- 
pressed on the minds of the pub- 
lic’ to do well in a period of even 
more impersonal selling. Many re- 
ly on retailers to give their prod- 
ucts the extra push they need, or 
they still count on special promo- 
tion to dealers. Mr. Weiss points 
out that large retailers are tend- 
ing more and more to “formula- 
ized promotion.” Thus, he says, 
advertisers must try harder and 
harder to “manufacture cus- 
tomers.” 


s Mr. Weiss’ specific predictions 
and sugyestions to be made to- 
morrow are reported below in 
full: 

I think that automation will 
impel the mass retailer in these 
directions: 

1. There will be a severe re- 
duction in multiplicity of brands 
stocked. Mere labels will be 
dumped. Weak brands, backed only 
with token advertising, will also 
be dumped. Only the strongest 
brands will survive in this pro- 
gram of brand liquidation! 

2. Store-controlled brands will 
become increasingly important. 


s 3. As large retailers tend toward 
robot techniques, they will find 
that they can control public brand 
selection to a remarkable extent 
by their very automation proce- 
dures. Years ago the retailer had 
to hide a brand behind the counter 
in order to kill it off. In the future, 
he may simply break an electric 
connection! 

The whole trend of the new mass 
retailing era will be in the direc- 
tion of putting the selling burden 
on just two media. One is adver- 
tising—including trade advertising. 
The other is interior display—with 
interior display assuming entirely 
new forms. 


# Other changes to be brought 
about by automation mass retail- 
ing may include: 

1. A vast increase in the speed 
with which buying will be done 
within the store. Split-second shop- 
ping is on the way for many items. 

2. There will be astounding 


spread in the variety of merchan- 


|dise susceptible to impulse buying 


in varying degrees of impulsive-| 7 eo 
“ness. 


3. Shopping will continue to lose, 
for more and more people, most 
of the time, its aspect of adventure. 
Shopping will become a chore. 

4. Men will do still more shop- 
ping. Poppa will really become a 
shopper. 


ws 5. The hours of retailing will 


stores are closed. 


retail week will accelerate. The 
full-day closing tends, right now, 
to be Monday. However. with Sat- 
urday clearly in a strong decline 
as a shopping day, especially in 
the warm weather months (with 
the exception of some of the sub- 
urban and regional shopping cen- 
ters) and with salespeople showing 
a violent dislike for Saturday 
hours, it is entirely probable that 
retailing will eventually wind up 
with Saturday-Sunday the two 
closed days. 

Simultaneously will come the 
elimination of morning hours. Ul- 
timately, retailing within the re- 
tail store will be done primarily 
between noon and 9 p.m., five days 
weekly. 


# 6. It isn’t generally understood 
that: 

A. Some 100 large retailers do 
at least one-third of our total over- 
the-counter, or general merchan- 
dise volume. 

B. Some 20 large retailers take 
in one out of every $4 spent at re- 
tail for general merchandise. 

C. From 200 to 400 large retailers 
account for at least 50% of the 
total volume of the majority of 
our national advertisers. 

The trend toward giant retail- 
ing has probably just begun. Auto- 
mation will speed it up. 

7. Still another facet of the re- 
tail revolution will be the decline 
of the window as a promotional 
vehicle. The public will do less 
and less window shopping. 

8. Every period of economic 
revolution brings along with it 
new forms of retailing. Thus, the 
great depression of the 1930s 
really spawned the food super of 
today. It follows that the auto- 
mation era will bring with it new 
retail forms that will take root and 
grow mightily, much to the dis- 
comfort of the established re- 
tailers. That is the way of demo- 
cratic competition. 

9. The final facet of the retail 
revolution will involve a fabulous 
growth of self-service in brilliant 
new forms. 


® The most recent aspect of the 
current retail revolution, as ex- 
emplified in the food super, has 
been the food super’s successful 
exploitation, by both self-service 
and self-selection techniques, of 
a growing list of non-food cate- 
gories. But I think that even more 
important is the way non-food re- 
tailers are turning to self-service 
and self-selection of non-foods. 

Now it is probable that as non- 
foods are successfully retailed with 
pre-selling techniques, self-selec- 
tion techniques and self-service 
techniques, they will lend them- 
selves more readily to automation 
retailing. 

Automation retailing will give 
the “package” a selling job of 
enormously expanded dimensions. 
In general, we may conclude that 


tion retailing, the more selling the 
“package” must do. 

The gap that always existed be- 
tween pre-selling and the final 
sale was closed, in former years, 
by the salesperson. Tomorrow it 
must be closed by the “package.” 


,® Summing it up, the whole trend 
towards push-button retailing will 


change to a 24-hour basis. Right| / 
now in Sweden an amazing re-| 7 
tail volume is done through on-|/ 
the-street vending machines when| '@@ 


The trend toward the five-day | | 


the greater the degree of automa-| 


eee 
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TIE-IN DISPLAY—Johnson & Johnson will 
use Simon & Schuster’s “Nurse Nancy” 
books to build sales with this new counter 
display merchandiser. The books contain 
actual Band-Aid patches, plastic spots and 
strips. “Nurse Nancy” will be introduced 
to the public with a page ad in the March 
30 Life, and with commercials on the “All- 
Star Revue” (NBC). 


rest on two basics: (1) known 
brands; (2) the visual display of 
merchandise. It is advertising that 
makes the brand known—and it is 
the package that capitalizes the 
visual store display. 

In non-food, the package has 
barely begun to show even an 
awareness of its new selling as- 
signment—always noting certain 
exceptions. 

Of course, this brings us to the 
final question—what kind of ad- 
vertising will be required in the 
new automation era? What type 
of advertising is best suited to an 
era of impersonal selling? 


s There can be no formula. But 
there can be an approach. And that 
approach may be summarized in 
this way: 

1. Get back to the merchandise. 
We've had ten years of flight from 
merchandise in advertising, prob- 
ably because merchandise was in 
short supply most of that time. Ad- 
vertising must get away from sheer 
entertainment, away from the bril- 
liance that wins awards but not 
sales. 

2. As part of the flight back to 
merchandise in advertising, we 
must show the product; show the 
package; show the name; give 
merchandise details. If this be 
corn, let’s have more corn! Nothing 
is so absorbing to the shopping 
public as merchandise! 

3. Don’t sell the product per se 
—unless you are a leader, and 
even then its wisdom is debatable. 
A brand-buying age demands 
brand-selling advertising! That’s 
quite different from selling the 
generic product. 


# 4, Find a basic reason-why in 
the merchandise that will be suf- 
ficiently important to the public 
to give the public a powerful, per- 
suasive motive for insisting on a 
specific brand. 

5. Having isolated that main- 
spring to buying action—build 
mainspring copy around it. 

6. Make. that mainspring the 
dominant feature of the advertis- 
ing. 

Robot shopping and robot retail- 
ing combine to demand advertis- 
ing with the sheer perseverance of 
a robot and the moving ability of 
a bulldozer. I hope you get it! 


Taplinger Directs Hotel PR 


Robert S. Taplinger & Associ- 
ates, Chicago public relations con- 
sultant, has been appointed to 
handle public relations for the 
Sherman & Ambassador Hotels 
Corp., Chicago. 


Henson Inc. Names Burnham 

Robert W. Burnham, formerly 
advertising production manager for 
A. Harris & Co., Dallas, has been 
appointed assistant production 
manager for William S. Henson 


Inc., Dallas advertising printer. 


By Stanley E. Cohen 
Washington Editor 


WaAsHINGTON, March 19—Under 
Secretary of Commerce Walter 
Williams is telling business groups 
that the nation’s future prosperity 
may depend on the skillful use of 
comprehensive sales promotion 
plans. 

“Let us remember,” he told a 
group of real estate appraisers last 
week, “that the transition from a 
period of heavy government ex- 
penditures to an economy based on 


‘| your and nfy private expenditures 


will be successfully brought about 
in direct proportion to the extent 
that business plans and executes 
its sales promotion programs.” 

He cautions business men to 
keep their heads. 

“One of the unfortunate things 
about us business men,” says the 
Under Secretary—a former chair- 
man of the Committee for Eco- 
nomic Development—‘“is that we 
somehow or other come to feel 
that unless we break records every 
week, we are headed into the dol- 
drums. 

“Look to the future with confi- 
dence, but not bubbling optimism,” 
he says. “Our chief aim should be 
to marshal all the facts we can 
with respect to our respective busi- 
nesses and the collective business 
of the nation, and to analyze these 
facts to the best of our ability and 
judgment. 

“Then rather than be upset and 
disturbed by any mild modifica- 
tion which may come along, we 
can take advantage of the down 
periods, better to get our respec- 
tive business houses in order.” 


The Department of Agriculture 
is gearing itself to assist U. S. 
farmers in finding foreign mar- 
kets for their surplus products. 
Under the department’s newest re- 
organization, a new agency, known 
as the Foreign Agricultural Serv- 
ice, will promote foreign buying of 
surplus American farm products. 

Agriculture Secretary Ezra Taft 
Benson says this represents a sub- 
stantial expansion of the old Of- 
fice of Foreign Agricultural Rela- 
tions, which was limited largely 
to the collection of information 
about foreign developments. 

It certainly looks more impres- 
sive on the department’s organiza- 
tion chart, for the new unit is 
shown on a par with the older de- 
partment divisions handling re- 
search, commodity marketing and 
adninistration, while the old out- 
fit was merely a branch of the di- 
vision of research and land use. 

Exporting would, of course, be 
a blessing to agricultural indus- 
tries which are caught in a down- 
ward price spiral. On the other 
hand, the more that U. S. agri- 
culture sells abroad, the more dol- 
lars other nations will need to pay 
their bills. As our British visitors 
so cogently observed when they 
were here this month: America 
has to buy as well as sell. 

* * . 


President Eisenhower is strip- 
ping several hundred ranking gov- 
ernment officials of the civil serv- 
ice protection which had been ex- 
tended by his predecessors. 

His decision is based on com- 
plaints of new cabinet officers, who 
say that a substantial number of 
underlings in policy-making posi- 
tions enjoy civil service protec- 
tion which prevents the new ad- 
ministrators from appointing ad- 
visers who are sure to share their 
political philosophy. 

Democrats charge that the new 
administration is wrecking the 
merit system, but Republicans feel 
the President is fully justified. 
Most of these top jobs were 
“blanketed in’’—that is, they were 
given civil service status by Presi- 


\Confidence, Not Bubbling Optimism 


dential order. In virtually all in- 
stances, the incumbents auto- 
matically got civil service status 
without risking competitive exams 
—so, according to the GOP, they 
can hardly claim to be career 
workers. 
* * * 

The Food & Drug Administration 
is one of the few agencies that is 
to remain 100% civil service, and 
thereby hangs an unusual tale. 

In an appearance before the 
House interstate commerce com- 
mittee, Federal Security Admini- 
strator Oveta Culp Hobby indi- 
cated she wanted to replace all her 
bureau chiefs (including Food & 
Drug Commissioner Charles W. 
Crawford) with people in whom 
she has confidence. 

When her plans were publicized 
in the trade press, leaders in the 
food and drug industry became 
alarmed. Since its inception, the 
Food & Drug commissionership has 
been held by a career employe. 
Commissioner Crawford, for ex- 
ample, reached the top after start-. 
ing as an assistant chemist in 1917. 

Industry people appreciated Mrs. 
Hobby’s feelings. On the other 
hand they argued that Food & 
Drug is a technical non-partisan 
agency, and they want it kept that 
way. “We’re not afraid of what 
might happen in a Republican ad- 
ministration,” they explained, “but 
what if the New Dealers should 
get in again and try to foist their 
political philosophy off on our 
businesses.” 

* . e 


Edward F. Howrey, first Eisen- 
hower appointee to the Federal 
Trade Commission, is in a position 
to exercise an unusual amount of 
influence. By voting with com- 
missioners Lowell Mason and Al- 
bert Carretta he can reverse a 
number of FTC policies which 
have been matters of special con- 
troversy in recent years. 

Among the most important is 
FTC’s strict interpretation of the 
use of the word “free.” Under the 
commission’s majority position, 
“free” can be used only if an offer 
is available without obligation to 
all comers. Messrs. Mason and 
Carretta are on record for a more 
flexible policy. Mr. Carretta’s 
views were recorded in a carefully 
documented dissent last September 
when FTC split three-to-two in a 
minor case involving punchboards. 

In general he holds all condi- 
tions, obligations and prerequisites 
must be clearly and conspicuously 
explained and there must be no 
charge over and above the ordi- 
nary and usual price of the mer- 
chandise. 

As it stands now, the commis- 
sion’s majority contends “free” 
cannot be used where there is any 
condition or requirement, even if 
the conditions are fully explained. 


Kellogg Packages Appeal 
tor Radio Free Europe 


More than 2,000,000 cereal pack- 
ages of Kellogg Co., Battle Creek, 
will carry a message from the Cru- 
sade for Freedom asking for mon- 
ey to support Radio Free Europe 
in its broadcasts to people behind 
the Iron Curtain. The message 
will urge consumers to sign a 
“Freedom-Gram” pledging moral 
and financial support to Radio Free 
Europe. A replica of the “Free- 
dom-Gram” will appear on each 
package. 

This is the second public service 
message to be carried on Kellogg 
cereal packages. The first was a 
“remember to vote” appeal carried 
on Kellogg’s corn flakes in the last 
i=) campaign (AA, Sept. 
1, °52). 


Seattle Agency Joins Ad Group 


American Advertising Agency, 
Seattle, has joined the National 
Federation of Advertising Agen- 
cies, Los Angeles. 
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MEDIA-PREPARED _ 
MARKET DATA 
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... to tell a national audience about your product... 


at local rates! 


... to reach a twenty-billion-dollar grocery market in 
one issue ... The Grocers’ Spotlight Super Market 


Convention Extra! 


One ad WILL do the job! To reach the big men of 
the food industry! They’ll all be in session in Cleve- 
land—some 10,000 strong—May 24th through 27th. 


The Grocers’ Spotlight will be there! With another 
much-talked-about Convention Extra! At all news- 


stands ... at every hotel room ... in all leading 
restaurants! 


—— Tv i. 
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1953 Super Market Issue 
closes May 11, 1953. 


One ad WILL do the job! At NO extra cost! A 10,000- 
copy bonus circulation, plus our regular regional 
coverage of 10,000 copies! Does the job with a 
TWENTY-GRAND guarantee! 


Special low rates apply. Only $435 for full-news- 
paper-size page. Color extra. Agency commissions. 
Closing date May 11th. 


One ad WILL do the job! Don’t miss this once-a- 
year opportunity to tell your story to a national 


audience ... at local rates! 


Act NOW! Reserve space and color! Write, wire, or 


call collect. 


‘THE GROCERS’ SPOTLIGHT 


DETROIT CLEVELAND NEW YORK SAN FRANCISCO LOS ANGELES 
717 Fox Bldg. 425 Engineers’ Bidg. W G. Carter Duncan Scott Duncan Scott 
WO 1-7554 SU 1-2654 55 W 42nd St Mills Bldg. 2978 Wilshire Blvd. 
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